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Record’s editorial content for 1944 is al- 
ready in the blueprint stage. Based on our 
advance knowledge of active building 
activity scheduled for ‘44—based on our 
analysis of specific V-Day planning, we ve 
built ourselves a month by month pro- ad hi RA 
gram. Sure we'll be glad to let you see ore t an an ing ac ine ' 


this! And you may find in it helpful ideas 








for slanting your own copy in the Record. 








As marketing and advertising plans for architect engineer subscribers? 
1944 take shape, an increasing number Under Kenneth Stowell’s competent 
of manufacturers with a stake in the editorial direction, during 1943 Archi 
rapidly growing V-Day market are de- tectural Record has received the great 
manding facts about publications and est volume of subscriber fan mail is M 
markets that an adding machine cannot its history. Editor 
give them. 5. Where does the magazine stand in 
: : , terms of advertising gains and ad- 
Here are some of their questions—and vertiser acceptance? 
COLLABORATIONS Architectural Record’s answers: As an indication of the value of Archi- 
1. Has the magazine a full knowledge tectural Record to those buyers of ad 
In January Record will emphasize plan- of the building market in terms of vertising for 1944 who have a stake in 
ning practice in remodeling yesterday's who is doing what and where? the building market, and who are al- 
hotels so they may become Hotels of To- Architectural Record, supported by its ready convinced of the importance to 
morrow. This editorial feature will be daily service of building information them of architects and ee 
executed in collaboration with editors of from 750 Dodge building news re- this fact is important: Architectura ow Por 


Record in 1943 shows greater advet- kr Marke 
tising gains than any other architec: § member 
tural publication, and the greatest in Bs a case 


porters, has an intimate, unmatched 


Horel Management. ; 
knowledge of the market. 


“Highway Service Stations of the Future” 


will be featured in February—pointing the 2. SS a oe the key the past six years of its history. ype 
way to improving existing oil and gas 8 P : ‘ . 6. Does the magazine have the knoul- ry up to 
service facilities in terms of new needs. Architectural Record serves the archi- edge, resources, ability to counsel bking an 
National Petroleum News is our collabo- | tects and engineers. They are the only the advertiser on plans and copy? fn exclus 
identifiable group of men in building ; R ; ’ acl 
rator in this study. who are today making plans and writ- oe ; sored ponds aoe | 
So through the year Record each month ing specifications for V-Day building. ere, geo er re rs - ~ 
plans to set a new editorial high by a new 3. What is the magazine's circulation ly information for the shaping of Milt Lohr 
publishing means—with special advertis | record in this selected group? advertising plans and copy to achieve ent, The 
ing opportunities galore created out of | Architectural Record’s unforced circu- specific 1944 objectives. them, th 
this program, ! lation shows the highest number and =‘ These are the facts that don’t show up yore 
| 


percentage of subscriptions secured at on an adding machine appraisal. srticle te 
the full rate and the highest renewal illustrati 
rate in its field? But they are the facts that account fot Joon be p 


the rapidly increasing conviction among fior Inpu 
: ‘ : , Se : % ‘no ever bee 
editorial capacity and performance buyers of advertising in the — ir, 
in terms of producing live readership field that Architectural Record Is indeed Being Yo 
and use by its selected group of 4 leader in prestige and in value. y Nichol 
sak Ih 
to Selec 
mber issu 
ion to ¢g 
, devel: 
a COMT le 


nship 


4. What is the magazine’s record of 
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ARCHITECTURAL RECORD, backed by the 
news-gathering and market gauging faciliue 
of F. W. Dodge Corporation, provides it 
Architect-Engineer readers with a service 0 
information which no other publication cat 
render. It provides the Advertiser with a0 ed mont 
economical and effective means of selling Mrertising | 
this group—the most important in the build Jo, U.S.A 
ing world of today—and of tomorrow yf 


THE RECORD 
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Did you know that, in addition to having 


ditorial awards since 


received six major € 
1929, the Record outranks all other pub- 


lications in the number of articles listed 





in the recommended reading list prepared 
by Federal Public Housing Authority on 


war heusing 


More articles were named from Record 
than from all its contemporaries combined 


Worth remembering when you consider 





the Record from the standpoint of 


119 WEST 40TH STREET, NEW YORK, N. Ve we 
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w Porcelain Enamel Institute Made A 
t Market Analysis,” by Floyd C. Wole- 
member of the market research committee 
sa case study which gives the step-by-step 
ture and the formulae used in setting up 
arket for members of the porcelain enamel 





“Bry up to 1950. You can use this as a guide 


bking an analysis of your own markets 
kn exclusively for INDUSTRIAL MARKETING 


low to Improve Your Parts Catalog for 
ar and After,’ by Ken Cook, manager, 
filt Lohr, art director, Technical Data De- 
ent, The Heil Company. By those who 
them, these men are considered authorities 
kr technique and details of preparing parts 
gs, and operating and maintenance manuals 
article tells what and how to do it, with 
illustrations, and shows many uses such 
can be put to in sales work. Written espe 
tor INDUSTRIAL MARKETING. Nothing like 
ever been published before 


sing Your Advertising Agency Effective: 
y Nicholas Gassaway, Michel-Cather, Inc 
sa follow-up of Mr. Gassaway’'s article, 
to Select An Advertising Agency,” in the 


moder issue. Here he tells what kind of co- 
ion to give the agency for best results, 
) develop a copy theme, and how to form- 


a <a plete program. Tips for the agency 
nship of the small advertiser also are given 


ed monthly, except October, semi-monthly, 





uild 





ertising Publications, Inc., at 100 E. Ohio St.. 
©, USA. Telephone Delaware 1337. New 
Pitices: 330 W. Forty-Second St. Telephone: 


32. Son Francisco, Russ Bldg.; Los Angeles, 
d Bldo. Single copies, 20 cents, except 
t 25th issue, which is not sold separately. 
Ption, U. S. and Canada, $2.00 per year. 


subscription, $2.50 a year. Entered as sec- 
ss matier December 22, 1936, at the post- 
at Chicago, Illinois, under the Act of March 
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NOW READY—a 16-page report, probing and realistic, 
on what's ahead in the residential electrical market. Incor- 
porating the resources and best thinking of ELECTRICAL 
CONTRACTING’s editors, industry and government people, 
it should be enormously helpful to you right now. It’s free 
—use the coupon. 
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Hau the Aduertising Manager Can Help 
the Planning for Jemoerrou 


The advertising man can become the source of useful 


ideas for the planners by getting public viewpoints 


@ IF ANY advertising manager suc- 
cumbs to the feeling that in this 
present to-do about postwar plan- 
ning he is merely a step-child, with 
little voice in the ultimate outcome, 
it is certainly no one’s fault but his 
own. He should be right up near the 
top of the procession of the planners; 
if he is not, it is probably because he 
has not amply demonstrated the power 
of his ideas, the fluency of his pen, 
and the essential prestige of his posi- 
tion. 


Most industrial advertising man- 
agers have already been called upon 
to exercise the talents they possess 


by taking very important roles in 


postwar planning conferences. This 
is eminently right and proper, for 
deas are of the essence of such plan- 
nit Here and there, however, may 
be tound some luckless souls who have 
not yet been asked to dive into the 
poo!, or who are so diffident that they 
h not yet donned bathing trunks 

tepped up to the edge of the pool 
w the more favored sons. If this 


situation, here are a few tips 
» be found in Emily Post’s books 
juette, which should enable you 
sh in with impunity. 
sider, first, that as an advertis- 
in your job in the past has been 
ned with the mass-selling of 
regarding th> uses and desir- 


of products, equipment, or 


By FRANCIS JURASCHEK 


Manager Commercial Research 
Carnegie-lllinois Steel Corporation, 
Pittsburgh 


service. During all the many years 
when your foremost duty has been 
such mass-selling, your nose has been 
so close to the grindstone you have 
not been able to experiment as you 
have wished with many intriguing 
ideas conceived at odd moments about 
new products, improved design of 
old products, sales methods, distribu- 
tion practices, copy slants, and media 
possibilities. You’ve probably scrib- 
bled a few notes and tucked them 
away in the back of a file, or maybe 
you've just relegated them to an odd 
recess of your brain, to be hauled out 
and examined carefully at a more pro- 
pitious moment. 


Advance Ideas Now 


That moment has come. Today, 
with such advertising as you can do, 
couched mainly along the lines of 
selling-in-reverse; when such com- 
modities and services as are available 
are far too few to begin to meet the 
demand of eager, ardent would-be 
buyers; when the principal job of 
salesmanship, whether personal or 
printed, is to retain the good will of 


ihe customer even as you mus: r-fuse 
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to deliver what he wants; you have 
for the first time in many years a 
golden opportunity to experiment 
with ideas. The time will never be 
more opportune. In a short while 
you will have to get back to the grind 
of mass-selling again—but just now 
you have a brief respite. 

Use that respite. Pull out the old 
ideas, raw and half-baked alike, and 
take their temperature, now! Exam- 
ine them, test them, knock out the 
bugs—and come up with some 
thoughts which the postwar planners 
in your organization cannot refuse to 
take seriously. You will find they 
are tremendously concerned with 
ideas; and maybe the real reason you 
are not already one of them is that 
you have not been very assiduous in 
advancing ideas in the past. 

Consider, second, that all postwar 
planning centers on a threefold con- 
ception; full employment to insure 
purchasing power, purchasing power 
to insure demand, demand to insure 
full employment—and so on ’round 
and ’round the circle. This concep- 
tion is economic in character, true in 
nature, and inviolable in performance. 
Where you as an advertising manager 
fit in, relates to the commodity you 
have to advertise (or will have to 
advertise when the war is over) which 
w.ll contribute to full employment in 


its manufacture or performance, 


2! 














which will contribute to purchasing 
power in the wages paid for its mak- 
ing, and which will stimulate demand 
for its purchase in order to carry on 
the cycle of employment, wages, de- 
mand. 

Consider, third, that as an adver- 
tising man you cannot handle your 


advertising job to the best advan- 
tage unless you unite with your 
undoubted talent for visualization, 


writing, and the proper selection of 
media, many of the psychological 
traits of the investigator—or as he is 
variously called, the sales analyst, the 
market research man, or the develop- 
ment engineer. I do not mean that 
you must out-do these men at their 
specific trades or even practice in 
detail their special techniques, but | 
do maintain that the successful adver- 
tising manager must understand their 
methods sufficiently to use them on 
occasion for his own satisfaction and 
be sympathetic to their results. Other- 
wise it is difficult to see how he can 
honestly appreciate the finer points 
of what he himself is trying to accom- 
plish through the printed word. 


Six Things to Do 


There are, in brief, six points you 
can take to heart in this little ser- 
mon, if you really desire to be part 
and parcel of the postwar planning 
effort of your own organization. These 
points are each quite simple, and have 
been preached over and over again 
to advertising managers for many 
years by other advertising men who 
have gone through the mill of experi- 
ence. My only reason for repeating 
them here is that they apply espe- 
cially, now, today, to the problems 
of postwar planning. You have 
probably thought of them all your- 
self at one time or another, but have 
not done too much about them be- 
cause cf pressure of work, or lack of 
opportunity, or, maybe, an inclina- 
tion to laziness. Today you have the 
opportunity of can make it. The 


time was never riper and the rewards 
never richer. Look, then, at these six 
points as things you have always 


wanted to do and should do now: 


Point No. 1: Get Away from 
Your Desk. Think how often, in the 
days before the war, when you were 
struggling against time to write ads 
and produce booklets, to grind out 
direct mail and build catalogs which 
would stimulate sales and more sales, 
you sighed for a few days of freedom 
to get out into the field and talk to 
customers to find out why they 
bought your goods, to non-customers 
to find out why they did not buy, and 
to dealers to find out what induced 
them to push certain lines and lay 
back on others. In brief, you have 
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Romec Pump Company, Elyria, O., got a 
timely break on this piece of copy advo- 
cating world police power when a month 
later a Gallop poll indicated that seventy- 
five per cent of the people feel such a 
program will be necessary for peace 


longed to sound them out and learn 
many things which puzzled you, sit- 
ting day after day at your desk. Do 
it now! 


There never was a better time to 
get the real facts—out on the firing 
line—as to why your goods sell or do 
not sell; what really appeals to the 
buyers or does not appeal to them; 
what is good and what is bad in your 
distribution system; what your com- 
petitors have that you do not. Stop 
trying to think up the answers all 
by yourself or at second hand from 
the probably biased opinions of sales- 
men and sales managers. Get them 
straight from the people who buy 
(or do not buy) your goods and 
from the dealers who push (or do 
not push) your wares. 


Take Their Temperature Now 
While you are doing this you will 
find many clues that point to what 
people are thinking about and expect- 
ing to be able to buy when the war 
is over. For instance, they have read 
about so many new things being done 
in the war production effort to in- 
crease the output per worker by means 
of new tools, new equipment, and new 
methods that they are already quite 
fairly convinced they will be able 
to share in similar technological ad- 
vances in whatever they will be able 
to buy when peace finally comes. Will 
the product you made before Pearl 
Harbor satisfy them then? Maybe 
they'll be glad, in 1945, to buy a 
1942 model automobile, refrigerator, 
radio, or washing machine because 
any new piece of equipment is pref- 
erable to one that is old and worn 


out—but how long will they be sat. 
ished with your 1942 model when 
your competitor brings out a 194% 
model? You have today a wonderfy! 
chance to take the temperature of the 
thoughts of buyers and distributors, 
and to embody the results in ideas 
for products, ideas for sales, ideas for 
copy, and ideas for postwar planning 
in general. 


Point No. 2: Talk to Actual User; 
of Your Product. Don’t stop at the 
purchasing agent—he’s the meat of 
your salesmen anyway. Get further 
afield. Get out in the plant or mill 
if yours is an industrial product; get 
out with the construction gangs if it 
is a piece of equipment; get out into 
the fields if it is an agricultural de. 
vice; get into the homes if it is a 
building product. Meet the man or 
woman who uses it—the electrician 
the stationary engineer, the machine- 


tool operator, the craneman, the 
housewife, the plowman, the bull- 
dozer driver, the concrete mixer 


chauffeur, the typist, the adding ma- 
chine manipulator, the street-car con- 
ductor, the locomotive engineer, the 
garment cutters, the stevedore, the 
manicurist, the baker, the garage man. 
Whoever uses your product day in 
and day out is apt to have acquired 
some ideas about it which you ought 
to know. 

Don’t be satisfied with, “Yes, | 
like it,” or ““No, I don’t like it.” Find 
out why. Most people like to talk 
about the things they use to earn 3 
living with every day. Most peopl 
feel a bit flattered if their advice is 
sought. Most people like to feel they 
can contribute something to the idea 
of making things better. You'll draw 
a few blanks, of course, but even one 
worth while thought out of a dozen 
interviews will pay for your time. 
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Get Product and Copy Ideas day’s we 
Two things are likely to come from J" 0" 

such contacts: first, some suggestions other thi 
regarding product improvements; an¢ door late 
second, some worth while ideas about Get Pex 
your advertising copy. Any way you 
look at it, there are bound to be morf Get a 
dividends than you will ever get seek-fP!e tozet 
ing the elusive idea with your feet}. 
cocked on your desk and the thine! new | 
blue-gray smoke of a cigarette non-ffronic 
chalantly curling from your lips ome wil 

mou W 

Point No. 3: Indulge in Some Colpny },.\; 

Operative Dreaming. Get around ou 
table some evening with a few kin}jy,,., .),, 
dred spirits and start the conversati0f,, 
along the lines of what still 100d ee, 
to be invented. I remember a s¢ssi0lfey 
which in spots was somewhat hilar}}y, 
ious a few years ago when the discus) ) 
sion centered around the things ¥4}), 
would like to see in our homes to make}... i 
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Sat- Ff chen we comfortable. A_ bachelor 
hen who lived in a one-room apartment hit 
946 the | spot when he wondered why 
‘ful no one had ever designed a bed with 
the 4 solid cover that could accommodate 
7 Fs poker party. Another spoke about 
dea heating equipment sans furnace, sans 
for pipes, sans radiators; concealed, efh- 
"MEF cient, and really controllable. One 
told how his wife had often wished 
‘ser? some manufacturer of kitchen stoves 
the | would some day ask women who had 
of Bto use them to design a convenient 
ther fstove. Another who had recently 
mil] | bought a modern house with a com- 
get fi pletely cabinetized kitchen regaled us 
f itf with the remarks his wife made every 
intofitime she stubbed her toes against 
de. the flush-to-the-floor walls of the 
IS a cabinets. 
1 Or My own particular yen has been for 
ian,f}a reading lamp which would put a 
ine- ff comfortable light where I wanted it— 
the ff on the pages of my book—and keep it 
ull- Bout of my eyes. We spoke of case- 
ixer §ment windows which could be closed 
ma-Band locked easily; of ordinary pull- 
-On- up and pull-down windows with sash- 
the cords that would not break at incon- 
the Fvenient moments, of dining room 
nan. Btables at which guests would not have 
in Bto straddle awkward legs at a party, 
ired Bof the crying need for a reasonably- 
ght Epriced dishwasher that would treat 
good glassware honestly, and of an 
, | Jodorless method of garbage disposal. 
ind GSoOme of these problems still remain 
talk Qunsolved for the average household. 
n There was another session at which 
ople the shortcomings of the automobile 
e is {Were discussed good-humoredly, and 
hey of alarm clocks and radios and hand- 
idea Ftools. From the mention of a desire 
raw §t0 find a wrinkle-proof tie the debate 
one fran to the pressing need of a wrinkle- 
yzen Proof suiting material that would need 
e, no pressing—simply a few hours’ 
langing to make it fit for another 
lay’s wear. And surely blessings will 
rom §2!n On him who devises some means 
‘ons POther than a latchkey to open a locked 
and $400r late at night. 
oe Get People to Talk 
noref Get a few electrically-minded peo- 
eck-fple together and talk about electron- 
feet Pics. u will come away with scores 
hin,fot new ideas for applications of elec- 
r0n-ftron! tubes to control operations. 
Nome will be wild, but many will be 
, #2 use within a few years. Talk to 
Cofiny t-dozen airplane engineers and 
d ‘pou | come into the middle of 
Kin ta: oughts about the pressing and 
an of metals and of welding, 
ceepptiti riveting and otherwise fas- 
10%ten 1em together to make struc- 
ilar tur ons. 
cus ‘ , ° 
wh, * tew assorted imagineers about 
sake of plastics, or synthetic rub- 
b electro-pneumatic controls, or 








Six Things to Do to Help 


1. Get out into the field to find out what people are thinking about. | 


2. Find the reason people do or don’t like your products. 


the Postwar Planners 


3. Do some day dreaming with users of your products to uncover 
their extreme desires in product design and function. 


4. Talk with designers and inventors about your products to get 


the expert opinion. 


5. Attend meetings of advertising and marketing people to learn 
what they are thinking about for tomorrow. 


6. Crystallize your findings and ideas into a plan and present it to 


management. 


the uses of soy beans or peanuts in 
the postwar world, then listen care- 
fully for the next two hours. You 
may be surprised. Get the talk going 
on the new developments in glass or 
in lacquers or in high speed steels or 
in powder metallurgy; then take 
copious notes. Sit in with some star- 
ry-eyed architects while they wander 
through prefabricated houses, slum- 
clearance projects, city planning 
schemes, and the schools of the fu- 
ture; or while construction engineers 
sound forth on super-highways, metro- 
politan trafic problems and tomor- 
row’s subways. You will be surprised! 


Point No. 4: Solicit Some Expert 
Opinions. Why should your organ- 
ization believe it has a monopoly on 
ideas for improvements to your prod- 
uct, or for new products that will 
fit into your manufacturing facilities, 
or even for the uses to which your 
products can be adapted? America is 
full of inventors who don’t know how 
to get their ideas into your hands, and 
of competent designers who are eager 
to work on your problems. There’s 
a two-fold problem to solve here, and 
a good way to tackle it is to have a 
few heart-to-heart talks with the 
editors of the journals which serve 
your field. 

The inventors might be encouraged 
by means of a competition baited with 
worth while money prizes and the 
opportunity to sell their ideas either 
outright or on a royalty basis. If 
this does not seem to be a feasible 
approach, employ a top-notch de- 
signer to streamline the appearance of 
your product, or to improve its work- 
ing characteristics, or to show you 
how to lower its cost. In any event 
talk the matter over with your editor 
friends first, note their reactions— 
and follow up whatever suggestions 
they may make as to discussions with 
this, that, or the other expert. You 
may have to spend some money for 
consultation fees; squeeze it out of 
your budget somehow, for it will 
probably yield dividends. And if you 
play your cards adroitly you may get 
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some favorable publicity as well as a 
lot of good will through your editorial 
contacts. 


Cultivate the Editors 


Incidentally, make it a point any 
way to cultivate editors. There’s 
many a good story that never gets 
printed, but which a friendly editor 
can tell you in confidence if you have 
his confidence to begin with; tales 
about products and product uses gath- 
ered by observation on field trips and 
through conversations with idea-men. 
You can’t afford to neglect material 
like this, especially now when ideas 
are at Among all the 
experts you may be able to contact, 
put editors high on your list. 

Point No. 5: Renew Your Adver- 
tising Association Memberships. May- 
be you have thought the stress of war 
work has somewhat blunted the nor- 


a premium. 


mal advantages of association mem- 
bership. If you haven’t recently at- 
tended meetings you are due for a big 
surprise. War work has fostered a 
spirit of coéperation that is simply 
amazing. Bond drives, blood donor 
appeals, USO campaigns, and a score 
of other patriotic movements have 
fostered a degree of coéperative effort 
that almost takes your breath away. 
Advertising men are really working 
together today on the community 
level in a way that is unprecedented. 
You belong there among them, throw- 
ing your weight around with the rest 
—and swapping ideas with the best 
of them. Get busy with Bill and Joe 
and Dick on their war work, and you 
will find many an idea will be casu- 
ally mentioned outside of strictly war 
work. You can’t afford to miss them, 
especially today. 

And this brings up another thing 
which at first blush seems far re- 
moved from your particular problem. 
Get into some local Civilian Defense 
group; become an air raid warden or 
a first aid worker, or an auxiliary 
Something is 
happening in this country today 

(Continued on page 58) 


policeman or fireman. 
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and provide public recognition of their wartime work 


yertising, as such, is not being at- 
tempted at present. 

During the past summer, Republic 
coéperated with the U. S. Department 
of Agriculture and the War Adver- 
tising Council in publishing a booklet, 
“Light Reading for Your Lunch 
Hour.” Designed to stimulate national 
advertisers to a greater recognition of 
the farmer’s importance, this booklet 
was distributed by the two agencies to 
farm papers, national advertisers, and 
advertising agencies. 


Local Recognition Needed 


However, because of the close farm 
contacts maintained not only by the 
salesmen in the field, but also by mem- 
bers of Republic’s advertising divi- 
sion, it was felt the government book- 
let covered only a part of the work 
necessary if the farmer’s importance 
were to get adequate advertising rec- 
ognition and if suitable steps were to 
be taken toward solving some of his 
war problems. 

In other words, while industry as 
a whole was paying increasing atten- 
tion to the farmer through its na- 
tional advertising, very little was be- 
ing done so far as local retail advertis- 
ing (particularly that appearing in 
country weeklies and small dailies) 
was concerned. 

With reference to this, a message 
in the booklet, ““What is a Farmer?” 
addressed to dealers, reads: 

“Industry is responding nobly to 
the call, but that’s not enough. 

“The farmer is most interested in 
what you—his neighbor and friend— 
think of im and what you are doing 
to help him. After all, what have 
you done to recognize and aid his 
war work? 


“He’s not looking for pity, nor is he 


Campaign designed to give farmers needed information 


seeking glory. 
know that you are back of him. 


“Your local advertising can bring 


your message home to him. It will 
let him know that you are working 
with him. It will give him a boost 
when he needs it most—right now!” 

To determine just what was being 
done through local retail advertising, 
Republic’s advertising division con- 
ducted a survey in several states. 
Among those interviewed were retail- 


ers (principally dealers in building 


materials, hardware, implements, and 
allied farm lines), country newspaper 
publishers, county agricultural agents, 
and representative farmers. 


Welcome Copy Ideas 


While most of the retailers inter- 
viewed did some advertising during 
the course of the year, nearly all of 
them mentioned they had little time 
to prepare copy, and too often con- 
tented themselves with telling the 
local paper to run something like this: 


BLANK LUMBER & COAL 
COMPANY 
—UMPTY YEARS IN 
BUSINESS— 

GET IN TOUCH WITH US 
BEFORE YOU BUILD 

As one traveling auditor (super- 
visor) for a line yard lumber com- 
pany stated: “We feel a definite obli- 
gation to support the local newspapers 
in towns where we have yards, but all 
too often the money we spend for 
advertising is just a donation.” 

This auditor looked over the sug- 
gested copy ideas contained in the 
dummy of Republic’s new booklet and 
said it would be a definite help to him 
and to his managers in making up 
ads that would really do his firm some 
good and at the same time give wanted 
information to the farmer. 











YOUR STORAGE AND SHELTER BUILDINGS 


TX £¢ UP NOW 
od 

















A selection of pages from an issue of "Farm Spokesman,” Republic Steel's localized bi- 


monthly, four-page newspaper for dealers. 


Front page carries dealer's picture and name 
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But he would like to 


TEAMWORK WINS 
Vous Repub eater 6 cme of yous 
ana! —_ 





This is the first of Republic Steel's new in- 
stitutional campaign in state farm papers 
with box in the lower corner telling how the 
dealer is interested in the farmer's problems 
and suggesting cooperation between the two 


Other merchants interviewed ex- 
pressed ideas along similar lines. 


Of course, in some communities the 
dealers were advertising consistently 
and with good results, and many of 
their advertising ideas are included in 
the booklet. One comes to mind in par- 
ticular, unique in these days of short- 
ages of material. It was headed sim- 
ply: “Farmers—Things You Need 
and We Have Them for You,” but 
since it contained a long list of items 
needed on almost every farm and ad- 
vertised them as being ready for im- 
mediate delivery, the ad pulled results 
for that merchant. 


Newspaper publishers frequently 
mention they would much prefer to 
solicit “selling copy” from their mer- 
chants, rather than signatures to full- 
page codperative ads, as all too often 
the retailers looked upon promotional 
features of that nature as donations. 


County agents were unanimous in 
expressing opinions that the farmer’s 
war efforts have been overlooked by 
the public in general, and this was 
just as true locally as it was nation- 
ally. They suggested that merchants 
handling rationed lines, such as im- 
plements, devote some space in their 
advertising to explaining the rationing 
system. 

These extension service workers also 
suggested that dealers give informa- 
tion about the use of new substitute 
materials now taking the place of the 
old stand-bys which are not now 
available. 


Farmers interviewed during the sur- 
(Continued on page 120) 
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By MARGUERITE SAMMONS 
Co-Editor, "Copper Commando" 


Anaconda Copper Mining Company, Butte, Mont. 


‘Copper Commande'H Great Publication 


Eptror’s Nott Perhaps one of the 
greatest tributes and testimonials to the 
usefulness of an employe newspaper is the 
success of “Copper Commando,” official 
publication of the victory labor-manage- 
ment production committees of Anaconda 
Copper Company, born when the success 
of the nation’s war effort weighed in the 
balance with the production of copper. The 
outcome of this strategic war operation, 
no different in character than it had been 
in peacetime, depended upon understand- 
ing—a new understanding by the work- 
ers of its great importance to the war 
program. Washington suggested an em- 
ploye publication to do the job. It has 
done it. not as a result of so much 
newsprint and ink, but through the under- 
standing of people by its editors who have 
made the publication activity the common 
meeting ground of labor and manage- 
ment, and their work one of united effort 
and purpose 

This outline of “Copper Commando’s™ 
genesis and functions is based on a talk by 
Miss Sammons before the Employe Pub- 
lications Section of the National Safety 
Council in Chicago, Oct. 6. 


@ IN MANY WAYS, I think “Cop- 
per Commando” is the most interesting 
experiment in the history of this pro- 
fession, because we take no orders 
from management. Management 
shares equally with the elected union 
representatives the responsibility of 
“Copper Commando.” In the event 
of a conflict of opinion, we decide the 
issue. 

Management has never interfered. 
Let me repeat: Management has never 
interfered. We have never had an 
order from management. We report 
to no one, except, of course, our com- 
bined labor-management board. If 
there is a deadlock, we break it. If 
we don’t agree with them, we can 
overrule them—but we've never had 
to. If management wants to submit 
an item for publication, it receives no 
more consideration than an item from 
labor, and if we don’t like it, we don’t 
use it. 

All that adds up to a tribute to the 
Anaconda Copper Mining Company; 
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It's more than an employe newspaper; it’s a broad 
public relations job that deals with human beings 


and I’m glad to pay it, because this 
is the best working policy an editor 
could hope to have. I believe that if 
other managements could see the val- 
ue of such a policy, everybody would 
benefit. 

The first labor-management com- 
mittee formed in the entire non-fer- 
rous metals industry was formed in 
Butte a little more than a year ago 
when representatives of Anaconda 
Copper Mining Company and the 
unions got together and selected dele- 
gates. The committee meets every two 
weeks on Tuesday evenings and 
threshes out production. problems. 

“Copper Commando,” of which Bob 
Newcomb and I are co-editors, is the 
labor-management committees’ official 
newspaper, not only in Butte but also 
in Anaconda and Great Falls. It came 
as a result of a recommendation by 
the War Department and the War 
Production Board. When the commit- 
tees decided the adoption of a labor- 
management publication would be a 
good thing, the committees asked 
Washington, itself, to recommend a 
neutral editor. The angle there was 
simple enough—if a labor editor had 
been chosen, or a management editor, 
one side or the other would have had 
a legitimate kick about it. A neutral 
editor was obviously the answer. The 
War Department recommended Rob- 
ert Newcomb who heads our indus- 
trial relations organization in New 
York. As you know, Bob was the 
founder of “Stet.” He is the coédrdi- 
nator of the National Council of In- 
dustrial Editors Associations and has 
spent almost fifteen years in the busi- 
ness of industrial journalism. As a 
member of his firm, I was assigned to 
Butte. 
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We could have put out, I suppose, 
a fancy sheet with good paper and 
lovely pictures. But we looked over 
the field first. We found out that 
ours was a picture-minded audience, 
that many of the people and workers 
in the mines were unaware of the 
operations at the smelter and the re- 
finery and vice versa. We found not 
too many of the workers acutely war 
conscious for the obvious reason the 
pattern of their work hadn’t changed 
in years—they aren’t making shells or 
tanks or planes, and therefore they 
find it hard to relate themselves to 
the war itself. I’d find it hard too. 
So the “Commando’s” job became, | 
think, sort of two-edged. In order 
to increase copper production, it is 
necessary to bring home to the reader 
his own importance in the war and 
the value of his contribution to the 
war. If he can’t see himself in the 
position of a heavy contributor to the 
war, he isn’t going to work as hard 
to win it. That’s true of anybody 
anywhere. By using this formula, at 
the end of the year we feel we have 
made very definite gains. 

In more ways than one the “Com- 
mando” represents an arm of a good 
will effort. Because we specialize m 
industrial relations, we know how 
essential it is to move among the 
people. It is no effort for us to do 
it, because we like them. Our some- 
what humble and certainly informal 
office at 112 Hamilton Street in Butte 
is a gathering place for literally hus- 
dreds of workers and their families 
each month. These workers include 
both management and union repfe- 
sentatives. We have a sign outsi? 
which says “Come on in”—and people 
certainly do. A lady came in th 
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“Copper Commando” is of regular newspaper 
magazine size, a rotary job, printed on 
newsprint in two colors. People are in ac- 
tion in every picture—building a common 
understanding of their work and purposes 


other day and said: “I’ve seen your 
sign for a long time and have wanted 
to come in. You folks are just like 
| knew you would be.” The workers 
and their families come in and tell 
their problems and regardless of how 
busy we are, we are never too busy 
to listen to them. We do not have 
our office in a management owned 
building because we want the union 
representatives to feel as “at home” 
in the “Commando” office as man- 
agement representatives. 

We don’t punch a clock—if we 
spend the entire day listening to our 
people, we do our writing at night. 
When there is a job to be done, we 
do it, regardless of the hour. In turn 
we go into their homes, we dine with 
them, play with their kids, and ad- 
mire their victory gardens. We like 
these people, and because we like 
them, they know we are their friends. 
The result is they also know we will 
never let them down. 


Have Common Understanding 


Our committee, as I have said, felt 
that the full codperation of both 
management and labor was necessary 
in order to make the publication suc- 
cessful. As a result, the committee 
asked the unions and management to 
share an equal responsibility in shap- 
ing editorial policies. For example, in 
Butte, the miners’ union asked to elect 
aman to sit on the editorial board. 
The crafts unions of AFL asked also 
to pick a man, while management in 
was requested to make a 

This same pattern was 
followed at the smelter at Anaconda 
and at the refinery at Great Falls. 
Although labor. outnumbers manage- 
ment on the boards by two to one, the 
voting power is equal. You might 
think all this would add up-to a 
cumbersome and complicated system 
of operation. Actually, it doesn’t at 
all. Our editorial boards in the three 
locations are fully aware that labor 
and management have an equal stake 
in winning the war. They all realize 
there are proper agencies elsewhere for 
handling differences of opinion and 
that “Copper Commando” is and must 
femain a neutral medium designed to 
pull us all together for our common 


good. 


At the “Commando” office, where 
our local board meets, we sit down 
together and plan the contents of our 
issues in advance. We know our read- 
ers like pictures and that they don’t 
Care for five-dollar words. We know 
(Continued on page 130) 
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Say Uys With Cartoons 


Comics used to correct carelessness, thoughtlessness, 
horseplay, and recruit women workers for a war plant 


By ROBERT C. BYLER 
Advertising Manager, SKF Industries, 
Inc., Philadelphia 


@ WHEN Uncle Sam reached into 
SKF’s four plants, he pulled out more 
than 1,500 soldiers, sailors, marines, 
pilots, and Seabees. 

As replacements went to work, the 
labor-management committee discov- 
ered many new employes — mostly 
housewives, stenographers, clerks and 
other inexperienced persons—were 
careless, heavy-fingered, big-footed, 
and clock-watching. 

For a foreman to check each new 
employe every working minute was 
a physical impossibility. The man- 
and womanpower situation being 
what it is, the good old-fashioned 
bawling-out by the boss just wouldn’t 
do. Neither would blunt, stereo- 
typed bulletin board notices. 

So what! 

The problem was a poser for the 
advertising department—until some- 
body read “Blondie” and said, “Here’s 
the answer! Say it with a smile!” 

That’s how “Simple Sal” was born. 

Ray Thompson, noted Philadelphia 
cartoonist, conferred with represen- 
tatives of the advertising department 
and the labor-management commit- 
tee, and soon posters, each week a 
different color, showed beautiful Sal 
thoughtlessly dumping rings on the 
floor, day-dreaming while gauging, siz- 
ing rings foolishly, etc. A Friction 
Imp—gremlin of every field in indus- 
try—was “end man” in the cartoon 
minstrel of errors. 

Well, the point went over, but soon 
complaints from ruffled blondes, bru- 
nettes, and redheads filtered from the 
machines into the front office. 

The gals felt that the ineptness 
caricatured week after week by “Sim- 
ple Sal” was a libel on the efficiency 
of their sex. Nor did they relish the 
chance her pictured stupidities gave 
the men to feel superior. 

So what! 

The problem stumped the advertis- 
ing department until somebody read 
“The Timid Soul” and said: “The 
men have been laughing at the gals 
for months. Now, let’s give the gals 
a laugh.” 

Thus, “Witless Willie” appeared in 
a series of cartoon posters through- 
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out the plants. He’s shown doing 
the witless things that hold up pro- 
duction—reading a magazine, talking, 
playing practical jokes, engaging in 
horseplay, doing all the annoying 
things that interfere with his own 
work and the work of others. 

This series of posters was intro- 
duced by the Friction Imp—the same 
happy boy friend of Simple Sal—with 
this verse: 

Simple Sal has got a rival, 

Witless Willie is his name. 

He may be short of glamour 

But he helps us just the same. 

The gals are appeased. The men 
grumble a little, but take it now that 
both Simple Sal and Witless Willie 
are shown together, involving both 
sexes, 

Then came the time when it was 
necessary to fish for help to woman 
a new plant twenty-five miles from 


Philadelphia. This plant is located in 
a prosperous rural section already 
boasting of several war plants. Avail- 


able labor supply must come from 
the ranks of schools and housewives. 

So what! 

The problem was a stickler for the 
advertising department until some- 
body read “Tillie the Toiler” and said: 
“Let’s have “‘Winny the War Worker’ 
tell the public what a wonderful place 
SKF is to work in, have her spank 
housewives who are idling away their 
time, and accomplish other feats pos- 
sible only in cartoon treatment.” 

As a recruiting sergeant in local 
newspapers, Winny’s doing a good job 
at persuading women not otherwise 
engaged in war work to join up at 
SKF’s Gwynedd plant. 

In the first of the series, Winny 
“joins the colors” as a worker for war. 
She receives her identification badge 
and congratulations of the personnel 
manager. 

The next in the series shows Winny 
in the plant cafeteria having a won- 
derful time. To a co-worker’s ques- 
tion, “How did work go today, 
Winny?” she answers, “Great! I’ve 
got an interesting job, and I feel like 
I’m doing something really useful at 
last.” 

Winny also tells the gals, who are 
complaining about being bored and 
broke, now that their husbands are 
in the Army, that their troubles would 
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be over if they procured good war 
jobs at SKF. 

Since Winny has been out in the 
front lines, supervisors have begua 
whispering, and it hasn’t taken long 

(Continued on page 86) 


















Par 


f 


tisin, 
curr 
were 
triot 
breas 
citiz 
sale ; 
salva 
inati 
tion 
tubb 
Red 
a ho 
to b 
80ve: 
form 

Fro 
dustr: 


INDI 








war 


the 
gun 
long 














By J. G. HACKELING, C.P.A., 


Partner, J. K. Lasser & Co., New York 


@ THE ADVENT of War has 
brought with it the great flood of war 
contracts that have served as the legal 
foundation for our war production. 
Since costs were incalculable, not only 
because of rising prices and difficulties 
attendant upon getting adequate sup- 
plies of equipment, material or labor— 
but also because new products had to 
be fabricated and because old products 
had to be made in huge, unheard of 
quantities under conditions of stress, 
strain, rush and speed. Costs had to 
be guaranteed and cost-plus-fixed fee 
contracts were inevitable. But it was 
not long before it was apparent that 
the government was taking an exceed- 
ingly narrow view as to what items 
were properly admissible costs. 

One of the first barbed arrows was 
directed at the work of the advertis- 
ing men. Selling expenses in general, 
and advertising expenditures in par- 
ticular, were singled out as unneces- 
sary to wartime production. The 
theory was that selling expenses, in- 
cluding advertising expenses, were 
deemed unnecessary to sell the product 
to the government. However, the 
general rule was relaxed, in deference 
to some of the facts that beat their 
wings against the general rule. 

It was observed that not all adver- 
tising expenditures are unequivocal, 
current selling expenses. Some of them 
were motivated by the very same pa- 
triotic motives that press against the 
breast of every honorable and loyal 
citizen. Advertisements to help the 
sale of Defense Bonds, the conduct of 
salvage and scrap campaigns, the dim- 
ination of public waste, the conserva- 
tion of sorely needed commodities like 
tubber and oil, the helping along of 
Red Cross and U.S.O. campaigns and 
a host of other war aims, were seen 
to be desirable and necessary. The 
government was ill-equipped to per- 
form all these necessary functions it- 


P From an address before the Chicago In- 
ustrial Advertisers Association, Oct. 11. 
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self; it had to lean on existing institu- 
tions in order to attain these desirable 
war objectives. The Treasury had to 
take a liberal attitude toward these 
expenditures and the war procurement 
agencies could hardly do anything else 
but follow suit. 


Reorganize Advertising’s 
Usefulness 

The war agencies generally realized 
that advertising, in a large measure, 
constituted a procurement and pro- 
duction expense. Certainly some of 
the salvage and scrap saving cam- 
paigns increased or conserved the sup- 
ply of much needed raw materials. To 
that extent the advertising expenditure 
represented a cost of procuring mate- 
rial. But the regulations went further. 
It was obvious that advertising cam- 
paigns to procure workers, prevent 
absenteeism, labor-turnover, strikes, 
sabotage, or to stimulate production— 
were all highly desirable and produc- 
tive. These advertising costs—really 
production costs—were soon seen as 
proper items of admissible expenses 
for war contracts and allowable de- 
ductions for income tax purposes. 


Recognized, too, was the important 
fact that advertising in trade and 
technical journals was, in more ways 
than one, a production expense. These 
journals are the means whereby trade 
and technical information are dissem- 
inated. The widest possible diffusion 
of such information is devoutly to be 
wished because speed, efficiency, and 
technological advancement is thereby 
achieved. This is especially true in 
time of war when serious shortages 
in the factors of production appear 
and when the lash of urgency and ne- 
cessity torces the appearance of many 
new inventions, innovations, and tech- 
niques, each of which, in turn, en- 
genders a number of others. 

The support of these journals, whose 
small subscription lists make them de- 
pendent on advertising revenue, is a 
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Renegotiation and Taxes 


Some things the advertising man should know about 
how best to present his advertising expenditures 


necessary and desirable business ex- 
pense which greatly augments the war 
effort and the social welfare of us all. 
The Treasury and war agencies were 
wise in recognizing that these adver- 
tising expenses should be at once ad- 
missible costs under war contracts and 
allowable expenses for purposes of 
taxation. 

Both agencies recognize also the ne- 
cessity for so-called institutional ad- 
vertising that is necessary to maintain 
the good will of a company that has 
enlisted in the war effort. The need 
for keeping the company’s name, its 
trade marks, and its products before 
the public is great, for the memory of 
the consuming public is notoriously 
short and requires continuous repeti- 
tion and refurbishing. Professor 
Thorndike was right when he said 
repetition is the first law of learning. 
Besides, shortages and restrictions in 
wartime — when consumers’ pockets 
are bulging with extra dollars—breed 
vexation and ill-will so that firms 
which have devoted themselves to war 
needs must explain the why and 
wherefore of the absence of their 
products from their customary shelves 
and haunts. 


Yet with all of that—the war 
agencies have not gone far enough. 
The rulings against a wider use of 
product advertising are too restrictive, 
too narrow, and contradictory of com- 
mon sense. 


Advertising Reduces Costs 


Where a manufacturer devotes 
much of his resources and facilities 
to the prosecution of the war he 
should be able to charge a reasonable 
portion of his product advertising 
against the government contracts. 
Why? Because first of all, the com- 
mercial business obtained gives the 
added volume to make the lower in- 
ternal and external costs of mass pro- 
duction available to the government 
itself. This mass production also 
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makes possible speed, skill and efh- 
ciency—all of which is carried over to 
the government work. 

Secondly, often the firm could not 
keep in the running as a “going con- 
cern” unless product advertising was 
employed to keep it a “going” con- 
cern. If this advertising is necessary 
to protect and maintain the concern 
as a functioning instrument of pro- 
duction, then in a large measure, at 
least, it is an all-over production ex- 
pense which should be allocated upon 
some equitable basis to the commercial 
and governmental production. If the 
firm as an entirety, is not preserved, 
it certainly cannot be an instrument 
of war production. 

The principles that I have enunci- 
ated have been rather half-heartedly 
recognized by the war procurement 
agencies. Product advertising by sub- 
contractors, may be allowed in rea- 
sonable amounts as charges against re- 
negotiable business. However, this 
rather reluctant grant is limited only 
to advertising in connection with 
products sold primarily for use in war 
production. I vigorously maintain 
that this rule should be extended still 
further to include non-war products 
as well as primary contractors. In a 
great measure we must recognize that 
many so-called non-war products are 
necessary and essential to keep the 
workers physically able and mentally 
in that frame of mind which enables 
them to give their greatest exertion to 
the war effort. In a sense, during war- 
time, every product is a war product. 

I want to mention another criticism 
I make of government policy. It is well 
known that advertising programs and 
annual advertising budgets lose their 
effectiveness when considered as part 
of a’ continuum; — advertising, no 
matter how concerned with the pres- 
ent, looks toward the future. The 
conversion of a plant to war and the 
stoppage of the flow of peacetime 
products bring about a loss, an impor- 
tant loss, of the effectiveness of the 
idvertising appropriations that had 
been already made on the assumption 
of regular and uninterrupted continu- 
ity. The expenditures that were made 
immediately before the war conversion 
are shorn, by the very act of conver- 
sion, of their effectiveness. It seems 
to me that a portion of this loss—in 
proper cases—are just as much costs 
of conversion to war as are the con- 
versions of the physical equipment 
from peacetime purposes to wartime 
needs. 

Personalities Rule 

I have long sought this opportunity 
to howl in a public place about the 
eXasperating uncertainties that busi- 
ness men must face in renegotiating 
government contracts. I speak from 
bitter experience. The government 
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|" Additional 15%, Cut in 
Paper Set for Jan. 1 

@ INDUSTRIAL advertisers 
may look forward to fewer 
square inches of white space for 
their advertising in 1944 as re- 
sult of a recommendation late last 
month by the periodical industry 
advisory committee that a further 
fifteen per cent reduction in 
paper tonnage for the magazine 
| industry be made effective Jan. 1. 
| This would mean that many mag- 





azines would have to operate 
with twenty-five per cent less 
paper than they used in 1942, 
| the base period. 
| The proposed amendment to 
L-244 reads: “Users of 25 or 
| more tons per quarter will cut 25 
| per cent below 1942 usage; 5 to 
25 tons per quarter will use 10 
per cent less than in 1942; less 
than § tons per quarter, no cur- 
| tailment of 1942 usage.” Pro- 
| visions for borrowing and sav- 
ing now in effect will remain for 
the first two groups. It was an- 
nounced that the industry actu- 
ally cut eleven per cent in its 
usage for the first nine months 
of 1943. 





men individually are fine fellows, all 
of them, but because definite, depend- 
able rules for determining admissible 
and inadmissible expenses have not 
been worked out, the results obtained 
in renegotiation depend on the per- 
sonalities and consciences of the indi- 
viduals concerned rather than the rule 
of reason and law. The results are 
highly unsatisfactory, there is vascil- 
lation, there is circuitous argument, 
there are capricious and oft times arbi- 
trary rulings. The most grief I have 
had comes in connection with the al- 
lowance of selling expenses—especially 
advertising. The government officials 
never, never, never like the way we 
allocate these expenses between rene- 
gotiable and non-renegotiable _ sales. 
We point in vain to the logic of the 
allocation; we show that the methods 
are sanctified by sound accounting 
procedure, we show that equity is on 
our side. But the government men 
just shut tight the windows of their 
minds and shout like Edgar Allen 
Poe’s raven: ““Nevermore, nevermore.” 
The more we reason, the smaller is the 
amount that is allowed as an alloca- 
tion to the government contracts. 
Sound political tradition and prin- 
ciple has it that we are a government 
of laws and not of men. I am here to 
tell you that, in connection with rene- 
gotiation, political principle has been 
trampled upon and swept up into the 
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ash can—for it is men and not hy 
that tell you how much or how litt) 
you are to get back of the moncys yoy 
laid out. 

Many are to blame for this sad git. 





uation. Let me visit some of the blany 
upon you. Advertising men have tq 
closely identified their activities ang 
work with the mere sale of product, 
It is far, far more than that. Ever 
manufacturer who has stepped up int 
the breach and rushed into producto, 
the goods and materials that Unek 
Sam so sorely needed was there, in th 
first place, because advertising me 
had put him there. The factory 
wouldn’t have been there, in the hou 
of need with its power and ability fo 
speedy mass production had not mas 
production been made possible by ad. 
vertising. Advertising is one of the 
most fundamental and basic source 
of productive ability. Shall the selling 
and advertising staffs be dismissed 
merely because the war plant may k 
able to go on for a while on the mo. 
mentum they had furnished? 

In a sense, every manufacturer who 
has war contracts and commercial 
work side by side is a producer of joint 
products. The greater the volume of 
manufacture of the joint commercial 
product, the lower the costs of all 
products—including those covered by 
government contracts. Advertising 
that increases the volume of the non- 
renegotiable sales, therefore, cuts the 
costs of all sales including renegotia- 
ble sales. In addition to that, remem- 
ber, too, that the regular commercial 
products may be directly or indirectly 
the very raw materials needed by other 
war fabricators and is therefore an e- 
sential and important part of the total 
war effort. For these reasons I pro- 
claim that the government is wrong, 
dead wrong, in refusing to allow a 
admissible costs some reasonable por- 
tion of selling and advertising expense 
even though they may relate wholly 
to non-renegotiable business. 


A Couple of Suggestions 


I now make two suggestions. One 
is that you should have your accounts 
so constructed that the jumble-pot 
account “advertising” is broken down 
into its component parts. Do not 
dump dissimilar things into the same 
account. Avoid the use of the word 
“advertising” where it is no longer 
descriptive of the particular functions 
the expenditures perform. Keep the 
several “‘production” expenses, that | 
have described, separate from purely 
selling expenses. Analyze the expend 
itures as you make them, distinguish- 
ing expense items from capital expend- 
itures and, if you have war contracts, 
segregate on a sound basis, the admis- 
sible from the inadmissible costs 
Lumping the dissimilar items together 

(Continued on page 54) 
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@ OPPORTUNITIES for building 
good will for your company in war- 
time are sometimes found in what at 
first glance might seem to be a not- 
too-interesting project. By 
gent application of the advertising 
man’s experience, such projects can 
not only be made interesting but can 
also be made very much worth while. 
He has at his command the ability to 
organize material, to convert technical 


Fig. |. The new G-E 372-page manual on maintenance of industrial electric equipment. Book 
cover is dark blue buckram, gold stamped. Reverse line sketches on the jacket are printed 
in royal blue, and the black lettering is superimposed upon a background of bright yellow 





Seruice Literature Builds Good Will 


How General Electric built a maintenance manual on 


the basis of how plant men want such data presented 


thing that has been offered on the 


subject before. 


By JOHN G. KASTEN 


Publicity Divisions, General Electric 
Company, Schenectady, N. Y. 


Some of the first questions which 
arose were “What is maintenance?” 
“Where should the line be drawn be- 
tween inspection and repair?” To 
these questions we had one simple an- 
swer: Give the information needed to 
help keep the machines going. 


Help Keep Equipment Running 


This, of course, was the principal 


intelli- 
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engineering language into that which 
can be understood by practically 
everyone, to obtain photographs that 
serve useful purposes, and to utilize 
illustrations which may already have 
been used in ads, bulletins, catalogs, 
house organs, and instruction books. 

Judging by the way in which the 
nw G-E manual on electric-equip- 
ment maintenance is being received, 
this book promises to be the most 
helpful piece of industrial service lit- 
erature produced this year. There are 
372 pages in this volume, which rep- 
resent a condensation of between 
2,000 and 3,000 pages of informa- 
tion. Dozens of new tables, hitherto 
unpublished charts, with more than 
514 illustrations combine to make 
“How to Maintain Electric Equip- 


ment” more comprehensive than any- 
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Fig. 2. The twenty-one electrical product 
groups are alphabetically arranged, as 
shown on the contents page. Page numbers 
refer to the first page of each section, which 
lists the contents of the section. Complete 
detailed index is in the back of the manual 
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objective in preparing this manual— 
to give industrial firms information 
which would help them keep their 
G-E electric equipment running. In 
fulfilling this objective and building 
good will, the book afforded the op- 
portunity for keeping in touch with 
customers despite the fact many can- 
not now purchase new equipment. 
After the conception of this proj- 
ect, our market research section made 
a personal survey among a cross sec- 
tion of industrial firms to determine 
the need for a composite volume on 
maintenance. In making this study, 
the type of information which was 
needed, the products which should be 
covered, and ideas for mechanical 
make-up were determined. We talked 
to actually hundreds of maintenance 
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Fig. 3. 
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Fig. 5. 


Large illustrations show how to assemble an igniter in rectifier tank. 
for this subject despite the fact that, by the end of 1943, rectifiers will be supplying. for 
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the electrochemical industry alone, approximately eleven per cent of all the power pro 


Typical Preventive-maintenance Inspection Schedule tells what to do daily, weekly, 
monthly, and every three and twelve months. Illustration on right hand page was originally 
made for sales bulletin. Copy in balloons was changed to identify parts and add interest 


Fig. 4. Typical “How-to"spread. The information is confined to just telling how to space 
brushes on the commutator but does not attempt to analyze trouble from improper spacing 
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men and engineers in the field, mep 
who are on the electrical-maintenang 
firing line. By carefully analyzing 
the information they were using, ang 
what they thought a maintenance book 
should be like, we determined. in gen. 
eral the type of publication that was 
needed. 


It was found that many mainte. 
nance engineers were trying to com. 
pile their own books on maintenance. 
These loose leaf books usually con. 
sisted of magazine articles and a mis. 
cellaneous collection of publications 
from various sources. Surprising 4s 
it may seem, the few such collections 
we examined were comparatively wel] 
organized. Not only was the need for 
a composite manual on_ electrical 
maintenance obvious, but the ide 
was endorsed enthusiastically by more 
than eighty-five per cent of the men 
interviewed. 


Wanted Bound Volume 

It was also evident that this vol- 
ume should be complete, that it should 
cover all electric equipment used by 
industrials. It was interesting to note 
that maintenance men preferred to 
have a maintenance book which was 
solidly bound. Loose leaf books, or 
those issued in sections over a period 
of time, seemed seldom, if ever, com- 
plete, even after all the sections had 
been issued. Often, as supplementary 
sections were issued, they did not find 
their way into the binder. 


Close examination of “How wt 
Maintain Electric Equipment” will re- 
veal the fact that, although super- 
vised by one editor, this is no one- 
man project. The material for the 
twenty-one lines of industrial prod- 
ucts which are included in this book, 
represents contributions by  special- 
ists in each of the respective fields. 
The contents page, Fig. 2, lists bat- 
tery trucks, bushings, cable and wire, 
capacitors, Diesel electric locomotives, 
electric furnaces, fuse cutouts, indus- 
trial control including electronic con- 
trol, instruments, insulation, interior 
and exterior lighting, lightning ar- 
resters, mine locomotives, motors 
and generators, rectifiers, regulators, 
switchgear, transformers, turbines, and 
welders. In addition, there are three 
sections—Technical Data, Renewal 
Parts, and a small section on the G-E 
Service Shops. And __ incidentally, 
treatment for electric shock is in- 
cluded. 

How all this diversified informa- 
tion could be presented in a_habit- 
forming, easy-to-find manner was no 
small challenge to ingenuity. There 
were many ways in which it could 
have been done. We decided upon the 
most difficult one, but the most use- 
ful for the reader, namely, following 
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che natural classifications of the ma- 
vrial. We felt that, essentially, there 
we three kinds of maintenance in- 
formation: 





1. Inspection information—which 
tls what parts of the machines to 
inspect, what to inspect them for, and 
when they should be inspected. 

2. “How-to” information—which 
tells how to adjust brush-spring pres- 
sures, how to clean apparatus, how to 
filter oil, and how to perform other 
necessary Operations in maintaining 
dectric equipment. 

3. Trouble-shooting information— 
which tabulates the troubles that may 
be encountered and how to remedy 
them. 

Pages Carefully Designed 

But merely putting the material in 
the right place was not enough. Care- 
ful consideration had to be given to 
1 page design which would not only 
lend itself to the way the material was 
grouped, but which could be used as 
, standard pattern for many diversi- 
fied subjects. It was, therefore, de- 
cided to use a functional type of de- 
ign, with paragraph headings in the 
form of marginal notes. By using 
this type of format, we obtained max- 
imum benefits from the classification 
and organization of material. 


Invaluable help given by both artist 
and typographer resulted in a format 
which we believe, greatly increases 
the impression of a “service type” of 
book. It was found in our survey 
that color was associated with adver- 
tising pieces, and therefore, in many 
cases, service literature did not make 
the impression which was originally 
desired. A plain, bold design, there- 
fore, we hoped would give an atmos- 
phere of dignity and thoroughness that 
might have been lost by the use of 









trite illustrations, splashy layout, and 
extra color. Prominent marginal head- 
ings are used to make it easy to find 
the material, and plenty of white 
space has been provided for marginal 
notes. 

To facilitate locating the informa- 
tion, the sections of the book are ar- 
ranged alphabetically, and the con- 
tents of each section are listed on the 
first page of the section. 

Practically every section of the 
book begins with a preventive-mainte- 
nance inspection schedule, (Fig. 3), 
and ends with a_ trouble-shooting 
chart. (Incidentally, there is an in- 
teresting explanation about the use 
of the large illustration in Fig. 3. Art 
work was originally made to show the 
sales features of the mechanical-drive 
turbine. By substituting inspection 
information in the balloons, we util- 
ized existing art work. This method 
was not the exception but the rule 
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in obtaining most of the illustrations 


for the entire book.) 


Shows “How-to-Do-It” 

Fig. 4 shows a typical “How-to” 
section. Note the paragraph head- 
ings and the subheadings. The para- 
graph “How to Space Brushes on a 
Commutator” deals just with the spac- 
ing of brushes. It does not say they 
should be rechecked at certain inter- 
vals, nor does it list the troubles aris- 
ing from improper spacing. This 
same rule applies to all of the ““How- 
to” information. 

A new subject that has never been 
covered before in this way is the main- 
tenance of mercury-arc rectifiers. Fig. 


Diesel-Electric Locomotives 











§ illustrates a typical spread, begin- 
ning with “How to Detect Misfires” 
and follows through to “How to Re- 
move an Igniter from Tank,” etc. 

Fig. 6 shows a spread in the Diesel- 
electric locomotive section. Wherever 
possible, photographs like those shown 
on the right hand page were obtained, 
to illustrate what may happen from 
lack of preventive maintenance. Al- 
though such pictures are a designing 
engineer’s nightmare, we believe they 
help a maintenance man to visualize 
the results of not taking proper pre- 
cautions. 

Because the organization of the in- 
formation was somewhat different 
(Continued on page 60) 





Fig. 6. By illustrating what happens from lack of preventive-maintenance, G-E tried to help 


the maintenance man forestall 


serious trouble. 
throw solder, definite steps should be taken 











For example, if an armature begins to 
immediately to prevent ultimate failure 





Fig. 7. The controversial subject of the care of contact tips is handled by showing when 
to dress them, and their appearance if neglected to the point of damaging control parts 
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HAow American Optical Dramatizes Jus 


Exhibit of American Optical Company as it appeared at the National Safety Council meeting in Chicago last month. The movie is shown in the by 





Products at Safety Conuentions 


@ ONE OF the important methods 
whereby American Optical Company 
promotes the sale of its safety goggles, 
welding helmets, protective clothing, 
and other industrial safety equipment 
is through the medium of dramatized 
exhibits displayed at safety conven- 
tions. 

At these conventions which are 
sponsored by the National Safety 
Council or by state safety councils, 
safety authorities, government repre- 
sentatives, and other men and women 
interested in the safety movement, pro- 
mulgate the gospel of safety through 
pertinent speeches. Exhibit space at 
the convention is reserved for manu- 
facturers of safety products to dis- 
play their wares. 

Those who attend the meeting— 
safety directors, purchasing agents, 
plant superintendents and industrial 
physicians—are potential and actual 
purchasers of safety equipment. Ob- 
viously, the more striking the exhibit, 
the greater its chances to capture the 
interest of prospects and sell them. 

Here at the American Optical Com- 
pany a combination of talents goes 





By C. H. GALLAWAY 


Safety Sales Division, American Opti- 
cal Company, Southbridge, Mass. 


into the creation of our safety dis- 
plays. The men who plan the ex- 
hibits include the advertising manager, 
art director, safety sales manager, and 
our research director when special sci- 
entific effects are desired. Under the 
guidance of the art director, the final 
plans are drawn by our draftsmen and 
then translated into actual displays 
by our corps of carpenters. 

AO safety exhibits are shown at 
all major safety conventions held 
throughout the country. The dis- 
plays, representing sizable investments 
in money and time, are used several 
times so that the utmost in advertising 
value is extracted. This procedure 
pays the cost of the exhibits several 
times over. 

We strive constantly to put on a 
good show by dramatizing safety and 
the value of AO safety products. For 
example, several years ago we built 
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into a display, a fireproof booth with 
windows made of a welding glass that 
reduces glare and absorbs dangerous 
invisible rays generated-during weld- 
ing—the same type of glass used in 
AO welding goggles and helmets. 
Inside the booth we stationed 4 
weldor who performed actual welding 
operations to the spectacular accom- 
paniment of fiery sparks and flames. 
Naturally, the weldor wore AO pro- 
tective equipment. We were gratified 
to note that interested crowds of peo- 
ple gathered around the windows, 
watching the welding in perfect safety 
and comfort. That idea, it may be 
added, paid advertising dividends. 
Our current safety exhibit, shown 
for the first time at the National Safe- 
ty Congress held in Chicago, Oct. 5-7, 
was specifically designed with the ob- 
jective of attracting maximum atten- 
tion. Into it we poured everything 
we've learned in years of designing 
exhibits. The display is thirty feet 
long by eight feet high, and is divided 
into sections to expedite shipment. 
These sections lock together to fit the 
exhibit space. The color scheme is 
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ed, white, and blue. So that con- 
yention Visitors may spot the exhibit 
immediately, our company name is 
ainted across the upper part of the 
display in white against a red back- 
ground 

The center panel of the display con- 
mins a colored photograph, four feet 
square, showing a typical man and 
woman industrial worker wearing 
safety goggles. Panels to the right 
ind left show enlarged photographs 
of AO safety goggles, welding hel- 
mets, and respirators. The effect is 
striking and helps to draw people to 
the exhibit. Running the length of 
the panels in clearly visible letters is 
the explanatory caption: Manufac- 
wrers of Industrial Safety Goggles, 
Respiratory Devices, and Protective 
Clothing. These words identify the 
products made by American Optical 
in the industrial safety field. 

A section at the left of the display 
is reserved for exhibiting AO protec- 
tive clothing. A shelf, extending along 
1 the ball the bottom of the panels, contains ac- 
tual AO safety products and various 
types of military goggles and sun 
glasses made by American Optical for 
the Army and Navy. These products 
are stapled to the shelf to prevent 
handling which would destroy the 
neatness of the display. Also part of 
the exhibit are two tables for display- 
ing safety products which may be ex- 
amined by prospects. Racks beneath 
the tops of the tables contain adver- 
tising literature for distribution to 





visitors. 

One of the features of the exhibit 
was the first public showing of a new 
AO sound motion picture titled, 


with “Right on the Nose,” which shows in 
that B detail the quickest, easiest methods of 
“rous & adjusting safety goggles so that work- 
veld: B ers can wear them in comfort. The 
d inf i¢-mm. film runs fourteen minutes 

and is shown continuously on a 
od #8 16x20 in. Trans Lux screen through 
ding & Bell & Howell projector. The movie 
“OM B equipment is enclosed in a_ booth 


mes: B placed at the left of the exhibit. The 


Pro film was produced for loaning to con- 
ified B cerns where the fitting of goggles 
peo @ presents a problem, and convention 
teal visitors can make arrangements to 
fety 


borrow prints. Projection of the film, 
y be naturally, helps to attract by-passers. 


Principal attraction of the display 


te. is a convincing scientific demonstra- 
r e tion showing the difference in per- 
b. formance between an ordinary weld- 
’ “§ ing glass and a new AO glass which 
vine permits gas weldors to look through 
ing blinding glare and see welding opera- 
feat tions from beginning to end. Pre- 
“ded viously, flame-welding glare made it 
all impossible for weldors to see clearly 





the welding rod and molten area, 
(Continued on page 50) 
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First step in the creation of an exhibit for American Optical Company at safety conventions 
is a perspective drawing done in actual color so that its general effect may be visualized 





After plans are drawn from the perspective drawings, AO expert carpenters get to work 





When the various sections of the exhibit have been completed they are assembled in the shop 
and checked to see that the desired effect of the exhibit as a whole has been achieved 
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By G. D. CRAIN, JR. 
Publisher, “Industrial Marketing" 


@ IT IS generally agreed among 
economists that the period following 
the war will be one of intense compe- 
tition. The greatly expanded plant 
capacity of American industry, plus 
the development of many new prod- 
ucts, materials, methods and ma- 
chines, will present a competitive 
picture never before experienced in 
this country. 

The desire of industry to absorb 
as many as possible of the returning 
soldiers and sailors into peacetime oc- 
cupations, which has resulted in nu- 
merous postwar plans being made by 
private industry, will play an impor- 
tant part in the development of new 
enterprises and the expansion of old 
ones. In addition there is pressure 
for effective and economic utilization 
of all the vast production facilities 
which have been created so success- 
fully in the past three years for war 
purposes. 

If it is true, as seems to be evident 
from all standpoints, that industry 
will have its biggest competitive 
struggle after the war, then it follows 
that the company which makes the 
best showing in maintaining or im- 
proving its position will be the one 
which combines modern design and 
low-cost production with skillful and 
effective marketing. The intelligent 
use of marketing procedures by com- 
panies selling to industry may repre- 
sent the difference between outstand- 
ing success and mediocrity or failure. 

My contacts with industry during 
the many years I have been associated 
with INpusTRIAL MARKETING have 
given me the definite impression that 
many of the important executives in 
management and marketing positions 
are engineers by training. They re- 
ceived professional instruction in the 
principles of engineering with the 
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Marheting Sheuld Be Emphasized 
Engineering Schools 


Intense competition after the war will make adver- 
tising and sales problems chief concern of industry 


idea, no doubt, of following careers 
in which this training would be of 
primary importance. Yet the demands 
of industry for management and 
marketing direction have resulted in 
many cases in engineers being promo- 
ted to positions of great importance 
and responsibility. They are still en- 
gineers, but they are primarily man- 
agement men. 


Management Is Production-Minded 


It has been said frequently that 
management in the industrial field, 
that is, the part of industry which is 
devoted to producing the materials, 
machines, and supplies required for 
industrial operations, has been largely 
production-minded. If this is true, it 
is a natural corollary to the statement 
that engineers have made up a large 





Award for Marketing 
Material in Engineering 
Student Magazines 

e@ IN addressing the annual 
convention ‘of Engineering 
College Magazines Associ- 
ated in Milwaukee, Sept. 30, 
Mr. Crain suggested the im- 
portance of marketing in the 
engineering field and offered 
to set up an annual award 
for the best article on this 
subject appearing in an en- 
gineering students’ maga- 
zine. The association has de- 
cided to accept the award 
and the first presentation of | 
the prize will be made atthe | 
annual meeting to be held in 
1944. The accompanying ar- 
ticle is based on Mr. Crain's 
talk at the convention. 
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percentage of the men holding man. 
agement responsibility in industry. | 


is only natural that an_ engineer, 
trained to consider precision methods 





of design and production, would k 
less familiar with and less impressed 
by the psychological processes which 
compose advertising, and with th 
strategy of manipulation of manpower 
into successful marketing organiz- 
tions. 

Many large companies have bee 
unusually successful because of the 
genius of their engineers. I have in 
mind one important company which 
has been dominated by engineering 
thinking for the past twenty-five 
years. Throughout that period it ha 
been a leader in its field. At the sam 
time, however, it has been fortunate 
in possessing as a key executive in 
marketing activities, a man who is just 
as able and understanding in this field 
as the general management has been 
in design and production. It hx 
been a great team. 

Engineering schools have not been 
as conscious of the probable direction 
in which their graduates would go 3 
an analysis of alumni titles would sug- 
gest. A few of them have included 
business courses in their curricula, 
but even in cases where the engineet- 
ing school has been part of a univer- 
sity offering complete courses in bus- 
ness administration and marketing, 
limited opportunity for supplementary 
studies of this kind has been available 
to engineering students. Thus it ss 
probably not too much to say that 
the training of engineers for strictly 
professional work has been modified 
only to a slight degree by studies def- 
nitely planned to fit these men for 
broader functions than engineering. 

How, then, have engineers rise 


(Continued on page 118) 
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HE Annual Statistical and Outlook Number—the 

January 1, 1944, issue of the Railway Age—will re- 
port and analyze the results of the most amazing year of 
peak traffic and wartime operating achievements in rail- 
way history. It will survey the outlook for 1944 in the 
light of 1943 events . . . giving a factual picture of the 
situation in each of the several branches of railway 


activity. 


With the railroads facing another year of peak opera- 
tions and heavy procurement needs, the statistical and 
outlook data in the 1944 Annual Number will command 
the keen attention of railway executives. It will be the 
means through which executives, operating officers, pur- 
chasing officers and department heads will obtain—im- 
mediately after the first of the year—much-needed trend 
and statistical information for making their plans for 
1944. This recognized reference issue, an annual service 
for over thirty-five years, furnishes railway men with a 
complete summation of the year’s developments . . . a 
vital statistical record, much of which is published no- 


where else, covering every phase of railway activity. 





Nearly a thousand extra copies of the Annual Number 
are purchased by railways so that ample copies of this 
important issue will be available for continuous refer- 
ence throughout the year. The fact that Railway Age 
statistics are recognized as the standard authority makes 
the Annual Statistical and Outlook Number exceptionally 
valuable to every railroad in North America and on rail- 
roads in many other lands . . . and consequently to every 


manufacturer who sells to the railroads. 


Plan to start your 1944 railway sales campaign in the 
Annual Statistical and Outlook Number. Make it the first 
step in a continuous campaign to reach the executive, 
managerial and purchasing officers who authorize expen- 


ditures and are responsible for purchases. 


Simmons-Boardman Publishing Corp. 


30 Church Street, New York 7, N. Y. 


105 West Adems Street, Chicago 3 Terminal Tower, Cleveland 13 


Washington 4, D. C. Los Angeles 14 San Francisco 4 Seattle 1 





























For 1944... 


This Vital Production Aid 
the Huge Marine Industry 
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A NOTHER record-breaking year of ship construction is sched- neering and Shipping Review continuously maintains its foremost dle. 
uled for 1944. Some 20,000,000 deadweight tons of new position in the marine industry . . . in paid audited circulation five 
merchant ships . . . the continuation of the huge naval construc- ...in industry standing and recognition . . . and in advertising A 
tion program . . . and the building of thousands of small craft of volume. It is the first choice of marine manufacturers to cary _ 
. a8 . es ‘ ' ro 
all types . . . will again call for unprecedented quantities of their advertising. In the first ten months of 1943 the number of 
war 
materials and equipment next year. advertising pages totaled 2,673, the greatest in its field by an prep 
In planning your program to cover the huge top-priority marine overwhelming margin. A 
: : ; a of « 
industry, select the industry’s business paper of engineering , oes ; : es : 
‘ - : | ' ea = Your regular advertising messages in this publication during 194 plan 
authority—Marine Engineering and Shipping Review. This pub- ; ; ‘ ‘ ‘ 
a will enable you to identify your products and services prominently of p 
lication gives prominent attention during the war period to the vital ; ae , . ‘ ate 
. 6 F i i with the progress of today’s gigantic wartime shipbuilding pro- any 
technical and engineering problems of ship production. Ideas , ; the 
- S| P| oe gram. More complete information regarding the value of Marine 
and production methods that have proved successful in specific ‘ a ; a ’ ploy 
; ; Engineering and Shipping Review as an advertising medium may ted 
shipyards are described and pictured for the benefit of the entire ; . pac 
< be obtained from our nearest office. peor 
industry. Improved production techniques used in other industries prod 
which are adaptable to marine construction are covered. Tech- wan 
nical and practical articles on ship operation and ship repair... Simmons-Boardman Publishing Corp. will 
new equipment and devices . . . the news of the field .. . are 30 Church Street, New York 7, N. Y. no | 
important features. Se 
105 West Adams Street, Chicago 3 Terminal Tower, Cleveland 1) lead 
It is through its pre-eminent editorial service that Marine Engi- Washington 4, D. C. Los Angeles 14 San Francisco 4 Seattle! fone 
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eters show how the character, Dr. Gauzband, was tied in with direct mail of American Bandage Corporation to fix the product in the mind of the reader 


Building A Postwar Impression With 
A Trade Character 


Letter campaign featuring new trade character wins 


place among the fifty direct mail leaders of 1943 


@ LIKE many companies, we now 
have more business than we can han- 
dle. In some months the demand is 
five times the supply. 

Actually we do not need to do any 
form of advertising; the business will 
roll in regardless. But we know the 
war will be over some day, and we are 
preparing for that day. 

At present, about ninety per cent 
of our production is going to war 
plants. Within these plants hundreds 
of personnel changes are being made 
monthly. Physicians are going into 
the service, new nurses are being em- 
ployed, first aid men are being re- 
placed. We have hundreds of new 
people to sell on the merits of our 
products—hundreds of people we 
want to sell during the war so they 
will be our customers after the war, 
no matter where they may work. 

Self-adhering gauze, which is our 
leading product, has one disadvantage 
from a merchandising standpoint. 
That is, practically all self-adhering 
bandages appear the same. The real 
difference in brands are invisible to 
the eye. 

Therefore, our problem is to so 
establish our trade name “a.b.c. 
GAUZBAND”—in the minds of all 
those who use it so they will never 
forget it, and will always insist on it. 


By ROBERT STONE 


Director of Sales, American Bandage 
Corporation, Chicago 


To accomplish our objective, we 
have decided to develop a trade char- 
acter whose name will symbolize and 
identify our trade name. A _ trade 
character that will leave a lasting im- 
pression; a trade character that can 
do and say things that we cannot. 


We believe such a trade character 
has been developed. His name is Dr. 
Gauzband. The slogan adopted for 
his use is “Calling Dr. Gauzband.” 

Dr. Gauzband predominates all of 
our direct mail pieces. Dr. Gauzband 
is on every package. He has a prom- 
inent place on our letterhead. He 
appears on our envelopes and shipping 
tags. Wherever “a.b.c.” goes, Dr. 
Gauzband goes along. Our customers 
cannot order “‘a.b.c. Gauzband” with- 
out inviting Dr. Gauzband. Some of 
the Dr. Gauzband mailing pieces are 
illustrated with this article. 

Dr. Gauzband has attracted a great 
deal of attention. Many customers 
have called and asked for Dr. Gauz- 
band. He is accomplishing our pri- 
mary objective—that of unmistak- 
able identity. 
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Among other things, our trade 
character is substituting for our sales- 
men. He is practically the only caller 
we have. With industrial plants scat- 
tered all over our country, salesmen 
suffering from travel restrictions find 
it practically impossible to make calls. 
Dr. Gauzband calls all over because 
he travels with Uncle Sam’s special 
messenger. 


We believe that trade characters, 
which were gaining popularity before 
the war, will prove even more popu- 
lar by the end of the war. It is our 
contention that a trade character in 
order to be of value must have these 
three characteristics: 

1. It must be distinctive in design. 

2. It must be flexible—capable of 
fitting into all situations. 

3. The physical appearance of the 
trade character must be representative 
of the product or products being mer- 
chandised. 

Now that direct mail is being called 
upon as never before, to make con- 
tact in place of personal representa- 
tives, we believe it is most important 
to make our mail promotion stand out. 
A trade character is one method ‘of 
making mail promotion distinctive. A 
trade character can help to retain 
identity for the postwar market. Dr. 
Gauzband is doing the job for us. 
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Postwar Industrial Outlook Good 


As Viewed By Six Business Editors 


@ ALTHOUGH some industries are 
threatened with postwar surpluses be- 
cause of war plant expansion, the gen- 
eral situation among basic industries 
is optimistic, according to reports of 
six business paper editors before the 


Nothing will stop the upward and 
onward trend toward plastics, de- 
clared Charles A. Breskin, publisher 
of Modern Plastics, New York. Plas- 
tics is a young giant industry, the 
future of which is the future of the 


Boston Conference on Distribution country, he said. 
last month. Industries covered in- 
cluded chemicals, electronics, elec- 
cal appliances, textiles, steel, and 
plastics. 


for Complete 
Monthly Coverage 
THE MAGAZINE: With the eyes of the 


and PAPER WORLD country focused on the critical paper re- 


at Rh strictions today, the importance and value 
















7. -\ i of this great market is again emphasized. 
a \ While now striving to maintain production 
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and to supply new and highly specialized 
war items, the mills are already looking 
ahead to post-war expansion, remodeling 
and replacements. 


The Paper Industry and Paper World 
serves this tremendous market through 
broad concentrated mill coverage of im- 
portant buyers and specifiers of machinery, 
chemicals, equipment and supplies. It is 
the only ABC Monthly in the field—and 
every subscription is voluntary. 







































for Continuous 
Daily Reference 


Tica Me | 
ws | THE CATALOGUE: This is the handbook 
\ and guidebook of key executives in every 
pulp and paper mill in the U. S. and Can- 
’ ada, who purchase and specify machinery, 
| chemicals, equipment and supplies. It 
\ contains specialized product information 
N | and valuable handbook data for this in- 


dustry plus a products catalogue section 
} which makes your sales story instantly 
| available for handy reference, throughout 
RING HANDBOOK } the entire year. The Paper and Pulp Mill 
. ENGINEE Catalogue teams up with The Paper In- 

> ; é 
dustry and Paper World to give you con- 

tinuous blanket coverage. 


aie 
ALi USE BOTH to build up and maintain your 
U | prestige and important sales contacts 
in this field. 


FRITZ PUBLICATIONS, INC. 


59 EAST VAN BUREN STREET, CHICAGO, ILL. 





Before the war, new applications of 
existing plastics and new plastics were 
being produced at a phenomenal rate. 
The last motor car manufactured had 
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nearly 100 different plastic parts, h, 
said. The electrical goods industry 
was consuming tons of plastics, byt 
the war has changed this. 

After the war plastics will be widely 
used in nearly every product, Mr 
Breskin declared. Prefabricated hoys. 
ings, insulation, plumbing, furniture 
tablewear, dishes, cups, fabrics, ryb. 
ber heels and shoe soles, shoes, stock. 
ings, belts, buckles, eyeglass frame 
and probably lenses, handbags and per. 
haps coins, automobiles, helicopters 
and airplanes, all will have plastics jp 
their construction he said. 


Broader Steel Usage 


Steel will find a larger usage in 
small buildings, both homes and com. 
mercial structures, after the war, in 
opinion of John Haydock, managing 
editor of the American Machinist. 

Discussing the “Postwar Needs for 
Steel and Other Metals” he pointed 
out that wartime experience with low 
triple-alloy compositions in place of 
high alloy steels will prove valuable 
in postwar manufacture. “Some of 
the new compositions are here to stay 
with perhaps some modifications 
alloy shortage become less critical,” he 
said. 


Large quantities of relatively cheap 
high-strength steel will become avail- 
able to industry, Mr. Haydock said, 
The job of converting rolling mills 
designed for strip and sheet, to heavy 
plate required large outlays for equip- 
ment, but the reconversion will not 
be nearly so costly or time-consuming. 

“Taking everything into consider- 
ation, an over-all production of 50,- 
000,000 tons of finished steel products 
appear to be in sight after the war,” 
he declared. “This represents an op- 
erating capacity of about seventy-five 
per cent. Obviously we cannot al- 
ways maintain wartime peaks of pro- 
duction with their extraordinary strain 
on equipment and manpower. But we 
can foresee a good level of demand 
that will keep our mills busy in post- 
war years.” 


Surplus of Some Chemicals 


In the chemical industry an over- 
supply of many basic materials was 
forecast and a delay in postwar pro- 
grams visualized pending the utiliza- 
tion of vast facilities built for the 
war program. 

Sidney D. Kirkpatrick, editor of 
Chemical & Metallurgical Engineer- 
ing, New York, pointed out that pro- 
duction of standard chemicals has 
been greatly expanded to meet the 
needs for military explosives, yet rapid 
growth for many chemical industries 
is indicated when peace comes. More 
than $25,000,000,000 have been spent 
on construction of plants for the wat 
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production during the past three years, 
it was estimated. 

The government owns ninety-two 
per cent of the magnesium facilities, 
more than seyenty-five per cent of the 
ammonia and nitric acid plants, more 
than sixty per cent of the aluminum 
and almost the entire synthetic rubber 
industry, he pointed out. 

Stimulation of private research was 
seen by Mr. Kirkpatrick as the way 
to create jobs for postwar America. 
He referred to the proposal in Con- 
gress to research under 
political control. “This is part of 
the mistaken philosophy that we can 


regiment 


create new jobs by dividing up the 
ones we already have—by sharing our 
inventions with the other fellow,” he 
said. “Most chemical manufacturers 
believe that research by private en- 
terprise multiplies rather than divides 
opportunities and therefore jobs,” he 


said. 
Radio Is Electronics Best Bet 


Keith Henney, editor of Electronics, 
speaking on “Electronics in Basic In- 
dustries,” said the big mass demand 
for postwar electronic apparatus will 
be for home radio receivers. 

Television, he said, is the great white 
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hope of postwar radio. The war hy 
introduced mass production of telg 
vision tubes and lowered their prig 
greatly. It is distinctly possible thag 
there will be television in color. 

“Television will take time to builf 
into a big business,” he predicted. 7 

“Electronics will be felt in indust 
as never before,” he continued, “bug 
there is no reason to over-enthuse oum 
selves about this business. They will 
have to prove economical in one way 
or another.” 


War Influences Clothing 


Turning to styles, Edwin D. Fowlg 
publisher of Textile World, told ce 
conference that soldiers and _ sailog 
will be likely to encourage sty 
changes resulting in a demand for em 
tirely new types of clothing. 

Many soldiers in the armed forcg 
have been wearing better textiles thag 
they ever wore in civilian life and re 
may demand better textiles in thei 
civilian clothing when they returm 
he said. 

Some of the fabrics produced fo 
the war are likely to have civilian ap 
plications which will stimulate interest 
among consumers, Mr. Fowle said 
including tackle-twill that might & 
adapted to raincoats; rip-stop pate 
chute fabrics to awnings; rayon pate 
chute fabrics to umbrellas and wind 
resistant fabrics to outdoor sports. 

“The textile industry as a whole ha 
a negligible reconstruction problem 
and will be ready to resume its civiliag 
production at short notice,” he sai 

Warning against increased price 
for electrical appliances in postwaf 
years over the 1941-42 level, Lester 
E. Moffat, editor of Electrical Mer 
chandising, told the Conference thi 
“we are likely to find such a shrink 
age in the demand as to make all ouf 
postwar market estimates and market 
planning worthless.” 

The bulk of the postwar consum® 
ers will have the 1941-42 price level 
in mind, he said, “to reach and maift 
tain an attractive level of prices 
require the utmost skill and ingenuif 
on the part of manufacturers. It will 
require the distributing trade—whol& 
sale and retail—to function with iff 
creasing efficiency so consumers will 
pay as little as possible, yet with full 
fairness to the distributing trade, fa 
the goods being brought to them.” 





Nelson and Drury Join Denham 
Darrell W. Drury. forme-tw in che e 
of industrial fluorescent lighting for Dg 
troit Edison Company, and Kurene N@@ 
son, recently with Jam Handy Organ’ 
tion, Inc., Detroit, where he assisted 
the preparation of industrial motion pm 
tures and educational training slidefilm 
have joined the expanded industrial @ 
partment of Denham & Co., Detroit. 
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*x* OLD EXPERIENCE TAKES A NEW NAME * 


Commercial Milverlising a iY nCY, Inc. ts now 


GEBHARDT avd BROCKSON Juc. 


600 SOUTH MICHIGAN AVENUE e CHICAGO 


e You may know this agency . . . a good many Chicago area 
business men do. They know it as an organization successful for 
21 years; as a “workshop” that gives its clients a conscientious 
service, stemming from the broad experience of businessmen 
who understand the advertiser’s problems. 


e Theres a new name on the door. 


e Friends say the new name is a great improvement. But one 
vital thing the old name stood for remains unchanged .. . a 
reputation for capable, diligent attention to the affairs of clients. 


E. A. GEBHARDT W. I. Brockson Lewis M. WILLIAMS Frep LivincsTon 
F. WituiAM PLumMEeR J. V. Rawiincs A.C. AnpERSON OQ. 5S. PEARSON HENRY BLAU 


SPEED VICTORY + BUY WAR BONDS + EVERY PAY DAY! 
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Postwar Industrial 


As Viewed By Six Business Editors 


@ ALTHOUGH some industries are 
threatened with postwar surpluses be- 
cause of war plant expansion, the gen- 
eral situation among basic industries 
is optimistic, according to reports of 
six business paper editors before the 
Boston Conference on Distribution 
last month. Industries covered in- 


electronics, elec- 


chemicals, 
textiles, steel, and 


cluded 
cal appliances, 
plastics. 
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Outlook Good 


Nothing 
onward trend 


clared Charles A. 


toward plastics, 
Breskin, 


tics is a young giant industry, 


future of which is the future of the 


country, he said. 


Before the war, new applications of 
plastics and new plastics were 
being produced at a phenomenal rate. 
The last motor car manufactured had 


existing 


for Complete 
Monthly Coverage 
THE MAGAZINE: With the eyes of the 


country focused on the critical paper re- 
strictions today, the importance and value 
of this great market is again emphasized. 
While now striving to maintain production 
and to supply new and highly specialized 
war items, the mills are already looking 
ahead to post-war expansion, remodeling 
and replacements. 


The Paper Industry and Paper World 
serves this tremendous market through 
broad concentrated mill coverage of im- 
portant buyers and specifiers of machinery, 
chemicals, equipment and supplies. It is 
the only ABC Monthly in the field—and 


every subscription is voluntary. 


for Continuous 
Daily Reference 
THE CATALOGUE: This is the handbook 


and guidebook of key executives in every 
pulp and paper mill in the U. S. and Can- 
ada, who purchase and specify machinery, 
chemicals, equipment and supplies. It 
contains specialized product information 
and valuable handbook data for this in- 
dustry plus a products catalogue section 
which makes your sales story instantly 
available for handy reference, throughout 
the entire year. The Paper and Pulp Mill 
Catalogue teams up with The Paper In- 
dustry and Paper World to give you con- 
tinuous blanket coverage. 


USE BOTH to build up and maintain your 
prestige and important sales contacts 


in this field. 
ine 


59 EAST VAN BUREN STREET, CHICAGO, ILL. 





will stop the upward and 


publisher 
of Modern Plastics, New York. Plas- 











nearly 100 different plastic parts, he 
said. The electrical goods industry 
was consuming tons of plastics, but 
the war has changed this. 

After the war plastics will be w dely 
used in nearly every product, Mr, 
Breskin declared. Prefabricated hous. 
ings, insulation, plumbing, furniture, 
tablewear, dishes, cups, fabrics, rub- 
ber heels and shoe soles, shoes, stock- 
ings, belts, buckles, eyeglass frames 
and probably lenses, handbags and per- 
haps coins, automobiles, helicopters 
and airplanes, all will have plastics in 
their construction he said. 


Broader Steel Usage 


Steel will find a larger usage in 
small buildings, both homes and com- 
mercial structures, after the war, in 
opinion of John Haydock, managin; 
editor of the American Machinist. 

Discussing the “Postwar Needs for 
Steel and Other Metals” he pointed 
out that wartime experience with low 
triple-alloy compositions in place of 
high alloy steels will prove valuable 
in postwar manufacture. “Some of 
the new compositions are here to stay 
with perhaps some modifications as 
alloy shortage become less critical,” he 
said. 

Large quantities of relatively cheap 
high-strength steel will become avail- 
able to industry, Mr. Haydock said. 
The job of converting rolling mills 
designed for strip and sheet, to heavy 
plate required large outlays for equip- 
ment, but the reconversion will not 
be nearly so costly or time-consuming. 

“Taking everything into consider- 
ation, an over-all production of 50,- 
000,000 tons of finished steel products 
appear to be in sight after the war,” 
he declared. “This represents an op- 
erating capacity of about seventy-five 
per cent. Obviously we cannot 4l- 
ways maintain wartime peaks of pro- 
duction with their extraordinary strain 
on equipment and manpower. But we 
can foresee a good level of demand 
that will keep our mills busy in post- 
war years.” 


Surplus of Some Chemicals 


In the chemical industry an over- 
supply of many basic materials was 
forecast and a delay in postwar pro- 
grams visualized pending the utiliza- 
tion of vast facilities built for the 
war program. . 

Sidney D. Kirkpatrick, editor ot 
Chemical & Metallurgical Engineer- 
ing, New York, pointed out that pro- 
duction of standard chemicals has 
been greatly expanded to meet the 
needs for military explosives, yet r . 
growth for many chemical industri 
is indicated when peace comes. Mor pre 
than $25,000,000,000 have been spent 
on construction of plants for the wat 
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on our list.” 


ROGER D. PROSSER, President, 
American Saw Mill Machinery Co. 
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production during the past three years, 
it was estimated. 

The government owns ninety-two 
per cent of the magnesium facilities, 
more than seventy-five per cent of the 
ammonia and nitric acid plants, more 
than sixty per cent of the aluminum 
and almost the entire synthetic rubber 
industry, he pointed out. 

Stimulation of private research was 
seen by Mr. Kirkpatrick as the way 
to create jobs for postwar America. 
He referred to the proposal in Con- 

research under 
“This is part of 


gress to regiment 
political control. 


the mistaken philosophy that we can 











create new jobs by dividing up the 
ones we already have—by sharing our 
inventions with the other fellow,” he 
said. “Most chemical manufacturers 
believe that research by private en- 
terprise multiplies rather than divides 
opportunities and therefore jobs,” he 
said. 


Radio Is Electronics Best Bet 
Keith Henney, editor of Electronics, 
speaking on “Electronics in Basic In- 
dustries,” said the big mass demand 
for postwar electronic apparatus will 
be for home radio receivers. 
Television, he said, is the great white 
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*Before you say yes or no, 
we'd like to send you this 
booklet, the “Inside Track." 
Ten minutes’ reading time 
and enough of facts to last 
you a life-time. Yours for 
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MORE FOR 
"FORTY FOUR’ 





Our story adds up like two plus two makes four. Civil Engineering is the 
magazine which Civil Engineers consider most important to them profes- 
sionally. Your sales message in the magazine they consider most important 
is bound to carry extra weight with them. Why not win more recognition, 
more acceptance, more preference for your company and your products 
among Civil Engineers—the men who plan and execute construction jobs 
and specify and buy the products used on 
them? Sell to Civil Engineers and you're sure 
to get more for ‘Forty-Four". 
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hope of postwar radio. The war has 
introduced mass production of tele. 
vision tubes and lowered their prices 
greatly. It is distinctly possible that 
there will be television in color 
“Television will take time to build 
into a big business,” he predicte: 
“Electronics will be felt in industry 
as never before,” he continued, “but 
there is no reason to over-enthuse our. 
selves about this business. They will 
have to prove economical in one way 
or another.” . 


War Influences Clothing 


Turning to styles, Edwin D. Fowle, 
publisher of Textile World, told the 
conference that soldiers and _ sailors 
will be likely to encourage style ii 
changes resulting in a demand for en- 
tirely new types of clothing. 

Many soldiers in the armed forces 
have been wearing better textiles than 
they ever wore in civilian life and they 
may demand better textiles in their \ 
civilian clothing when they return, 
he said. 

Some of the fabrics produced for 
the war are likely to have civilian ap- 
plications which will stimulate interest 








| 


among consumers, Mr. Fowle said, 
including tackle-twill that might bk 
adapted to raincoats; rip-stop pafa- 
chute fabrics to awnings; rayon para- 
chute fabrics to umbrellas and wind- 
resistant fabrics to outdoor sports. 
“The textile industry as a whole has 
a negligible reconstruction problem 
and will be ready to resume its civilian 
production at short notice,” he said. ) 
Warning against increased prices 
for electrical appliances in postwar 
years over the 1941-42 level, Lester 
E. Moffat, editor of Electrical Mer- 
chandising, told the Conference that 
“we are likely to find such a shrink- Boy he 
age in the demand as to make all our By” jp | 














postwar market estimates and market fang , 
planning worthless.” let. C 
The bulk of the postwar consum- atti 
ers will have the 1941-42 price levels 
in mind, he said, “to reach and main- FF % ™ 
tain an attractive level of prices will P9 to « 
require the utmost skill and ingenuit\ client: 
on the part of manufacturers. [t will 
require the distributing trade—whok- 
sale and retail—to function with in- 
creasing efhiciency so consumers will 
pay as little as possible, yet with full - 
fairness to the distributing trade, for , 
the goods being brought to them.” 
, ; : 330 w 
Nelson and Drury Join Denham Mi 
Darrell Ww Drury formerly mn . 
of industrial fluorescent lighting for De 
troit Edison Company, and Furene Né 
son, recently with Jam Handy Organza 
tion, Inc., Detroit, where he assisted ™ 





the preparation of industrial motor 
tures and educational training slidef!m 
have joined the expanded industria! de Cc 
partment of Denham @& Co., Detr 

} 
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and we shall be glad to send you the reprint 
let. Copies of “‘Reemployment of Veterans,”’ the 
article in the series, are also available. You may 
as many copies of both as you wish, to pass 
< will P9 to other executives of your company, or to 
nuity # Clients. 


“| FACTORY ~ 
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American Marketing Association to Hold 
National War Conference Nov. 11-12 


@ A TWO-DAY National War Con sion to be directed by Dr. Franklin R. 


ference will be held by the American Call, of Arthur Kudner, Inc., New 
Marketing Association in Hotel Stat- York agency. The speakers and their 
ler, Cleveland, Nov. 11-12. It will subjects will be: “Wartime Income 
be the association’s annual fall mect- and Consumer Markets,” by Alfred 
ing. All phases of marketing devel- Watson, assistant manager of com- 
opments and trends will be featured, mercial research, Curtis Publishing 
as well as special added topics for busi- Company; “Changes of a Geographic 
ness management executives. Nature,” by Philip M. Hauser, assis- 

“Changing Markets” will be the tant director, Bureau of the Census; 
theme of the Thursday morning ses- “A New Visual Analysis Method for 








One Low-Cost Schedule 
Does The Job 


in Six Southern States 


93 per cent of the advertising schedules 
which ran in Construction News during 
1942 were renewed for 1943. Furthermore, 
Construction News showed a net gain of 
23 per cent in display advertising for the 
first nine months of 1943 over the same 
period of 1942. 


These figures evidence the fact that more 
' and more manufacturers are consistently 

using Construction News to reach this 
great construction market 
of six Southern states. 
5,600 copies, monthly, pro- 
vide practically full cover- 





ist In Reader age of all potential con- 
Preference struction equipment buyers 

in the lower Mississippi 

C ist In by valley. Construction News 
onstruction News does the job by providing 
1st In Advertising concentrated, effective cov- 


erage at low cost. 


Ist In Circulation 
In Lower 
Mississippi Valley 

















CONSTRUCTIO! 
NEW 


MONTHLY SSUE 
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Market Research,” by Carl R. Nyman, 
associate agricultural statistician. By- 
reau of the Census; and “The New 
Light Metals Industry and the Pacific 
Northwest,” by Dr. Nathanie! H. 
Engle, University of Washington, 
Seattle. 

The feature speaker at the luncheon 
session of the first day will be Dr. C 
L. Burrill, petroleum economist, Stand- a 
ard Oil Company of New Jersey, who 
will have for his subject, “Petroleum 
—Present and Future.” 


Design Trends and Price Control 


There will be two sessions running 
concurrently on Thursday afternoon. 
One will be devoted to “Current 
Trends in Product Development and 
Transportation.” At this section, 
George Nordenholt, editor, Product 
Engineering, will talk on “New De- 
velopments in Materials and Their In- 
fluence on Products of the Future”; 
and Dr. John H. Frederick, Professor 
of Transportation, University of Tex- 
as, will discuss “How Air Trans- 
portation May Affect Product Devel- 
opment and Marketing.” 

The other section will be devoted to 
“Price Control.” The subject will be 
discussed by three speakers: Dr. Julius 
Hirsch, economic consultant, whose 
topic will be “Evaluation of Price 
Control During the War”; Dr. Charles 
F. Phillips, Office of Price Adminis- 
tration, “Price Control in Immediate 
Postwar Economy”; and Dr. E. T. 
Grether, Dean of School of Business, 
University of California, “Price Con- 
trol as a Long Run Measure.” 

There will be two speakers at the 
annual banquet on Thursday evening. 
Robert E. Wilson, vice-president, 
Goodyear Tire & Rubber Company, 
will talk on “Sales Research—A Prac- 
tical Everyday Tool for Sales Manage- 
ment,” and Dr. Virgil Jordan, presi- 
dent, National Industrial Conference 
Board, will outline “The Frame of the 
Future Market.” 


Probe Distribution Outlook 


Under the subject, “Channels of 
Distribution,” the Friday morning 
session will open with a symposium on 
trends in wholesaling and_ retailing 
J. J. Nance, vice-president, Zenith 
Radio Corporation, will discuss “Evol- 
ution or Revolution—Which?” Her- 
bert Metz, sales manager, Graybar 
Electric Company, will present “The 
Distributor—During and After the 
War.” Godfrey M. Lebahr, editor, 
Chain Store Age, will analyze “The 
Chain Store Role in Our Postwat 
Economy”; Carl W. Dipman, editor, 
Progressive Grocer, will tell about 
“Changes Taking Place in Food Dis: 
tribution”; and Jay Iglauer, Hal 
Brothers Company, Cleveland depart 
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ment store, wil talk on “What About 
Department Store Distribution?” 

[wo important messages will 
presented at the Friday luncheon ses- 
sion. One of these will be “The Out- 
look for Civilian Supply,” by Thomas 
A. Calhoun, chief, General Industrial 
and Service Equipment Section, Office 
of Civilian Requirements, War Pro- 
duction Board. The other will be 
“War Comment in Washington and 
London,” by Paul Wooton, chief, 
Washington Bureau, McGraw-Hill 
Publishing Company, who has just re- 
turned from England. 


be 


Lyman Hill, director sales research, 
Servel, Inc., will be chairman of a 
postwar panel which will conclude the 
conference on Friday afternoon. Nine 
participants in this discussion will in- 
clude: R. A. Dadisman, American 
Rolling Mill Company; Arthur Hirose, 
McCall Corporation; Morris Living- 
ston, Department of Commerce; S. A. 
Holme, General Electric Company; 
John Scoville, Chrysler Corporation; 


Russell Wiseman, Cleveland Plain 
Dealer; Victor Pelz, General Foods 
Sales Company, Inc.; Clay H. Hol- 


lister, Jr., Libbey-Owens-Ford Glass 





12,467 


WHOLESALERS 


Solution to Post-War Problem No. 


There has been 


the onset of the war. 


a steady decline 
Ambitious post-war plans will have to wait 


in the 


number of businesses since 


upon the re-establishment of adequate outlets. 


Sales executives have indicated sharp struggles for key distributors, 


with much switching and 


distortion of 


former established lines. 


Distribution at the wholesale level will be the first post-war problem. 


Ww holesalers, 


The 


supply houses, etc., 


following 


a projection of a sample: 


WHOLESALING 


$125M-Over 
$1,000,000 


Owner, Partner, Chairman 
President 

Vice-President 

secretary 


Mgr., 


Treasurer, 


General Mgr., Sales 


Mgr., Factory Mgr. 
District and Branch Mgr. 
All Other 1, 
Toral 5. 


It ts believed that the 5,100 wholesalers, 
of the top-rated wholesalers ot the country. 


represent more than 85 


jobbers, 
ire reached by Dun’s Review. 
based on a name-by-name check of the entire circulation. 


NAMES BY SIZE 


%?? 
° >> 


166 


manufacturers mill 
This analysis is 


It is not 


agents, 


OF COMPANY 


$20M Under All 
$125M $20M Other Total 
400 140 152 93! 
1,535 304 G72 5,191 
119 12 75 434 
355 71 244 5271 
155 30 1609 878 
5 3 28 260 
1,045 33g 697 3,402 
3,959 gos 2,337 12,307 
above, rated over $125,000 


If your products serve business and industry, and you desire to culti 
advertising pages of Dun’s Review 


vate wholesale channels, the 


provide a direct 


The magazine covers the 
and business through 
executives. If you want a 


wholesale and consumer 


) ) 
Review | 


level, 
Send for detailed circulation breakdown, 


leading 
20,092 presidents and more than 30,000 other 
“strictly business” 
why 


and evidence of profitable returns. 


DUNS REVIEW 


BLISHED I 1) 


cHk 
W. Adams § So B 


ROSTON 


vist 


ipproach to their chief executives. 


‘consumers in manutacturing 
at both the 
pages of Dun’s 
advertising rates 


audience 


not try the 


SRADSTREET, INC 


SAN FRANCISCO LOS ANGELES 
St ; Montgomery St 607 S. Hill St 
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Company; and Herbert Metz, Gray- 
bar Electric Company. 

The National War Conference is 
being held under the sponsorship of 
the Northeast Ohio chapter of the 
American Marketing Association. 
Ralph C. Greiner, Cleveland district 
manager, Factory Management & 
Maintenance, president of the chapter 
is general chairman of the conference, 
and Forrest H. Ramage, assistant man- 
ager, Commercial Research Division, 
Republic Steel Corporation, is _pro- 
gram chairman. 


[CONTINUED FROM PaGeE 35] 


American Optical 


whereas the new glass enables weldors 
to look through cloudy yellow flames 
of burning sodium vapors and observe 
the working area. 
Here’s how we prove the superior- 
of our new glass. Convention 
visitors look into a booth through 
windows made of ordinary welding 
glass and of the new Noviweld- 
Didymium welding glass. Inside the 
booth is a Kodachrome transparency 
of an actual welding operation. The 
photograph is illuminated from the 
rear by electric lights. In front of the 
picture is a light cloth screen, and 
light from a sodium lamp directed at 
the screen produces the effect of a 
sodium flare encountered in gas weld- 
ing. When the observer looks through 
the window made of ordinary welding 
glass the photograph cannot be seen. 
However, when he peers through the 
other window made of the new glass 
he can see the photograph clearly 
through the yellow light. And that 
demonstration decisively proves the 
value and superiority of the new glass. 

Our current safety exhibit there- 
fore provides an excellent method of 
not only advertising our safety prod- 
ucts, but it also provides a vehicle for 
introducing a worth while industria! 
film and further publicizing a recent- 
ly announced welding glass. 

Summing up, we thoroughly be- 
lieve in this phase of sales promotion. 
Although it’s impossible to gauge in 
dollar sales the value of the exhibits 
we're convinced of their value in at- 
tracting and interesting convention 
visitors. 

One final thought. Never before has 
industrial safety been so significant. 
Industrial accidents, most of which 
could be prevented by adequate safety 
rules and protective equipment, slow 
war production. If our exhibits em- 
phasize and drive home once again 
the value of safety—and we think 
they do—they will have helped to 
accomplish a great objective: the con- 
servation of American manpower 
needed to win the war. 
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Tn catalogs too 


Special catalogs, designed for specifie buying groups. 


now favored over general catalog by many marketers of 


diversified product lines. 


And here's why — 


l. Special catalogs, because they interpret 
products in terms of prospects’ specific 
needs, sustain a higher degree of interest and 
promote more buying action. 


2. Special catalogs can be produced and dis- 
tributed without waste and at lower cost. 


3. Special catalogs can be replaced eco- 
nomically when their information becomes 


obsolete. 


Industrial marketers, intent on the develop- 
ment of more effective and economical ways 
to turn prospects into customers, are now 
applying to their catalogs the same princi- 
ple of specialization which has proved so 
successful in advertising and personal sell- 
ing. On close scrutiny, many have discovered 
the alleged institutional value of the general 
catalog to be largely a matter of tradition 
and habit — a carryover from the days be- 
fore industrial marketing became the sub- 
ject of painstaking study and planning. As 
a result, fewer catalogs say, “Look at all 
the things we make” and more say, “Here 
is what we offer for your specific need.” 


In recent years, this trend in catalog de- 
sien has received added impetus from the 
development, by Sweet’s Catalog Service, 
of an entirely new technique in catalog 
distribution. 


eet’s Catalog Service is a product infor- 
mation system, the elements of which are 
|) FILES of essential information on the 
products of hundreds of companies having 
common markets and (2) SELECTIVE 
DISTRIBUTION of these files to qualified 
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buying factors. Reversing the procedure by 
which catalogs are distributed with the re- 
quest that they be filed, the Sweet’s system 
“pre-files” them before distribution. This 
simple and effective control assures their 
instant accessibility at all times in each 
recipient's office. 


Seven Sweet’s Files (each consisting of one 
or more bound volumes) serve industry’s 
major market groups. 


CONSTRUCTION 
Sweet's File, Architectural 
Sweet's File for Builders 
Sweet's File, Engineering 
POWER 
Sweet’s File for Power Plants 
MANUFACTURING 


Sweet's File for Product Designers 
Sweet's File for the Mechanical Industries 
Sweet's File for the Process Industries 


SWEET’S CATALOG SERVICE 


Division of F. W. Dodge Corporation 
Main Office—— NEW YORK 18—119 West 40th Street 


BOSTON 18 . 31 St. James Avenue 
BUFFALO 2 361 Delaware Avenue 
CHICAGO 54 700 Merchandise Mart 


CINCINNATI 2 
CLEVELAND 15 
DETROIT 1 

LOS ANGELES 
PHILADELPHIA 7 
PITTSBURGH 22. 
ST. LOUIS 1 


. American Building 

1422 Euclid Avenue 

. 2457 Woodward Avenue 
. 400 E. Third Street 

1321 Arch Street 
Professional Building 

721 Olive Street 


53 





[ComTINUED FROM PaGeE 30] 


Advertising vs. Taxes 


always places you in jeopardy since 
there is a tendency among all govern- 
ment examiners, whatever agency they 
are from, to throw out “mixed” ex- 
penses on the theory that if they are 
not clearly and wholly of the class 
admissible or allowable, they should 
be dismissed. Segregation, differentia 
tion, and analysis at the very threshold 
of distribution — preferably in the 
budgets—furnish the answer. 


The second suggestion I offer- 


without proof or argument—is that 
never before has there been a more 
appropriate time for making extensive 
use of advertising than at the present 
time. The need is great, the net cost 
of advertising after taxation is rela- 
tively little, and the benefits to be 
attained lie ahead in a period, in which 
I hope, we shall have passed the apex 
of income tax-impositions so that the 
profits derived from the advertising 
welcome. It will be the 


what we had 


are doubly 
“reverse English” of 
before. 

War contractors and especially sub- 
contractors should take advantage of 





THE SHOOTING WONT STOP 


when the War bxdls 


Unconditional Surrender 


will end the shooting over 
there, but it will only signal 
the start of the shooting over 
here—in the construction in- 
dustry as in every other. 


True, the postwar con- 
struction market will be tre- 
mendous ... but the business 
will not be there merely for 
the asking. Your competi- 
tion will include not only the 
pre-war manufacturers of 
construction equipment and 
materials, but also many new 
competitors armed with new 
products and vast production 
facilities. 


IMinois Indiana Ohio Public Work 


To assure yourself “a place 
in the sun” in this postwar 
market, the groundwork for 
tomorrow's sales offensive 
must be laid today by close 
and continuous contact with 
the men who will do tomor- 
row’s buying. 


In the “Always Good Mar- 
ket” of Illinois-Indiana-Ohio, 
these men are the 7,500 con- 
tractors, engineers and public 
works officials who rely on 
Construction Digest for their 
news of the industry. So, set 
your sights for tomorrow by 
placing a regular schedule of 
advertising in Construction 
Digest—NOW! 


Indianapolis 


Construction J)IcEst 
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the opportunities that are implicit in 
present attitudes. The savings that are 
possible may be great in connection 
with both renegotiation and contract 
termination. Time marches on apace. 
The future promises some relaxation 
from the wartime burdens of taxation, 
but once stern necessity for further 
war production has disappeared, and 
suppressed public dissatisfactions break 
through and when their cries rend the 
air, you can bet your wellworn boots 
that profits on war contracts will be 
pared still further and what are con- 
sidered admissible costs will be given 
the tightest of definitions. All this 
points to one conclusion! If you have 
an advertising program ready, be pre- 
pared to launch it without too much 
delay. As Shakespeare said, there are 
some things that if they are to be done 
at all "tis better they be done quickly. 


Contract Termination 

Now I have reached the point 
where I am going to reach out and 
rap everyone of you advertising men 
on the knuckles. You have been so 
deeply engrossed in your work and 
your present and postwar advertising 
campaigns that you have failed to see 
the overwhelming influence of the 
problems of war contract termination 
and postwar measures on your work 
and upon your future. If you do see 
it—why don’t you shout about it? In 
this room are many of the best mouth- 
pieces and most potent pen manipula- 
tors in the country who know how to 
get the most effective publicity that 
is possible. 

You should agitate for a simple, 
uniform, and speedy system of war 
contract termination. Help get, if 
you can, a decentralized system of set- 
tlement procedure. It makes for speed. 
Unless your firms get quick action in 
contract termination, you can throw 
advertising programs 
into the incinerator. Unless your 
company and others can make the 
transition from war to peace quickly, 
unemployment will be upon us and 
overwhelm all of us by provoking 4 
downward spiral in business. Work 
also for a method of prompt recourse 
to the courts in relation to contract 
renegotiation and termination. This 
may mean setting up a branch system 
for the Court of Claims. But let’s 
have it! Its mere existence—the right 
of appeal—makes for more justice and 
less capricious and arbitrary settle- 
ments. Work also for legislation that 
will provide for mandatory loans to 
contractors and subcontractors who 
get tied up in delays in settlements 


your postwar 


Elliott Joins MacDonald-Cook 

C. D. Elliott, formerly with the 
department of Dodge Manufacturing ‘ 
poration, Mishawaka, Ind., has joined the 
copy department of MacDonald-Cook 
Company, South Bend, Ind 
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own as the postwar “local train” 


++ 


ie air. (Page 70) 
—‘Science in Pictures.” An 11-page 
section containing too many post- 
war wonders to list here — each 


wing sensational ways in which 
dream world of tomorrow is be- 

coming an actuality today under the 

ss of war. (Page 73) 

—‘Crafts and Hobbies.’ A 14-page 
tion of photography, home work- 
p, models, wood working, house- 
d aids—including an article “A 


orld You'll Never Know.” 


—No less than 35 additional articles, 

merchandising the postwar 

rld that is right around the cor- 
today. 


* * * 


is ny wonder we hold that Mechanix 
l uted, far more than any other 
ition in America, is merchandis- 

its 400,000-plus audience the 
| of Tomorrow toda) J 


+ 


te well: This audience of ours 
ving by leaps and bounds. Look: 
rculation of Mechanix Tilus- 
which three years stood 


ago 


it 10¢ newsstand, is well over 
000 mark today with 97.5% 
nd (highest ever attained in 
ld) at 15¢. We gained 49.1% 
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circulation in the past year alone, 
against 9% and 3% gained by the other 
two leaders in the field» Based on 1943 
first-six-months figures, Mechanix 
llustrated pulls 945 primary readers 
per advertising dollar, as against 839 
and 776 for the other two. This October 
issue shows a gain in advertising reve- 
nue of 176% over October 1942. 

Most important to every advertiser in 
America, our huge percentage of de- 
mand newsstand circulation enables 
Mechanix Illustrated literally to “pull 





of Tomorrow... Your Market No. 1 of Postwar America! 


its head off” on correspondence schools, 
patent attorneys, and all other show-me 
advertisers it carries. 
Mr. Advertiser and Mr. Agency Space- 
buyer: Mechanix Illustrated is your 
market No. 1 of postwar America. 

* * * 


Mechanix Illustrated is the best buy of 
its kind in America today—solely be- 
cause it is merchandising tomorrow’s 
world, to. 


An audience, gentlemen—xnot a parade. 


One of the Great Family of Fawcett Magazines 
| ae] 
WESWANIX 


FAWCETT PUBLICATIONS INCORPORATED 
New York: 1501 B’way - Longacre 3-2800 


Cuicaco:360N. Michigan Blvd. - Central5750 
Los Ance.es: Simpson Reilly Ltd, 
403 West 8th Street - Michigan 7421 
San Francisco: Simpson Reilly Ltd. 

Russ Bldg. « Douglas 4994 
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Helping the Planning 


through the Civilian Defense work 
which closely parallels the community 
gatherings that gave birth to our na- 
tion just before Revolutionary War 
days. Small neighborhood = groups 
everywhere are meeting ostensibly to 
perfect the technique of meeting air 
raid dangers. But after the training 
is over these groups are lingering on 


nomic consciousness—and they are 
talking about a thousand things that 
may have an impact on your business. 
Join them, get to know your neigh- 
bors, and learn what they are thinking 
about. These folks are finding out 
how to work together; later they will 
be responsible for civic improvements 
which may possibly utilize your prod- 
uct. Get in there and help steer their 
thinking. Even if it doesn’t affect 
your business now it will chip some of 
the rough corners off your egotism 


You Have Learned, in A Plan. Take 
all the thoughts, ideas, and whimasies 
gathered through all these channels, 
retire to your study and mull them 
over until out of the whole mess you 
can see some very definite factors of 
value to your associates who are plan- 
ning postwar endeavors and policies. 
Devise a plan yourself, work out all 
the kinks, convince yourself that it 
good, then write a complete report 
and present it to your management, 
prepared to sell it thoroughly and 


s 





to become better acquainted with each 


and give you some ideas on the real 
other and to talk about the war as & d 


defend it to the last gasp. 


RS aa, 





: well as the peace to come later. They meaning of cooperation. Reasonably conceived, carefully 

: are developing a political and eco- Point No. 6: Crystallize What formulated and adequately buttressed, & 

’ an S Pees such a scheme will either put you into , 
the front ranks of the postwar plan- 
ners—or throw you out into the street. 





If you want to be in the procession, 
you'll take the chance. At the worst, 
as things stand today, you wouldn’t 
be out in the street long, and the i 
chances are you will get very favor- 
able attention right where you are if 
you make the effort. 

You will notice that the first five 
of these points have a common factor. 
Each one involves getting out of your 
old habits of running your job on 
your own, and emphasizes the neces- 
sity of meeting people outside and dis- 
cussing with them all the various 
problems that have been puzzling you 
while you have been grinding away 
at your desk. But that is just what 
all this matter of postwar planning 











NEW TOWERS \ 


THE RADIO ENGINEER 


is the man who pre-determines 
THE RADIO-ELECTRONICS FIELD 
is this man’s amazing market 
THE INSTITUTE of RADIO ENGINEERS 
is this man’s own Society 
(over 10,000) 
THE PROCEEDINGS OF THE I. R. E. 


is this man’s own paper... 


THE RESEARCH and VITAL 
CONTENT therein 


is this man’sown contribution... 


IN THE SKY! fox 


= 


» 7 


a as 
} ELEC TROW a , 







To Radio Engineers 
this means the 
practical evolu- 
tion of Radio En- 
gineering. These 
f Radio Engineers 
must and do lead in the tran- 
sition from scientific theory to 
practical utility. 


Today, there are more than 
10,000 Radio Engineers! The 
Proceedings of the I.R.E. is their 





daily desk reference . . . be- ss doin 1] £ seonle be, 

. g to all sorts Oo eople all over 
neee BS Ep pees Fem T0 Sell the Radio Industry the world. It is pale Ks a out of 
BY and OF . . . Radio Engineers . . . Tell the Radio Engineer ‘ 


their old, solitary ruts, and causing 
them to rub elbows with the crowd 
outside. 


... first and effectively in his 


That is why “To Sell The Radio Industry . . - 
own language thru his own 


Tell Your Story to the Radio Engineers” 








de ee ee publication . . . Postwar planning is mof a one-man 
ananneny - job. It is work which can be done 

pny only by coéperation. All sorts of ideas 

p> must be discussed and_ elaborated, 

AAU weighed, and coérdinated, until out of 

NET PAID the vast, heterogeneous mass may be 








fr . produced _the few simple, sound, 
THE INSTITUTE OF PUB NTHty | workable formulas on which the ma- 
ae Ss “tion | jority can agree as the objectives to- 
330 W. 42nd Street, y can aj 
New York 18, N. Y. wards which everyone can work. You, 

as an advertising man dealing with 
the communication of ideas, can only 
be sure of the soundness of the ideas 
you attempt to communicate by get- 
ting opinions at first hand from the 
people to whom your communications 
must go. That sounds a bit like an 
Irish bull, but there’s a world of logic 
behind it. 

Get away from your desk, talk to 
the users of your product, dream with 
other kindred spirits and get ideas 
flowing in to you from the outside— 
all these sum up into a simple matter 
of taking the temperature of what 
other people think. Stop trying ‘ 
solve the riddles of the universe all ff 
by yourself; someone else may have ff 
a few ideas too! 


8343 = THE INSTITUTE OF RADIO ENGINEERS 


330 W. 42nd Street, 
NET PAID New York 18, N. Y. 








We along with others must give way to wartime paper a3 
limitations ...we are restricted to one-sixth pages for new @® 
advertisers. BUT... if your product has merit and is = 
needed by the man who sets the specifications and stand- 
ards...the Radio Engineer, rest assured he'll recognize it 
instantly in a “solid” '« page ad ... and will give it proper 
consideration. 

TO SELL THE RADIO INDUSTRY, be sure 

you TELL IT TO THE RADIO ENGINEERS! 





PROCEEDINGS OF THE I-R- E THE INSTITUTE OF RADIO ENGINEERS 
330 West 42nd Street, New York 18 
WILLIAM C. COPP, Notional Advertising Manager 
SCOTT KINGWILL DUNCAN A. SCOTT & COMPANY 
Centro! Stotes Representatives Pacific Coast Representative 
35 E. Wacker Drive Mills Building 445 Western Pacific Building 
Chicago | San Francisco 4 Los Angeles 15 
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NEW YORK (17) 
110 East 42nd Street 


CHICAGO (11) 
520 N. Michigan Ave. 


LOS ANGELES (4) 
130 N. New Hampshire Ave. 


For a complete picture of this important market— 
send for the booklet, “Getting It Specified.’ It con- 
tains a complete tabulation of plants designing and 
manufacturing various types of machines, where they 
are located, how they rate financially, and how 
MACHINE DESIGN reaches them. 
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FINDING 
POSTWAR MARKETS 
FOR MATERIALS, 
PARTS AND 
FINISHES 


Here’s how INACHINE DESIGN can help 


The biggest postwar users of materials, parts and 
finishes will be the 8,000 plants designing machines— 
everything from adding machines to X-ray equipment 
—from vacuum cleaners to automobiles—from wrist 
watches to locomotives. 


The men who investigate, test, experiment and specify 
the materials, parts and finishes are the Design 
Executives. 


They are gathering their ideas and information now 
to engineer the mechanics and performance of post- 
war machines, appliances and equipment. MACHINE 
DESIGN is their source of information. 


Because of its controlled distribution, it reaches all 
8,000 machine manufacturing plants—is read by more 
than 40,000 Design Engineers. 

Your advertising in MACHINE DESIGN now, is helping 
to find new postwar markets for you. No other single 
magazine reaches the Design Executives of so many 
plants designing and manufacturing machinery. 


MACHINE DESIGN 


A PENTON PUBLICATION 
PENTON BUILDING + CLEVELAND 13, OHIO 
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[CONTINUED FROM Pace 33} 


Service Literature 


from customary procedure, it was nec- 
essary to make dummies of every sec- 
tion so that the engineer responsible 
for supplying the information would 
have a definite guide to follow. This 
step proved invaluable in making up 
the various sections, in selling the idea 
to the many contributing individuals, 
in illustrating the arrangement of the 
material, and in many cases it saved 
a considerable amount of editorial 
time. 


The desire to keep customer con- 
tacts alive formed the nucleus of the 
merchandising plan. An entire new 
mailing Lst made up of thousands of 
maintenance men and maintenance 
engineers was compiled by our na- 
tion-wide sales organization, including 
apparatus agents, district and local 
ofiices, and service shops. More than 
half of the books have been delivered 
personally. 

Recognizing that many mainte- 
nance men will not have a need for 
the complete book, we are making 
available some 178,000 reprints of the 





Distribution. . 


Industry's Biggest Problem 


Executives charged with the responsi- 
bilities of post-war planning need the 
intuition of a Joseph, the wisdom of 
a Solomon, the patience of a Job, and 
the luck proverbially credited to be- 
ginners. In addition, it would 
advisable for them to consider more 





— 


annuat MOTAMACAROS 
— 


seriously than anybody ever has before 


the matter of distribution. 


OF pee age is industry's biggest 
problem. It dwarfs all others. It 
is going to be more difficult to solve 
than anything else that industry has 
to face, with the exception of unem- 
ployment. Re-conversion of plant fa- 
cilities, the selection of suitable prod- 
ucts and the marketing of them, are 
relatively simple. 


American industry has mastered the 
technique of efficient and economical 
production. But efficient and eco- 
nomical distribution has been and 
still is a bugaboo. One of the chief 
reasons for this, we venture to be- 
lieve, is that too many businessmen 
regard distribution as a local, indi- 
vidual or regional problem having to 
do with finished products only. Right- 
ly considered, however, distribution 
begins with the origin of raw mate- 





A Chilton 
Publication ® 


rials and ends only when a finished 
product has reached its ultimate des- 
tination, i.e., the final user or con- 
sumer. Transportation, handling, pack- 
aging, warehousing, and marketing 
are all integral parts of distribution. 


Distribution will receive greater at- 
tention after the war than ever be- 
fore. To a larger extent than in the 
past it will be worldwide. It should be 
considered now in that light. As we 
state each month on our contents 
page, more efficient and economical 
distribution is the present major prob- 
lem of modern business. 


Do you have a distribution problem— 
er a product designed for the distribu- 
tion market of tomorrow? 


Write for your sample copy of D and 


The Magazine that is tackling tomor- 
row’s distribution problems—TODAY! 


The Progressive Magazine of Shipping, 
Handling, Warehousing, Distribution 





100 EAST 42nd STREET ° 


NEW YORK © 17 © N. Y. 
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individual sections. These will be 
mailed to customers and prospects 
from G-E sales offices, service shops, 
and apparatus agents. 

Despite the large initial edition, it 
is becoming apparent that the great 
demand for this book will make it 
necessary to reprint early next year, 
The Navy has requested copies for the 
libraries of every major combat vessel. 
The International General Electric 
Company is already translating the 
book into Spanish for distribution to 
twenty Latin-American republics. The 
style is being adopted as a basis for 
more detailed information on some 
lines. 

This publication is tangible evidence 
that it pays to be thorough on any 
job that fulfills a real need, insofar 
as is humanly possible. The follow- 
ing are typical comments we have 
received: 

It is not very often that so tangible 
a piece of work results from a visit of a 
market research representative. The book 
is very well arranged, and we heartily 
endorse the use of the many large illus- 
trations. Please accept our thanks for 
this copy. 

The above letter was from a large 
steel company in Indiana. Another 
comment was as follows: 

These busy wartime days when we 
have three shifts of maintenance men g 
ing with one hand and a vegetable garden 
going with the other, a book of this kind 
is a real lifesaver. 

Comments like these may be for- 
gotten when peace comes and equip- 
ment again becomes available. But 
maintenance engineers will always 
want their electric equipment to last 
as long as possible. This book will serve 
as a constant reminder that the General 
Electric Company has made an effort 
to help them when the help was most 
needed. 

S. Bowles King Dies 

S. Bowles King, assistant secretary, 
Underwriters Laboratories, Inc., Chicago, 
died Oct. 25 at his home in Winnetka, 


Ill., after an illness of several months 
He was sixty-three years old. Mr. King 
joined the Underwriters Laboratories in 
1936 and was in charge of the publica 
tion of research bulletins and data card 
service. From 1902 to 1933 he was ad 
vertising manager of Sullivan Machinery 
Company. In 1926 he served as pr 

dent of the Engineering Advertisers Asso’ 
ciation, Chicago chapter of the National 
Industrial Advertisers Association, and 
as director of the national organization. 


Street Now Publicity Manager 


Alfred M. Street has been made p 
licity manager of Jenkins Bros., New 
York, and will direct the advertising 0! 
all the company’s products. He now 
occupies the post previously held by 
Charles C. Chamberlain who was mace 
general sales manager some time ago 
Mr. Street has been with the company 
for twelve years, lately serving as assist 
ant publicity manager. 
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Trends 


marketing procedure, 


A review of conditions within industries which influence industrial 


written by editors of business papers 








War Expands Industrial 

Air Conditioning 

@ TO THOSE not in the industry, air 
conditioning was often thought of in 
the pre-war years primarily as a means 
of providing comfort in movie the- 
aters, department stores, offices, banks, 
restaurants, cocktail lounges, railroad 
cars, homes, etc. However, air condi- 
tioning (much as we knew it then and 
know it now) had its inception in in- 
dustry and was first applied to main- 
tain the proper temperatures and 
humidities to promote reduction efh- 
ciency and in many cases to make 
some certain manufacturing process 
possible. 

The mechanized warfare in which 
we are now engaged has made pro- 
duction efficiency more important to 
America and the United Nations than 
ever before. Control of the air in in- 
dustry, by means of air conditioning, 
is helping mightily to win this all- 
important battle of production—just 
as control of the air on the fighting 
fronts is vital to military victories. 
The numerous applications of air con- 
ditioning in industry today will in- 
evitably lead to a _ tremendously 
increased use of air conditioning for 
promoting production efficiency in the 
postwar period, when every industry 
is going to have to employ every 
means to improve its operations and 
reduce its cost because of keen com- 
petition. In addition to the wide ap- 
plications of air conditioning after 
victory, there undoubtedly will be a 
tremendous demand for air condition- 
ing in the so-called “comfort” applica- 
tions, when wartime restrictions can 
be removed. 

\ recent amendment to the War 
Production Board’s conservation order 
M-28 simplifies the procedure by 
whch certain industrial users of air 
ditioning systems may obtain re- 
rerant supplies. A glance at some 
of the uses of air conditioning for 
war production as listed in this WPB 
order gives a good idea of how im- 
portant and how extensive they are. 
[he listing includes air conditioning 

pment in crane cabs; in commu- 
ion rooms which are sealed, in- 
ling telephone and telegraph relay 
ms and exchanges, and radio con- 
rooms; in laboratories to main- 
prescribed conditions where the 

being conducted are directly 
erned with production of parts 
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for aircraft, combat tanks, ships, radio 
and radar equipment, and other mili- 
tary combat equipment; for tempera- 
ture and humidity control in the 
production of gyroscopic instruments 
and compasses; for the production of 
turbo superchargers; in hospital op- 
erating rooms; for humidity control 
in annealing furnaces; for tempera- 
ture and humidity control in electro- 
drying of aluminum castings contain- 
ing a percentage of magnesium; for 
production of optical products going 
into fire control instruments, range 
finders, height finders, bombsights, 
etc.; and for the production and stor- 
age of penicillin and blood serum. 

These applications are far from a 
complete listing of air conditioning’s 
wartime job. Thousands of tons of 
refrigeration capacity have been re- 
quired for the huge aircraft and air- 
craft engine plants, and in the syn- 
thetic rubber and other war indus- 
tries. So large has been the demand 
for equipment that in some cases de- 
partment stores have sacrified their 
refrigeration machines, the equipment 
being “drafted” for war use. 

Many engineers feel that the ad- 
vantages of industrial plant air con- 
ditioning, demonstrated before the 
war and in wartime, are so important 
to production efficiency that the non- 
air conditioned plant will be at a dis- 
advantage in the competition during 
the postwar period. And even now, 
those plants which have air condition- 
ing are using it as an added attraction 
in the wartime competition for man- 
power and womanpower. The want ad 
columns of almost any newspaper 
carry at least two or three pleas to 
“Come work in our modern, air con- 
ditioned plant.”—C. M. Burnam, 
Jr., Editor, Heating, Piping & Air 
Conditioning. 


Finishing Attains New 
Importance in Wartime 


@ AS a result of the war, many 
changes have had to be made in the 
materials, equipment, and methods 
used for product painting and finish- 
ing. Imported raw materials which 
were always considered necessary in 
the formulation of several important 
finishing materials have ceased to be 
available. Substitute and alternate 
materials had to be found and used. 
This has been done with a remarkable 


degree of success, thanks to chemists 
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CHANGES 








MEAN 
NEW TRANSPORTATION 
and TRAFFIC EXECUTIVES 





is NOW MORE 
IMPORTANT THAN EVER 





Its Broad Coverage — 
Intensive Readership — 
$1590 Subscription — 
assures a responsive 
market for your 
advertising 


W rite today for more detailed information, 
sample copies, and FREE 50-page manual 
entitled, “A Guide to Effective Freight Trans- 
portation Promotion.”’ 


WORLD — 


(WEEKLY) 


422 SO. MARKET ST. * CHICAGO, ILL. 































































WILL 
HISTORY 
KEPEAT 
ITSELF 


in Warm Aur Heating 
and Residential 
Air Conditioning? 


Yeo! ° . 2a for after 


nearly {wo years of war 
and restricted selling, 
here fu hat we find. 















Our most recent survey among top-volume dealers j 
warm air heating and residential air conditionin 
(readers of AMERICAN ARTISAN) is high-lighteghe sur 
on the following page. jo meet 
epair mi 
To us it emphasizes several facts VITAL to any manuffowing a 
facturer who can sell the field now and/or who plan 








to serve the field in the immediate post-war years, 


- Despite two years of war and restricted selling, & 
sirable, long-established dealers — KEY outfi 
which handled the bulk of all installations in pre overnit 
war days — ARE STILL IN BUSINESS! Healers t 


2. As of today, these KEY dealers control a vast jur 
nace replacement business, counting bare essentia 







only. Consider how this present volume will « 
pand when materials are again available in unre a 
stricted quantities — when new home building i¢ 












again permitted. 3 


3. They are also “in on the ground floor” when i@ 
comes to automatic heating. The same applies t 
residential air conditioning — to sheet metal. 


4. All of which indicates, as we see it, just this: 
readers of AMERICAN ARTISAN — KEY dealers 
referred to above —are still close to (and stil 
serving) the needs of home owners and prospec} 
tive owners in their communities. When the fight \ 
ing ends, and buying restrictions lifted, they w4 \ 
the dealer-contractors who will be in A-I position ' 
to take full advantage of the field’s tremendouw 
post-war possibilities. 


Will a representative number of these top-volume pr 
ducers be YOUR dealers when, V-day arrives? | . 
helping to make this hope a reality, your advertisist \ 


placed in AMERICAN ARTISAN can be potent fore 





The January 1944 issue will be, as uv 
AMERICAN ARTISAN’S Annual Directory Numbey 4®° 


x** * 


1! 
KEENEY PUBLISHING a om 


Gir Conditioning Heady oa 


SIX N. MICHIGAN, CHICAGO 2 ro t. 
Also Publishers of Heating, Piping & Air Conditioning 













This Much Furnace Replacement present conditions. But the above figures do give some 

and Repair Business NOW idea of the magnitude of merely the current necessary 
eo — lac i t serv , AMERICAN 

chteffhe survey shows that AMERICAN ARTISAN readers, eS Rae A HS A ae “ 


' ARTISAN dealers. 
o meet what they consider essential replacement and 




























epair needs, NOW require furnace products in the fol- . , ‘ 
. ,' . Also Busy in Automatic Heating 
nanujowing amounts: 


pla 100,000 cast iron furnaces Survey also reveals the importance of AMERICAN 
rs, 30,000 steel furnaces ARTISAN dealers in automatic heating: 
240,000 firepots ' 
370,000 grate bars 70% are servicing oil burning furnaces 
g, de 63,000 grate ranges 57% are servicing conversion oil burners 
oo 50,000 combustion sections 54% are servicing gas furnaces 
mul fu 72% are servicing conversion stokers 


sovernment orders may or may not make it possible for 


L pre Manufacturers of automatic heating and accessory equip- 


lealers to obtain and install all of this equipment under 
ment can make valuable sales contacts from among 


AMERICAN ARTISAN readers. 


Active in Sheet Metal 


These dealer-contractors are important users of sheet 
metal and allied supplies, tools and fabricating machin- 
ery. Today AMERICAN ARTISAN dealers are busy on 


industrial ventilation and blow pipe work, and building 








metal war products. Tomorrow the vast amounts of sheet 
metal required for residential replacement and new con- 
struction jobs will continue to make this group of KEY 
this: NW operators a first-line market. 

salers 

"stil 





still be the top-volume producers. 


spec 

fight, * 

y a Top-Volume Producers Before | 

sition | 

a Pearl Harbor — THEY WILL REPEAT 

Readers of AMERICAN ARTISAN are the dealer- 

contractors who have always handled the bulk of the | 

iy nation’s residential air conditioning, warm air heating | 
| I and sheet metal work. They did it in 1939, 40 and i | 
‘isin *41! Today they are maintaining their same relative I | 

foret position. In the immediate post-war years, they will 

! 

| 
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iit 
Naturals for Complete Air Conditioning 


sal Xesicontial air conditioning has developed around the warm air furnace. Thus the most desirable furnace dealers have 
0 bec the most desirable residential air conditioning dealers. This is evidenced by the fact that AMERICAN ARTISAN 
reac s have to date winter-air-conditioned hundreds of thousands of homes. Unquestionably complete year-round con- 
Hitio. ing (including summer cooling) will make big strides in the post-war years. If you have or will have a suitable 
roc oct, AMERICAN ARTISAN readers deserve first consideration in any plan for building a dealer organization. 
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in the paint, varnish, and lacquer in- 
dustry. 

More mechanized and automatic 
equipment for cleaning surfaces, ap- 
plying the paint, and drying it, had 
to be developed and placed in service 
to meet increased production demands 
in «the face of manpower shortages. 
Spraying, dipping, and roller coating 
machines have all been improved. 
Conveyors are used more extensively 
to move parts and products through 
cleaning machines, through stations 
where the paint is applied, and 
through ovens where it is quickly 
dried. A definite trend is the more 


extensive use of banks of infra-red 
ray lights for quickly drying paint 
and varnish on metal products. 
Manufacture of war products on 
such an extensive national scale has 
resulted in impressing more people 
with the fact that paint coatings are 
essential. The general impression that 
the only purpose of painting products 
was to hide bare surfaces and give 
the articles decorative color has given 
way to definite knowledge that pro- 
tective coatings are absolutely neces- 
sary to protect the surfaces of prod- 
ucts from rapid deterioration by rust, 
corrosion, distortion, or some other 


blast 2 targets with 7 salvo! 


AMERICAN MILLER’S great annual ROLL CALL ISSUE (published in 


January) will “aim™ your advertising volleys at two vast markets 


The first 


of these is the vital victory supporting market represented by grain mills and 


illied processors today 
cessed products 


processors 


The second? 
ind the development of new products by grain and allied 


as axis-dominated territories 


The expanded need for such pro 


are freed 


Processors are making their postwar plans now! And what they are plan 


ning wil 


| be an important part of ROLL CALL editorial contents—material 


that will support your sales gained through ROLL CALL advertising 


What AMERICAN MILLER can deo for YOU 


ref rag 
First comes VeTare You 


to flour mills, feed mills, cereal plants, grain 
g 


can sell production and auxiliary equipment or supplies 


elevators, soybean plants and distilleries 


more easily through AMERICAN MILLER. ROLL CALL and regular issue alike give 


ABC -verified 


Next comes acceptance. It is sufficient 
ve only ABC publication in the grain and milling fields! And renewal of subscriptions 
paragraph 22 of the latest ABC report is shown as the exceptionally high 


indi ated 


erage of all the substantial producers in these vital fields 


point out that AMERICAN MILLER is 


hgure of 64 28% Readers pay tor AMERICAN MILI ER because they look to it as 


in editoria ind Duying gZ ide 
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t 
weight in buying 
lement, AMERICAN FEED TRADE, 
MILLER i ¢ 


irriecs +t 


feed imdustry advertisers a tal of 15,¢ 


r ' | 
the gra and 


leader in its sphere, AMERICAN MILLER 


90° f the media advertising directed to its reader audience 


“EXTRAS” in the ROLL CALL 


ABC-guaranteed copies of the ROLL CALL ars 


take this special (24 times regular issue size) edi 


desks of all men in offices and plants whose word 
In addition, 5,( copies of the sup 
bring all AMERICAN 


l 0 sales trips 


RESERVE SPACE EARLY 


cessing fields are new ar old to 


t 
r sales program will benefit by a full consideration of 
about AMERICAN MILLER and the coming 1944 
ROLI I 


CALL! Get them now. And ask for survey 

aterial concerning the need for your products in 

top markets. Address National Miller Publi 
I $0 So. Wells St., Chicago, III 


type of damage caused by different 
kinds of service and exposure. A ong 
with this fact goes the realiza‘ion, 
too, that surfaces must be chemically 
clean before protective coatings are 
applied, and that the coating material 
must be of the correct type and prop- 
erly conditioned before it is used. 
These trends, developed or acceler- 
ated during stress of war, will aid 
materially in the reconversion to 
peacetime production, in all industries 
using paints, varnishes or lacquers 
for protective, decorative, identifica- 
tion or illumination purposes.—W. H. 
Rone, Editor, Industrial Finishing 


Why There’s Less Gasoline 
For Salesmen 
@ SKYROCKETING military con- 


sumption of gasoline, coupled with 
drastically reduced gasoline production 
because of the necessity of converting 
motor fuel into other badly needed 
petroleum war products, has wiped 
out all gasoline surpluses in the 
United States. This country is now 
short on gasoline, in fact on all oils, 
and is likely to be critically short by 
the spring of 1944. 

The armed forces are now using 
approximately twenty-five million 
gallons every day. Nearly one gallon 
in every three now manufactured east 
of the Rockies goes directly for fight- 
ing. A year ago, 12.5 per cent went 
for military use. Soon, total war needs 
will jump to nearly 40 per cent. 

Gasoline production during _ the 
first nine months of this year was 
4.7 per cent, or 214% million barrels, 
less than a year ago, and 13.6 per cent 
beneath pre-war 1941. The reduction 
of gasoline has been necessary, because 
more and more of that part of each 
barrel of crude oil that formerly went 
into automotive gasoline, is now going 
in aviation gasoline, inte toluene for 
TNT, into butadiene for synthetic 
rubber, and into fuel oil for the ex- 
panding navy, merchant marine, and 
industrial factories. 

As a result, stocks of gasoline in 
the United States are at the lowest 
level in years. October found gaso 
line stocks totaling seventy million 
barrels, down twenty million since the 
end of March this year. 

Despite civilian rationing, consump 
tion of gasoline in September was five 
per cent greater than ian that month 
of 1942. The increase, of course, was 
due to more intensive fighting. The 
great victories in Africa, Sicily and in 
Italy would not have been possible 
without ample gasoline supplies 
Neither could Nazi war plants be 
bombed. — Warren L. Baker, Ei 
tor, The Oil Weekly. 
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GET YOUR COPY 


Manufacturers and Agen- 
cies ... write on your 
letterhead, and we will 
send you a copy ... no 
charge. 


PUTMAN PUBLISHING CO. 


737 N. Michigan, Chicago 11 


Special Study of | 


Postwar Period 


An accurate charting of 
the past and present 
trend of price inflation, 
federal debt, business, 
national income, stocks 
and bond yields, etc. 











Pepubtcos Derracrer 


BERBERT SOOTER FRANKLIN ROBSIVELT 
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Packingtown is on a golden 
pedestal. And crowded 
‘round are suppliers of 
every sort sharing in a vast 
outpouring of purchases. 


For the gigantic packing 
business with $8,500,000,- 
000.00 to spend is riding 
high. Geared to its greatest 
efforts, it is feeding not 
only our vast civilian popu- 
lation, but our armed forces, 
our allies and our prisoners 
and conquered territory. 


If you have anything to sell 
to the meat industry now, 
or will have in the future, 
this is the time to tell your 
story through the advertis- 
ing pages of its official pub- 
lication—T he National Pro- 
visioner. 


You can get the facts about 
its value to advertisers in 
a free brochure, “A Vital 
Industry.” Send for your 


copy now. 
@ 


THE NATIONAL PROVISIONER 


Most important publication in the 
Food Field since 1891 


407 S. Dearborn St. Chicago 5, Ill. 


> —§se ea 
70 





OMEN 


IN INDUSTRIAL 
ADVERTISING 








Epiror’s Note: For a long time INDUS- 
TRIAL MARKETING has felt that too little 
recognition has been given to the women 
in industrial advertising and marketing 


work Long before the war they were 
making noteworthy contributions in this 
field and now they are assuming even heav 


ier burdens and executing them expertly 
So that we may know more about these 
interesting, as well as charming, women 
in industrial advertising, INDUSTRIAL MAR- 
KETING herewith inaugurates a departmen 
in which their backgrounds and achieve 
ments will be recorded 

Miss Stern, the subject of our first 
ketch and who is one of the better known 
women in industrial advertising, has ac- 
cepted the task of finding these women 
and telling about them. Readers are in 
vited to submit the names of women ac 
tively engaged in industrial advertising 
and marketing work to be featured in this 


department 


@ THERE ARE certain generalities 
that seem to cover all the women who 
are in industrial advertising. The first 
of these is that at first meeting, the 
thought flashes through your mind: 
“She certainly doesn’t look like the 
type who would be in industrial ad- 
vertising.” However, if pinned right 
down, it’s hard to say just what is ex- 
pected in the way of appearance in a 
woman in this field. You might ex- 
pect a certain masculinity or even a 
bit of “horseyness,” but after meet- 
ing a representative group of women 
in industrial advertising, you find 
there is nothing to distinguish them 
from women in any other creative 
held, except their ability to hold their 
own in technical discussions. 

Another generality is that most of 
the women in industrial advertising 
entered the field by way of the note- 
book and typewriter; there are sev- 
eral exceptions to this, or course. Of - 
ten a girl is able to carry on after 
the man to whom she has been a 
secretary leaves a company; or she 1S 
offered an executive position by an- 
other concern which is able to see that 
she has the ability to handle such a 
job. 

Henrietta V. Stern is advertising 
manager of Eclipse Air Brush Com- 
pany, Inc., Newark, N. J. She is 
one of those who came up through 
stenography. She was secretary to the 
president of the company, manufac- 
turers of spray equipment and _air- 
motored agitators. Today she handles 
all advertising, publicity, and sales 
promotion. 

If you ask her why she likes the 
work, she explains that she enjoys 
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HENRIETTA V. STERN 


Advertising Manager, Eclipse Air Brush 
Company, Inc., Newark, N. J. 


working in a field where logic is im- 
portant, where all claims have to be 
backed up by proof, and the audience 
you address knows as much if not 
more about the subject than _ the 
writer. You can’t be sloppy in indus- 
trial advertising and get results. Per- 
haps that’s a good reason why more 
women should be engaged in industrial 
advertising work. 

Miss Stern’s work has nothing about 
it that would indicate it was done 
by a woman. For years her letters 
have been signed “H. V. Stern,” and 
replies come back “Dear Mr. Stern.” 
It’s always a surprise when a cus- 
tomer phones or walks in, to find his 
correspondent isn’t a man. After the 
first shock he is able to go on where 
the letters left off. She says that 
in the beginning men resented receiv- 
ing letters signed by a woman but 
now it has worn off to a large ex- 
tent. She feels it is habit, or maybe 4 
little laziness that makes her keep 
signing “H. V.” 

The company’s products makes it 
necessary for Miss Stern to be ac- 
quainted with many fields of activity: 
marine, railroad, leather, contract 
painters, construction, food (grease 
is sprayed on bread pans, icing 1 
sprayed on cakes, etc.), and all types 
of industrials where any coating 1s to 
be applied. In the handling of the 
air-motored agitator, which has 4 
trade name of “Pneumix,” it would 
seem at first that the chemical field 
would be the only one to which to 
advertise. But paint has to be mixed; 


so does milk, ice cream, TNT, and 
many other liquids. The fact that 
the agitator operates with compressed 
air instead of electricity makes it 4 


“natural” to advertise anywhere there 
is an explosion or fire hazard. 

In addition to her job at Eclipse, 
Henrietta Stern is publicity chairman 
for Industrial Marketers of New Jer- 
sey, and is an editor on the IMNJ 
monthly paper “Innings.” She is also 
writing the annual booklet for che 
New Jersey chapter. 
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IDEAS TRANSLATED INTO STEEL 
— WITH WELDING 


, we of The Welding Engineer, 
congratulate an outstanding welding fabri- 
cator, The Edward G. Budd Manufacturing 
Company, and its advertising agency, Lewis 
and Gilman, upon the advertisement repro- 
duced on the opposite page. 


Many of the ideas which are producing to- 
day’s superior weapons of war are made 
possible by Welding. The more than 50,000 
readers of The Welding Engineer—today 
engaged 100% in war production—will 
supervise the welding of peacetime Ideas 
translated into steel. 


THE WELDING ENGINEER 








ideas and Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — 








Dramatized Sampling Enables Salesmen to 


Register 


@ WITH a sincere desire to help 
facilitate war production, as well as 
to promote the sale of Three-M abra- 
sive specialties, G. S. Bond, adver- 
tising manager, industrial division, 
Minnesota Mining & Mfg. Company, 
St. Paul, has launched a dramatized 
sampling campaign. The plan was 
adopted with a realization that most 
prospects are so busy with production 
and supply problems they give but 
little attention to advertising that does 
not get its story over quickly. There- 
fore the advertising for these spe- 
cialties was designed to combine the 
sampling with graphic information on 
their application. 


So far, three folder-booklets have 
been produced featuring products 
which are attached to the front cover, 
thus enabling the prospect to see the 
ictual material, feel it, and test it on 
production jobs. The pieces are all 
produced in red and black, with the 
brown of the products providing a 
third color. 

The folder shown at the top of the 
iccompanying illustration presents 
ubout a foot of Elek-tro-cut Three- 
M-ite cloth spiral wound strips with 
i suggested use featured on the front 
cover. When the folder is opened 
the reader sees an enlarged view of 
the application and a workman using 
the material at a lathe. Another dem- 
onstration is shown on the following 
page with complete specifications and 
prices opposite. Other specialties are 
illustrated on the following spread. 

The folder illustrated in the sec- 
ond row, features ov erlap slotted Elek- 
tro-cut Three-M-ite cloth discs. A 
die-cut of the nose of a portable driil 
with a spindle, fastens under the staple 
holding the sample disc against an 
illustration of a stamping, thus con- 
veying at a glance one of its many 
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Selection of cut-outs and novelty folders which have been used effectively by Minnesota 
Mining & Mfg. Company, St. Paul, to gain special attention of busy buyers for some of its 
specialties. A feature of several of the folders is incorporation of the material in the piece 


uses. This is elaborated on the in- 
side spread of the card folder. 

Three-M-ite cloth overrun bands 
are promoted with a sixteen-page 
booklet with two samples attached to 
the front cover, as shown in the 
lower right of the illustration. Each 
page shows the product in typical 
applications with bleed pictures and 
short captions. 

Supplementing these sampling pieces 
are groups of die-cut booklets on 
bench type and floor model back- 


stand equipment which visualizes the 
use of 3-M abrasives and segment 
face wheels. The cover of these 
pieces shown in the lower left of th 
illustration are of heavy stock so they 
will stand on the prospect’s desk, 
which enables the salesman to make 
more unusual presentation. 

The pieces were designed primaril 
for salesmen’s use and have prove! 
unusual attention getters. Placed on 
prospect’s desk, there is somethin; 
about samples that creates curiosit 
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FUTURE PLANNING 


must include planning for REconversion 


EW EQUIPMENT DIGEST is doing a 
N valuable job today for those who 
are planning for tomorrow—giving all 
branches of industry the collected facts 
regarding new equipment, new proc- 
esses, new methods and materials— 
factual data that will enable manu- 
facturers to formulate new production 
plans for the reconversion days which 


lie ahead immediately after victory. 





MARKET PLANNING 





must also undergo 
REconversion 
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For example, the Latin American market must 
be explored and evaluated. For this purpose, 
Revista Industrial offers the opportunity to 
check potential sales by means of actual 
inquiries from every country “south of the 
border”. The proved New Equipment Digest 
inquiry system is used in Revista Industrial 


with equally successful results. 


Two editions are published — Portuguese for 
Brazil and Spanish for the other Latin American 
countries. Over 20,000 copies are distributed 
monthly to all types of industrial plants 
and commercial establishments in South and 


Central America, Mexico and the West Indies. 


NEW EQUIPMENT DIGEST 


Affiliated with The Penton Publishing Company 


ENTON BUILDING . CLEVELAND 183, OHIO 
W YORK (17): 110 E. 42nd Street © PHILADELPHIA (43): 4618 Larchwood Ave. © CHICAGO (11): 520 N. Michigan Ave. © LOS ANGELES (4): 130 N. New Hampshire Ave. 








NDUSTRIAL MARKETING, November, 1943 75 



























enero 


MY WAR BOND RECORD 


BAe 


These two sales promotion pieces were designed by Snap-on Tools Corporation, Kenosha, 
Wis., as good will builders and have worked effectively. 
back of a red, white, and blue envelope in which to keep and record War Bonds. The small 







WAR BONDS HELP BUILD 
TOOLS FoR 
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peat reguier Snap-on Ser 
cotme as requle? 
“rally Mm persiote + 


Beprerentative hex aor bond 
“10. 100 Gr0 finding * pre 
Dodly cunded service teeth 
FREE he gevernment hex fous 


card at the left is a schedule of all transportation through Kenosha given to visitors to the 
company's office. Both these pieces are rendering similar services in promoting good will 


Sales Promotion. . 





and it isn’t long until they are picked 
up and examined and the question 
asked: “What is this?” This pro 
vides a natural opening for the sales 
man to tell his story. 


+ 


War Bond Envelope and 

Time Card Are Popular 

@ IN THESE busy days, helping 
people care for their War Bonds and 


providing accurate and handy train 


information is sure to build good will, 
as George A. Smith, advertising man- 
ager, Snap-on Tools Corporation, Ken- 
osha, Wis., will attest. 

Capitalizing on these situations, he 
has produced a vivid red, white, and 
blue envelope with  string-fastened 
flap to hold twelve War Bonds, and 
1 vest pocket size round-corner card 
on which is printed in red and black 
a schedule of all trains, steam and 
through Kenosha 


electric, running 





Regional managers of The White Motor Company met again last month in Cleveland to 
prepare a more intensive service program in behalf of truck operators as a continuation of 
ts preventive maintenance campaign. White's entire sales staff is devoted to the job of keep- 
ng customers’ trucks in condition for the big transportation task being handled by truckers 
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In the background are front and 






from Chicago and Milwaukee. 


though unrelated, both pieces are ren- 


dering similar services in promoti 
good will. 

The bond envelopes are supplied « 
the company’s distributors and de 
ers to be presented to their custor 
ers by the salesmen. The front 
the envelope provides a record of t 
bonds enclosed, and 
workman 
“guard your hand tools as carefully 
~ ae 


another time 


bottom reminds the 
you do your War Bonds 
closing flap carries 
thought, while underneath it, is spac 
for the owner’s name and address, 
assure return of the envelope in ca 
it is lost. 

The back of the envelope provid 
space for a peacetime want list, wit 
the first item entered in red: “A new 
set of Snap-on service tools and chest 
In a color panel below is a messarc 
explaining the reasons for not being 
able to render customary service and 
announcing that new Snap-on tools 
are being designed for postwar pro 
duction, and buying War Bonds now 
is a good way to prepare for thei: 
purchase when peace comes. Spac« 
is provided at the bottom for im 


printing. 


The little timetable card is handed 
to each visitor to the company’s offices 
and plant by the receptionist so they 
will have accurate information on 
transportation and can plan their time 
accordingly. The idea has been ex 
ceptionally well received and acknow! 
edged in many cases by mail. 

Thus, little things, if thoughtful, 
are greatly appreciated and go a long 


way toward building good will. 
Le | | : 
- 
“i 
Ep; 
’ 












One of a series of "New Departure Pin-Up- 
Girl" posters being distributed to service 
men by New Departure Division, Genera! 
Motors Sales Corporation. Lithographed 
in 8YaxIl-in. size. The name of the subject 
and credit line, and “New Departure Pin 
Up-Girl” is only tie-up with the company 
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PROBLEMS 
INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Getting and Keeping 
Workers 


We manufacture building materials 
which are sold both for commercial 
and domestic use. Because these prod- 
ucts are so far removed from direct 
utilization in connection with the war, 
we are finding it hard not only to 
keep our workers but to get replace- 
ments, which is becoming serious since 
we still can sell our products, but may 
soon have difficulty producing suf- 
ficient because of this labor problem. 
Now management is turning to the 
advertising department for help. What 
can we do? 

ADVERTISING MANAGER. 


Many advertising departments have 
been coéperating for some time with 
the personnel department in the pro- 
curement of new employes. Methods 
used are: 

1. Letters, folders, booklets, and 
posters are prepared and used with 
your present workers to show them 
how essential your products are in 
providing housing for war workers, 
plants for war production, warehouses 
for war supplies, cantonments, recon- 
ditioning old establishments for hous- 
ing and production, for farm build- 
ings which are essential to the pro- 
food not only for the 
armed forces but for war workers. Do 
a good job of dramatizing all these 
features with pictures and remind 
your workers that everyone can not 
be building the actual fighting 
weapons of war or else there would 
be no facilities for use in their produc- 
tion or to house and feed those who 
make them. Some of us must do the 
less glamorous but, nevertheless, es- 

itial work in this war. 


duction of 


2. Check up on one of your local 

lio stations. Radio time has proven 
quite effective in attracting help. [See 
May °43, p. 41.] 

Work closely with your local 
S. Employment Office as they, no 
bt, can help you. 


+. Classified newspaper space has 
ys been used. Perhaps you could 
display space without too great 
increase in Cost. 

Some companies are offering a 
ius to employes who bring in new 


workers, provided they stay a certain 
length of time. 

6. Another method includes war 
production movies in your plant or in 
neighborhood lots. Handbills are dis- 
tributed, the crowd collects, the 
movies are shown, your personnel 
manager makes a plea for workers and 
a small percentage of new workers 
show up at his office in the morning. 

7. Several companies have used di- 
rect mail with reasonable success. 
They write letters to a large portion 
of the people in their general vicinity, 
inquiring for part-time from young 
boys, housewives, and others. So many 
persons who have never worked before 
take no action unless they are per- 
sonally addressed. When the plea 
comes to them in a direct way, they 
begin to think seriously for the first 
time that perhaps even they can help. 


Wartime Budget Planning 


There are so many different situa- 
tions that may come up next year, I 
am having a difficult time preparing 
my budget for 1944. Has anyone 
doped out a flexible method that can 
secure an OK from even the most con- 
servative management? 

ADVERTISING MANAGER. 


The 1944 budget does represent a 
difficult problem. However, as neither 
you nor your management know when 
the war will be over, it is well to pre- 
pare your budget first on the basis of 
situations as they seem to be shaping 
during present conditions. As almost 
all advertising departments in the in- 
dustrial field are carrying on their cur- 
rent work on a sustaining basis, it is 
also necessary to continually keep in 
mind what would happen if the war 
should end. So, included in your bud- 
get will not only be your current serv- 
ice and wartime advertising, but every 
bit of material you want to prepare 
now in readiness for the big change- 
over. This can easily be marked on 
the budget so that any single item can 
be taken out by management if they 
believe you have gone too far. 

Some advertising managers are pre- 
paring two entirely different budgets: 
one which will be used up to the end 
of the European war, or to the end of 
the period of scarcity, and another 
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for VISUAL 
PRESENTATION 
to all concerned 


Visual presentations to all de- 
partments are easily accom- 
plished with A-PE-CO photo- 
copies. All have the same photo- 
exact information. Layout ideas 
are photo-copied in faithful de- 
tail. Testimonial letters, in 
A-PE-CO photo-copy form, are 
distributed economically to the 
sales force. Let us show you how 
easy it is to make A-PE-CO 
photo-copies. This small invest- 
ment pays big dividends. Ask us 
to show you. 


A-PE-CO Aor 


PHOTO-COPYER 


$5500 


PLUS TAX 


Extra Copies of 
Charts? 


Many ad-men need extra copies 
of graphs and other diagrams for 
presentation to clients and pros- 
pects. A-PE-CO _ photo-copies 
give them photo-exact copies 
quickly of anything written, 
printed, drawn or photographed. 
A-PE-CO  photo-copies_ direct 
from blueprints. 


No Camera—No Film— 
Easy to Use 
Any employee quickly becomes ex- 
pert. Use A-PE-CO on any desk or 
table. No moving parts. Saves other 
equipment. Conserves man-hours. 
Low cost per copy. Lowest invest 
ment in equipment. Get all the 
facts. Immediate delivery. Represen- 
tatives in principal cities and Can- 


ada. Write for A-PE-CO folder 


AMERICAN PHOTOCOPY 
EQUIPMENT CO. 


2849 N. Clark St., Dept. KB-11 
Chicago 14, Ill. 


Fight wiTH WAR BONDs 








Do You Need 
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complete budget and schedule to gu 
into effect the moment competitive 
conditions return. In all cases it is 
helpful to show the past year in the 
first column with the figures for the 
coming year in the second column, 
providing the years are comparable. 
In the case of the postwar or com- 
petitive period budget, it is well to 
show also the last competitive year— 
again in case it is comparative. De- 
pending upon the type of manage- 
ment, some advertising managers also 
find it of advantage to include in their 
budgets a minimum practical column, 
along with a liberal or suggested col- 


umn of figures. This permits manage- 
ment to go all-out on activities or 
media they like and hold back on 
media in which they are not so inter- 
ested. Many times it gives the ad- 
vertising department a better over-all 
budget although in case of manage- 
ment changes, it is always important 
to see that you maintain reasonable 
balance. 


McCormick to American Hoist 
R. H 


vertising 


McCormick has resigned as ad 
manager, Vascoloy-Hamet Cor- 


poration, North Chicago, Ill., to become 
American Hoist & 


advertising manager, 
Derrick Company, St. Paul 


Announcing 


‘BLUEPRINTS OF POST-WAR REALITIES’ 


... anew monthly Service giving practi- 
cal, usable data on immediate post-Victory 


developments in heating, ventilating, air 


conditioning and refrigeration. 


Beginning with January, each issue of 
HEATING and VENTILATING during 
1944 will feature a BLUEPRINT OF 
POST-WAR REALITIES. Each BLUE- 
PRINT will consist of a comprehensive 
discussion of the post-Victory aspects 
of some important phase of heating, 
ventilating, air conditioning and re- 
frigeration. Emphasis will be on the 
word “realities; the BLUEPRINTS will 
not be Jules Verne fantasies of a brave 
new world to come in fifty years (or 
even ten, or five), but brass-tacks data 
on develooments that are already defi- 
nitely in the making, that will mate- 
rialize as soon as peace comes. “Feet 
on the ground” will be the watch- 
word, generalizations and airy hypo- 
theses taboo; detailed engineering 
facts—and, if at all possible, drawings, 
tables and photographs—will always 
be included. Each BLUEPRINT will be 


HEATING and 


148 Lafayette Street 


compiled by an outstanding authority 
of national prominence in the particu- 
lar field under discussion. No com- 
plete list of subjects is available in 
advance, since timeliness will largely 
dictate their selection. 


The haziness of much of the current 
“post-war” theorizing will, we feel, 
earn for these factual BLUEPRINTS OF 
POST-WAR REALITIES a friendly wel- 
come among the audience they reach 
. .. the engineers, contractors and gov- 
ernment officials who control (and will 
centrol after Victory) the design, speci- 
fication, installation and maintenance 
of heating, ventilating, air condition- 
ing and refrigeration. Advertising 
space on pages facing the editorial 
matter of the BLUEPRINTS will be 
available to manufacturers of equip- 
ment germane to the subject of each 
discussion. 


VENTILATING 


New York 13, N. Y. 


Commercial Advertising Agency 
Now Gebhardt & none at Inc. 


An agency name well known in jn- 
dustrial advertising circles in the Chicago 
area passed into oblivion Nov. 1, when 
Commercial Advertising Agency, Inc., be- 
came Gebhardt & Brockson, Inc. The 
twenty-one year old agency will now be 
headed by E. A. Gebhardt as president, 
and .W. I. Brockson, as vice-president, 
both of whom have for years been promi- 
nent in the activities of the National! In- 
dustrial Advertisers Association and its 
Chicago chapter. 

Other members of the staff wili include: 
Lewis M. Williams, previously with Wil- 
liams and Cunnyngham and The Buchen 
Company; F. William Plumber, well 
known industrial designer formerly of 
Floing-Plumber; Fred Livingston; Joseph 
Rawlings; O. S. Pearson; A. C. Anderson: 
and H. C. Blau. 


E. A. GEBHARDT W. |. BROCKSON 


Mr. Gebhardt began his career in 1906 
as an artist's apprentice with the organ- 
ization which later developed into Com- 
mercial Advertising Agency, Inc He 
progressed through several positions, in- 
cluding artist, production man, salesman, 
sales promotion specialist and to agency 
executive. For eight years he held vari 
ous offices in the Chicago Industrial Ad 
vertisers Association as director, secretary, 
and vice-president in charge of programs 
In the NIAA he has served on several 
committees, such as budget survey, visual 
presentations, and the special committee 
to plan the association’s part in war 
He was a member of INDUSTRIAL MarR’ 
KETING 1940 Jury of Awards for edi- 
torial achievement. In the Central Lions 
Club of Chicago he has long been an 
active worker, being chairman of the mem 
bership committee and member of board 
of governors In Lions circles he is 
known as “Prince of Sales.” 

Prior to joining Commercial Advertis: 
ing Agency, Inc., in 1934, Mr. Brockson 
was for nine years advertising and sales 
promotion manager of Steel Sales Cor: 
poration, Chicago. Previously he was a 
sales manager operating in the farm mar 
ket He has held the following ‘extra’ 
curricular” positions: President of the En 
gineering Advertising Association (now 
Chicago Industrial Advertisers Associa’ 
tion): director of NIAA; chairman oi 
two committees and for six years a direc 
tor of the Chicago Federated Advertising 
Club; for four years a member of the 
Evening School Faculty, Central YMC 
College; writer of articles published 
business papers; chairman of the M 
west chapter of Ellis Plan Agencies: 
regional director of Afhliated Advertis 
Agencies Network 


Van Duzer Joins "Motorship" 

E. M. Van Duzer, former 
editor of Hat Life, has joined the ¢ 
torial staff of Motorship. 


associ 
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LETTERS 





TO THE EDITOR 


Readers are invited to use this department in which to express their views 
subjects which have been treated in these pages or any which may be 
interest to industrial marketing men. Correspondence for publication must 
signed as a matter of good faith, but identity will be withheld if request 





TIMELY 


To THe Eprror: I read with keen 
interest the article, “How Should 
Postwar Surpluses Be Marketed?” in 
the October issue of your publication. 

Our Committee is holding hearings 
on this particular question at this time 
in order to secure the views of the 
various agency chiefs and represen- 
tatives of industry. For that reason, 
[ am very glad to have had the privi- 
lege of reading this particular article. 

Enclosed herewith please find copy 
of hearings already held by us on this 
question, at which Secretary Jesse H. 
Jones of the Department of Com- 
merce, and Under Secretary James V. 
Forrestal of the Navy were two of 
the witnesses. 

Wright PATMAN, 
Chairman, Select Committee on Small 
Business of the House of Representa- 
tives, Washington, D. C. 
TV 


USEFUL JOB 
To tHe Eprror: I think you have 
done a useful job in your October 
issue in discussing the war surplus 
problem, because business men should 
be giving constructive thought to the 
effect on employment if surplus prod- 
ucts are not distributed in accordance 
with sound policies. 
T. W. Howarp, 
Manager, Department of Manufacture, 
Chamber of Commerce of the U.S.A., 
Washington, D. C. 
i 


DISTRIBUTION OF SURPLUSES 

To tHe Eprror: For a variety of 
reasons, I have a great personal in- 
terest in the job of reconversion of 
our country to a peacetime basis. The 
article in your October issue on the 
distribution of surplus equipment 
after the war seems to me a very clear 
presentation of the problem and some 
possible solutions. 

Your statement as to the position 
of the Redistribution Division of the 
War Production Board is definitely 
correct. Our entire concern is with 
the maximum utilization of the things 
on hand now, in order that the great- 
est output of war and other essential 
end products can take place currently. 


It seems clear to me that anything 


we can do now to pull down sales of 
idle property, whether it be material 
or highly fabricated components or 
parts, would that much ease the prob- 
lem that will confront us at some 
later date. It seems to me that with 
the Controlled Materials Plan func- 
tioning better all the time, and hence 
assuring a more dependable supply of 
materials, it will be possible for man- 
ufacturers as well as claimant agencies 
to review again their inventory levels 
and perhaps succeed in operating with 
safety on lower levels. 

I believe the decentralizing plan of 
redistribution on the regional and dis- 
trict level as the basic level should be 
quite effective in securing the move- 
ment of excesses into use quickly with 
the minimum of paper pushing and 
delay. It will, of course, depend to 
some degree upon the willingness of 
holders of idle material to let its ex- 
istence be known and to make it 
available, and will depend also upon 
people using such material and prop- 
erty being willing to accept supplies 
from fortuitous sources. 

C. R. Baxter, Cor. A.U.S., 
Director, Redistribution Division, War 
Production Board, Washington, D. C. 


a 3 


AND IT GETS RESULTS 

To rHe Eprror: Page 96 of your 
October issue turned out to be a very 
pleasant surprise to us. The amount 
of space given by The Copy Chasers 
to our effort to acquaint American 
industry with our “totally different 
kind of cutting tools,” as well as the 
nice things they had to say about it, 
was very sincerely appreciated by the 
writer. All the more so because this 
advertising campaign is not yet one 
year old. It started from scratch 
using small space in a few books and 
it has been steadily and consistently 
built up month by month. 

As you will see by the accompany- 
ing proofs, our effort at all times has 
been to make the advertisements as 
informative as possible and at the 
same time to tie in with the Tool 
Conservation Program of the War 
Production Board. The proofs at 
tached are typical of the ads from th 
original conception of the campaig 
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— Research, Copy and Export for im- 
proved service to wartime advertisers 
and preparedness for peace. 
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ut fortunate our) particular combinat of office 
conferences, field contacts and participation in the 
planning of over forty important manufacturer-clients 
serves the same purpose. It has been producing reliable 
results for these companies consistently during 15 years 
of stormy weather. We were on deck with 21 of them 
while they weathered the depression—and again when 
34 converted to over 50% war production. Under these 
circumstances we developed a seasoned organization— 










OUR OWN VICTORY PLANNING an impressive clientele—an alert sense of the future. 
Evans Associates have recently ex- Today we are setting up a postwar world to begin 
panded the personnel of 3 Departments at 12 midnight of V-Day. Our current objective is to 


hold each client in the best practical relation to his 
markets for immediate re-conversion as the smoke clears 
away. It is not too soon to blueprint the new lines of 
improved machinery and technical devices—for we can 
already see enough to be convinced this new world is 
worth supreme efforts of preparedness. 


us mail you" Business Forum” 
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lished frequently for clients. 
— EVANS ASSOCIATES, INC. 


307 NORTH MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 
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ee 


until the current full page advertise- 
ments. 

You may be interested to know 
that the ads are doing the job that 
they were planned to do and therefore, 
the award of your star makes us feel 
very happy. 

Leonarp A. WHEELER, 
Advertising Manager, Robert H. 
Clark Company, Los Angeles. 


vvyv 
COPY SHOULD MERIT ITS SPACE 
To tHe Eprror: In your editorial 


page in October you comment upon a 
study by NIAA on the proportion of 
editorial to advertising in  publica- 





tions. Here’s a thought in that con- 
nection. 

Editorial is being condensed in favor 
of retaining advertising pages without 
any question and some may look upon 
this move as an effort on the part of 
publications to maintain revenue. 
Right enough, but that is not all of 
the story by a long way as you will 
agree when you consider the pressure 
being brought by advertisers, old and 
new, to include all of the space they 
want to buy in any given issue. 


If NIAA investigates the shrinkage 
in editorial alone they will do only 
half of the job. They will do it all 





An impartial study of a cross-section of American 
Industry reveals a huge decision-making group of tre- 


mendous buying influence. 


Few executives, sales or ad- 


vertising managers ever realized that this group practi- 
cally dictates as much as 64.7°/, of the purchases of 
tools, machinery, supplies and equipment. 


Write for Your Free Copy 


Study the complete breakdown showing where foremen, 
supervisors, and department heads guide the purchases in 29 
major lines. We feel that it will be of definite value to you 
in determining both present and future approaches to sales 


and advertising. 
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95 MADISON AVENUE 
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if they will also investigate the adver- 
tising copy by the advertisers who are 
bringing about the shrinkage pressure, 

Paralleling your editorial is an arti- 
cle in Printers Ink, page 17, Oct. 
8, under the title, “Space for A\!.” 
Here the methods employed by pub- 
lications are criticized by C. J. 
Cutajar. 

Seems to me that NIAA, or even 
better your own Copy Chasers, might 
investigate current advertising and es- 
tablish a set of measures for worth 
whileness on which the hard pressed 
publication could accept advertising 
copy. 

If we could have such a set of meas- 
ures from an impartial source we 
would be in very much better posi- 
tion than we are right now. 

W. E. Irisn, 
Editor, Industrial Equipment News, 
New York. 
vvy 


WHAT WAR MESSAGE? 

To THe Copy CHasers: May we 
compliment you for your stand on 
business paper space? Few have the 
“intestinal fortitude” to state the 
facts. 

We were further pleased to see your 
stand on “Including a War Message.” 
The silly attempts to ring in “Buy 
Bonds Today” in so many business 
paper ads seems almost maudlin. 

For example—here’s a reaction | 
had to General Motors’ advertising: 
Its theme “Victory is Our Business” 
coupled with “Buy Bonds” results in 
the reaction, “Buy Bonds for General 
Motors.” 

Hope you will continue to maintain 
the same critical attitude toward in- 
dustrial advertising. You are doing 
a good job. 

SPENCER W. CuRTIss, 

President, Spencer W. Curtiss, Inc., 

San Francisco. 
vvyv 


PAPER SHORTAGE AND CIRCULATIONS 

To THE Eprror: I have been very 
much interested in your editorial in 
the October issue: “Will Paper Short- 
age Improve Circulation?” 

I think I can answer that one. It 
won’t, per se. It provides the incen- 
tive but not the mechanism. There 
is less reason or no reason at all to 
tolerate circulation waste or padding. 
The publisher’s problem is to locate 
the waste. If he’s at all intelligent, 
he knows it’s there. 

With the tremendous dislocation 
that has taken place, and is still ta 
ing place, of individuals, families, and 
businesses, there is bound to be a lot 
of waste, particularly in subscription 
lists. 

When a man goes to war, for i 
stance, he has a lot of other things on 
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forking can make them! 











;. . iow ‘allocated 125,000 tons of steel in the last quarter of '43 
for the manufacture of a variety of important civilian items, it wasn’t 


the opening gun of a premature manufacturing spree. Just a reinforce- 
ment of critical deficiencies in items needed to keep our domestic econ- 
omy perking. Coffee pots, pins, needles, garbage cans, stoves, bobby 
pins, bedsprings and hot water heaters will rush to the rescue of the 
home front. A drop in the bucket... but one which should ripple out 
to the recognition of every manufacturer selling to Metal-Working. 


Reaching, 4s it does, into practically every phase of living, 
the vast Metal-Working industry is one to be constantly 


reckoned with . . . in war, or peace, or what lies between. 


Right now it is pre-occupied with the business of making 
munitions . . . deviating here and there, as needs arise, to 
plug gaps in transportation, farm equipment, household 


goods and other can’t-do-withouts. 


We're nowhere near a resumption of “manufacturing as 
usual’, but we're a lot more able than most people think 
to turn out quickly America’s basic metal goods. Metal- 
Working is intensely alive . . . buying this, trying that, build- 
ing our armed might in quantities never known before. At 
the drop of an edict various divisions of Metal-Working are 
able, because of their war-whetted skill, to plunge back into 


peacetime manufacture. 


AMERICAN 
MACHINIST 


What does this mean to those who sell materials, parts, 
tools, shop supplies and machinery? Simply that things are 
going on every day; decisions are being made now which 


can affect the future of entire firms in the years to come. 


Reconversion of Metal-Working, all signs say, will not 
start at the stroke of a treaty-signing pen. It will come 
gradually, here and there, building up momentum. And 
thus, although it is folly these days to predict, it should be 
one of the steadiest and soonest of markets. 


The men in Metal-Working who exert a prime influence 
in the buying of products for their plants are the production 
executives, American Machinist reaches more of them, net 
paid subscribers, than any other publication in the field, by 
several thousands. Advertising in this technical influencer 


is the best of tactics . . . wartime, peacetime, anytime. 


A McGRAW-HILL PUBLICATION 
330 W. 42nd St., New York 18, N.Y. 
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his mind besides notifying the maga- 
zines and business papers he subscribes 
to, and in most cases he couldn’t give 
them a new address if he wanted to. 
Perhaps somebody else reads his copy, 
perhaps not. 

The Post Office does not, as many 
people imagine, automatically clear 
these changes. If the copy is not 
passed back to the postman there is 
nothing we can do about it. 

With our publisher clientele we are 
able to tell them quite precisely just 
how much of this waste they are in- 


taking all precautions to avoid waste 
of every kind, they are probably bet- 
ter off than the average. 

From the vantage point we have I 
think I’m safe in estimating that if 
this waste could be eliminated 
throughout the whole business paper 
field the next necessary paper cut 
would be automatically taken care of. 
I am also sanguine enough to think 
that the right kind of codperation be- 
tween the publishers and the Post Of- 
fice, and between the publishers and 
their competitors, would turn the 


curring, and as our clients are natur- trick. 
ally the kind of publishers who are A few months ago I got a brain 


ss 
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HAVE 
YOU, TOO, 
GOT Wi 


WAR-WORRY- KEES 


Never an easy job, being a publisher these days is enough to 
make anyone gray-haired and possessed of a bad case of “nerves.” 

Indeed, with regulations and shortages popping up, and rumor and 
counter-rumor impishly spreading confusion, it’s not to be wondered 
at that publishers develop acute cases of “war-worry-itis.” 

How well we know! For, as we've said before, WNU is on the 
printing end of as fine and as diversified a list of business publica- 
tions as can be found under most any printer’s roof. We know what 
publishers are up against and like to help work out their problems. 


For it’s our “bread and butter,” too. 


Here’s the thought we want to leave with you: If you feel your 
printer isn't doing quite the job for you that he should or could, a 
frank discussion with a WNU representative is in order. Just say when. 


Publishers who have been buying their printing out-state are beginning 
to realize how much more to their advantage it is now to have their 
publications handled by a conveniently located Chicago printer. The 
time factor alone — later closing, no aggravating delays on copy, cuts 
and proofs “lost in transit” — frequently means substantial additional 
revenue. There ARE many advantages. Shall we talk about them? 







PUBLICATION DEPARTMENT 


WESTERN NEWSPAPER UNION 


HAYmarket 6100 
210 SOUTH DESPLAINES STREET 
Chicago 6 









storm and wrote a letter to the WPR. 
copy of which I enclose. I got , 
polite acknowledgment but I didn’t 
think anything would be done about 
it and I don’t now. It’s too practical 
and too simple. 

However, IF the publishers’ associa- 
tions would bestir themselves to do 
something practical and simple and 
the lions and the lambs—meaning the 
competing publishers—would lie down 
together for a spell, something pos- 
sibly might be accomplished. 

Roy O. EastMan, 

The Eastman Research Association, 


New York. 


[CONTINUED FROM PaGE 28] 


Cartoons Do A War Job 


for these whispers to reach the ears 
of the labor-management committee. 

Behind the whispers is the credulity 
that any gal as simple as Simple Sal 
and any ham as witless as Witless 
Willie should remain on the payroll 
after months of such rambuctious 
blundering as to cause any  well- 
groomed top-kick in overalls to ex- 
plode. 

So what! 

Again the problem was a headache 
for the advertising department—until 
somebody thought of Winny and 
said: “Now that Simple Sal and Wit- 
less Willie have, to all intents and pur- 
poses, improved their work, let’s as- 
sign Winny the War Worker to duty 
in the shop posters. Her job will be 
to show new employes the right way 
of doing things.” 

Winny is working full time for 
Uncle Sam now—not only in local 
newspapers as a scolder of war work 
procrastinators, but throughout the 
plants as a charming instructor. 

Pretty, graceful, eternally feminine 
and always production-minded, she’s 
a guiding star for new female em- 
ployes and a winner of whistles of 
approval from the men. 

So what! 

Say it with a smile and coéperation 
will be your reward. 


Erwin-Wasey Establishes 
West Coast Industrial Department 


Erwin, Wasey & Co., has organized 
an industrial department to serve clients 
in its Los Angeles, San Francisco, and 
Seattle offices. The new department, with 
headquarters in Los Angeles, will be 
der the supervision of Roy F. Irvin 


“Mill & Factory" 
Advances Harrington 

Carl C. Harrington, managing editor, 
Mill & Factory, has been appointed editor 
of the magazine. Edward J. Clement |as 
joined the staff of the publication as 4s 
sociate editor 
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JOHN H. KUNKEL 


The Petroleum Engineer has added to its staff 
24 years of experience in the oil and gas in- 
dustry. Editor John H. Kunkel’s experience is 
widespread and well-balanced. He'll furnish a 
new and authoritative viewpoint on refinery 
problems; as well as research devoted to new 
processes, new methods, new equipment, and 
new metals, 


Mr. Kunkel comes to The Petroleum Engineer 
from the Fluor Corporation. He formerly con- 
ducted his own business, following a connec- 
tion with the Transcontinental Oil Company 
of Pittsburgh. For a time, after attending the 
University of Pittsburgh, Kunkel also was 
associated with the Ruud Manufacturing 
Company. 


As an executive of the Liquefied Petroleum 


NEW YORK, N. Y. 
Roger Motheral , 
7545 Kessel Street L 
Forest Hills, Long Island, N. Y. 
Telephone BOulevard 8-2959 





THE PETROLEUM ENGINEER, DALLAS, TEXAS 
THE MAGAZINE OF METHODS FOR OPERATING MEN 
CHICAGO, ILL. 
; E. V. Perkins 
330 South Wells Street 
Telephone HARrison 1843 



























Gas Association, Inc., (Pacifie Coast Sectio 
... the California Natural Gasoline Associ 
tion... the Industrial Marketers of Southern 
California ... Industrial Advertising Associa- 
tion of Southern California... and National 
Industrial Advertisers Association, Inc., Editor 
Kunkel authored many papers on diversified 
oil and gas subjects. He knows from experi- 
ence what refinery and research problems 
give industry the greatest concern. Through 
the pages of The Petroleum Engineer, he'll 
conduct comprehensive discussions of these 
subjects. 


Mr. Kunkel is located in the new Petroleum 
Engineer offices at 52 Vanderbilt Avenue, 
New York City. He cordially invites you to 
consult with him on your current refinery and 
research problems. 


LOS ANGELES, CALIF. 
R. C. Wipperman 


518 North Sweetzer 
Telephone Webster 9617 











Advertising Wolume for October Issues of Business Papers 


Unless otherwise noted, all publications are monthiies and have standard 7x10 type page 


Pages 
industrial Group 1943 1942 
Aero Digest 355 246 
Air Conditioning & iefrig 
eration News (w) (114%%x 


16) 26 18 
American Aviation (bi-w) 103 58 
American Builder & Build 

ing Age 118 66 
The American City 79 60 
American Machinist (bi-w) *)/532 $*7646 
Arch. .tectural Forum 120 78 
Architectural Record 60 46 
Automotive & Aviation In 

dustries (bi-w) 268 §242 
Aviation 71 243 
Bakers’ Helper (e.0.w.) 108 98 
Brick & Clay Record *17 °22 
Bus Transportation 101 71 
The Canner (w) ° *6S 
Ceramic Industry *4 *4° 


Chemical & Engineering 
News i9 46 





Chemical Industries *9 *88 
Chemical €& Metallurgical 

Engineering 280 207 
Civil Engineering 33 29 
Coal Age 102 104 
Construction Digest (bi-w) 76 70 
Construction Methods (8% 

x12) 107 $92 
Contractors & Engineers 

Monthly (9% x14) 10 30 
Cotton 146 $19¢ 
Diesel Progress (8%x11) 64 47 
Electric Light & Power 65 62 
Electrical Contracting 92 s4 
Electrical South 28 25 
Electrical West 61 54 
Electrical World (w) $258 $238 
Electronics 238 *101 
Engineering & Mining 

Journal 125 94 
Engineering News-Record 

(w) §*\|314 §*t283 
Factory Management & 

Maintenance 317 241 
Fire Engineering 37 23 
Food Industries 122 91 
The Foundry 174 133 
Gas $45 $32 
Gas Age (bi-w) §*89 $°76 
Heating. Piping & Air Con 

ditioning 98 73 
Heating & Ventilat ‘ng 44 34 
Industrial & Engineering 

Chemistry (two editions) 165 126 
Industrial Finishing (44x 

6%) 59 48 
Industry and Power 121 87 
Industry and Welding (4%x 

6%) ‘ 67 
Iron Age (w) */689 
Laundry Age (semi-mo) °*72 
Machine Design 243 183 
Machine Tool Blue Book 

f{4ex6lg) 40 257 
Machinery 326 310 
Manufacturers Record §103 40 
Marine Engineering & Ship 

ping Review 299 §281 
Mechanical Engineering 92 64 
Mechanization (4-13/16x 

7-5/16) 76 if 
Metal Finishing 7 Hs 
Metal Progress 254 295 








Pages 
1943 1942 
Metals and Alloys 235 184 
Mill & bactory seen 264 212 
Mill Supplies - a 170 i31 
Mining and Metallurgy .. 23 20 
Modern Machine Shop (4% 
x6%) .... eae . 833 313 
Modern Packaging ‘4 60 
Modern Plastics 122 75 
National Carbonator & a 
sottier ; 83 57 
National Petroleum News Zs 
(w) : , i7 56 
National Provisioner (w). . $169 150 
New Pencil Po.nts . 52 53 
Oil & Gas Journal] (w) §*300 *248 
Oil Weekly (w) , seen Gee *118 
Paper Industry & Paper x ue 
World ‘ 66 
Paper Mill News (w) § 28 
Paper Trade Journal (w) $*t151 
Petroleum Engineer $100 
Petroleum Refiner 29% 
Pit & Quarry #56 
Power 211 
Power Plant Engineering 117 
Practical Builder (104%x15) 14 
Print.ng 46 
Product Engineering .. *154 
Products Finishing (4%x 
Same accccess rye ae 51 47 
PUPGROEEE ccccccccsceccess 214 142 
Raluway Age (w) : 206 t175 
Railway Purchases & aA a 
Stores 76 58 
Roads & Streets 59 4 
Rock Products 69 65 
Southern Power & Industry 147 22 
Steel (w) : , §/|492 $405 
Supervision 18 12 
Telephone Engineer $65 $5s 
Telephony (w) $*1t136 §*/t133 
Textile World 33 119 
Timberman 60 48 
Tool & Die Journal (4%x 
7%) 169 137 
Tool Engineer 171 154 
Water Works Engineering 
(bi-w) ‘aes 52 61 
Water Works & Sewerage 62 44 
Welding Engineer ‘ 81 68 
Western Construction News 94 71 
Wood Worker ........cces. 53 50 
Woodworking Digest (4%x 
6%) : we *75 *63 
Total ‘ 14,452 12,314 
Trade Group 
American Artisan o1 4 
American Druggist 133 83 
Boot & Shoe Recorder 
(semi-mo) - ; §*210 §*t216 
Building Supply News 45 39 
Chain Store Age 
Administration Edition 
Combination ; 12 7 
Druggist Edition 69 37 
Fountain Restaurant 7 7 
General Merchandise 
Variety Store Editions R85 62 
Grocery Editions 71 47 
Commercial Car Journal 164 116 
Domestic Engineering 102 60 
Electrical Merchandising (9 
x12) , *44 927 


Advertising Volume Up 21.19% in October 


@ OCTOBER issues of business pa- 
pers carried 21.19 per cent more ad- 
vertising this year than in similar 
issues a year ago. The gain for the 
ten-month period of 1943 was 22.04 
per cent as compared with the 1942 
total. The computations are based on 
reports of 154 publications listed in 
the accompanying tabulation. 

The rate of gain for the industrial 
group appears to be leveling off, part 
of which may be due to the paper 
situation. The 101 papers in this clas- 
sification reported an increase of 17.36 
per cent in business for October issues 
as against those of a year ago. This 
brings the volume of advertising car- 
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ried to date 21.92 per cent above the 
total for the ten months of 1942. 

The twenty-nine publications in the 
trade group reported 31.71 per cent 
more business in October issues this 
year over those of 1942. This places 
the increase for the ten-month period 
19.71 per cent ahead of the similar 
issues of last year. 

The export classification is stronger 
than ever. Nine papers carried 72.17 
per cent more business last month 
than in comparable issues of October 
1942. The ten-month total is 40.28 
per cent above last year’s. 

Business in class publications con- 
tinues upward, with fifteen papers 


Page 
1943 142 
Farm Implement News (bi- 

WE cctaeneewsecesane ses |80 6 
Geyer’s Topics oenen ‘ 114 7 
Glass Digest S arela laa tori alta tail 11 12 
Hardware Age (bi-w) ... $1250 22 
Jewelers’ Circular The 

Keystone ... : - 128 R4 
Men's Apparel Reporter (9 

x115¢) os wesawkes ous 107 62 
eT a 144 
Motor Age ‘ 90 57 
NJ (National Jeweler) (5% 

x73) _ : cre es 180 L1¢ 
Office Appliances (6 5/6x10) 133 10¢ 
Plumbing & Heating Jour- 

OE. ada td ae a aeee hacea 27 2 
Sheet Metal Worker. *38 7 
Southern Automotive Jour- 

nal , . : 64 4( 
Southern Hardware daa 78 
Sporting Goods Dealer » 
Underwear and Hosiery 

Review : j 107 Rg 
Wholesaler’s Salesman . 87 7 

Total 2,729 2,072 

Export Group 
American Automobile 

(Overseas Edition) 26 19 
American Exporter . 198 12 
El Automovil Americano. 41 28 
El] Farmaceutico parece 41 8 
Ingenieria Internacional 

Construccion ‘ 58 $ 
Ingenieria Internacional In 

dustria seweut &3 7 
La Hacienda , 86 47 
Revista Aerea Latino 

America . ‘ 6 29 
Spanish Oral Hygiene (4 5/6 

x7 3/16) we 25 

Total : ; 594 345 

Class Group 
Advertising Age (w) (10% x 

De scatwvane : piaaite hie akee 172 10 
American Funeral Director 57 47 
American Restaurant 61 0 
Dand W .. 68 43 
Hospital Management 72 45 
Hotel Management va 48 41 
Industrial Marketing .. 106 87 
Medical Economics (44x 

6%) ‘ ‘ soe ee 119 91 
Modern Beauty Shop 63 46 
Modern Hospital init *162 *128 
Nation's Schools . —- 39 29 
Oral Hygiene (4-5/16x7-3/16) 137 12 
Restaurant Management §75 i 
School Management (9%x 

11%) ; : 16 12 
Traffic World (w) ; 4109 t8l 

Total 1,284 996 


SIncludes Special issue *Includes 
classified advertising Last issue esti- 
mated tFive issues. +Three issues 
=Four issues ene issue 

Note: The above figures must not be 


yn 


quoted or reproduced without permission 


reporting 28.92 per cent greater vol- 
ume in October 1943 issues than in 
those of 1942, advancing the gain for 
the period to date 19.35 per cent 
ahead of last year. 

In the tabulation last month, the 
figures for Hotel Management should 
have read: Oct. 1943, 44 pages; Oct. 
"42, 47 pages. 


Pinkerton with Reeves Sound 


Fred H. Pinkerton, recently with Sch 
ley Distillers Corporation, and previou 
sales promotion and advertising mana 
of the industrial division of United Stat 
Rubber Company, has joined Ree’ 
Sound Laboratories, Inc., New York, 
director of public relations. He is a pi 
president of the Industrial Marketers 
New Jersey 
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ers From time to time, we like to emphasize in these 
advertisements that Textile World does the balanced 
é editorial job required by the textile industry— 
’ And for that reason attracts to its subscription list the 
c key men in both the executive and operating divisions 
: of the key mills of the industry regardless of their 
location or type of textiles they produce. 
In this message, it is our pleasure to for the first six months of 1943 rose 
point out to you that the fine publish- to the all-time high of 13,639—a gain 
ing job which Textile World has been of 77 93/100 per cent — 
nage setae mg pone Bie amen - And the month of June was the high- 
nae for sion orld Ady name est of the period, with a Net Paid Cir- 
7 an audience of textile men that is not culation of 14,655 — which not only 
! only an influential audience but one fei ; : . ; 
laisse . reng-aee las set a new net paid circulation 
’ A ey ee record in Textile World’s entire his- 
From the Net Paid Average of 7665 at tory, but a new net paid record for 
‘7 the end of 1932, the Net Paid Average all textile journals. 
7 Incidentally Textile World not only leads 


all textile journals in Total Net Paid Cir- 
culation but in Net Paid Textile MILL 


Circulation as well— 











Evidence at once of Textile World’s high 
standing among textile men and of its fit- 
ness to carry YOUR business story to the 


important textile industry. 


Textile World 


A McGRAW-HILL PUBLICATION 
330 W. 42 St., New York 18, N. Y. 


\ USEFUL MAGAZINE... 
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Increased Postal Rates 


A Tax on Sales Effort 


@ INASMUCH as a large slice of the indus- 
trial advertising budget is spent for direct mail 
advertising, industrial marketers are consider- 
ably involved in the proposed increase in postal 
rates approved late last month by the House 
ways and means committee. 

The proposed schedule would increase local 
first class mail from its present two cents an 
ounce to three cents; and third class mail, now 
1.5 and two cents for each two ounces, would 
go to three and four cents for each two ounces. 
Also, second class rates would be raised from 
one cent for each two ounces to one cent an 
ounce. Although the latter do not affect direct 
mail they probably would result in higher rates 
for publication space. 

There are two phases to the matter worthy of 
consideration. Today’s direct mail material is 
either designed to sell products or to provide 
helpful information about how to utilize them 
to effect better and greater war production. 
The proposed increase in postal rates, therefore, 
would add to the cost of supplying industry 
with educational and informative material to 
speed the war program, and in the case of di- 
rect mail with a prime sales objective, would 
actually be a tax on sales effort. Neither of these 
results seems to make sense, and advertisers 
should lose no time in interpreting the effect of 
these postal increases to their Congressmen. 


Now Is the Time to 
Explain Technology 


@ A RECENT issue of “Automotive War Pro- 
duction,” published by the Automotive Council 
for War Production, gives special emphasis to 
how technological advances in automotive plants 
help to combat growing manpower shortage. 
The point made is that technical developments 
enable one man to do the work of many. 

That phase of the matter makes interesting 
reading to everyone under present conditions, 
and to men engaged in public and employe rela- 
tions work it should be the cue to building a 
campaign which will thoroughly sell the public 
and workers on the over-all benefits of techno- 
logical advances while they are actually feeling 
and seeing the benefits derived. Such a program 
now would do much toward warding off the 


94 





usual criticism of technology when employ- 
ment is slack. 


Industrial advertising men are in an especially 


fine position to do this kind of a job. It would’ 


furnish an interesting theme for a local adver- 
tising campaign to the community, and the 
topic for a series of articles in the employe pub- 
lication. 


Now is the time to begin telling the story, 
for the more friends industry can make now 
through a better understanding of its functions 
and objectives, the more peaceful will be its 
transition from wartime to peacetime operations. 


Munition Losses and the 
1944 Advertising Theme 


@ ANY industrial advertising man who paid 
much attention to the munition losses of the 
United Nations in the Sicily campaign as re- 
counted by Secretary of the Treasury Morgen- 
thau in connection with the Third War Loan 
must have realized what his 1944 advertising 
theme should be—‘‘How to get more produc- 
tion. 


The significant facts come at a good time, 
when thought is being given to next year’s pro- 
grams, and especially because of the preponder- 
ance of interest in switching to postwar themes. 
Therefore, the following data may keep at least 
some advertisers on the track of useful (to 
themselves and customers) copy to help speed 
the replacement of equipment lost in Sicily, 
which the Secretary said is merely a preliminary 
warning of the magnitude of the losses ahead: 
Thirteen per cent of all artillery used was lost; 
twenty-two per cent of 105-mm. howitzer car- 
riages; thirteen per cent of 155-mm. howitzers; 
thirty-six per cent of the motor carriages of 
75-mm. guns; forty-six per cent of 57-mm. 
guns; fifty-four per cent of the 37-mm. gun 
carriages; seven per cent of light tanks; and 
eight per cent of medium tanks. 


The way the industrial advertising manager can 
do his part in that program is to keep feeding 
industry all the factual information it needs in 
product data and instructional material with 
which to maintain output and train the thou- 
sands and thousands of green workers, largely 
women, who must be brought into the produc- 
tion line to do the job: Advertising still has a 
war role to play in 1944. Don’t let it go mushy. 
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Daddy, why 
dont you 
read to me 
anymore 7 


OU used to read to me every night 
after dinner. Now you don’t come 
home for dinner a lot of times, and when 
you do come home you say you have too 
much on your mind. What do you mean, 


Daddy? y . 


How can I tell you, Son? How can 
I explain in terms you’llunderstand? 


One day you’ll know, and when 
you do I hope it will be under cir- 
cumstances that make you think it 
was well worth while foregoing an 
installment or two of Superman or 
Bat Man. 


You see, toa little boy, war is large- 
lya matter of fighting, of men in uni- 
form, of planes and tanks and ships. 


But this war is a new kind of war 
called total war. Before the soldiers 
can fight, we back home must build 
the things they fight with. And when 
they have won the victory, we must 
be ready to help bring to reality all 
the things they are fighting for—the 
right fo earn a living, to.make a de- 
cent wage, to own a home, to have 
a wife and children. 


Even while I struggle to turn out 
in ever greater numbers the weapons 
of war, I’ve got to figure and plan on 
producing for peace just as efficiently 
as | produced for war. For when 
peace comes, there will be 56 million 
peopie who want jobs. And our com- 
pany, along with other businesses 
and :ndustries—and with agriculture, 
commerce and the professions—will 
wan’ to provide them. 


in shut the door of my office at 





five or six or seven or eight. But the 
problems that face me there won’t be 
shut in. They come home with me 
and sit at dinner with me and get 
into my dreams. They’re not the old 
problems of production and distri- 
bution and sales strategy—they’re a 
whole new set of problems. 


Can I, for example, count on a 
speedy termination of our war con- 
tracts when the time comes—and on 
termination provisions that won’t 
keep our capital tied up at the very 
moment we need it for reconversion? 


Can I look for some relief from 
the tax burden we now carry, as soon 
as the war is over, or must we adjust 
our costs, our prices and our plans 
to cover current high levels of taxes 
for years to come? 


Will government go into compe- 
tition with private business after the 
war—in government-owned plants 
built with government funds for war 
work? Or will government sell these 
manufacturing facilities to private 
business? 


Will we be able to get our em- 
ployees interested in contributing 


BUY MORE WAR BONDS 
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labor-saving production ideas—the 
way they do now—without rousing 
the old suspicion that we are trying 
to cut down jobs? 


These are a few of the problems. 
And if they are properly solved and 
you have the same kind of opportun- 
ity that I had and your grandfather 
had, this country of ours can be 
greater than ever before. Whether 
that kind of opportunity is kept alive 
or allowed to perish rests in the 
hands of 135,000,000 people. Not 
for the first time in our history ts it 
up to them to decide. 


Business Week is the one magazine in the news 
field devoted entirely to events as they affect bus- 
iness today. Not on sale at newsstands. Sold only 
by subscription as a business service. Published 
by McGraw-Hill, 330 W. 42 St., New York 18. 
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Many Industrials Place Among 
Fifty Direct Mail Leaders of 1943 


@ [THI Eastern States Farmers’ 
Exchange, West Springfield, Mass., 
won the house organ plaque donated 
by INpusTRIAL MARKETING in the 
Direct Mail Advertising Association 
competition for the Fifty Direct Mail 
Leaders of 1943, winners in which 
were announced at the association’s 
one-day clinic in New York, Oct. 15. 
Winners of other special plaques in 
the contest were: Color in Direct 
Mail, Abbott Laboratories, North Chi- 
cago, Ill.; Consumer Direct Mail, 
National War Finance Committee of 
Canada, Montreal; Dealer Education, 
United States Rubber Company, New 
York; Effective Letters, The Standard 
Register Company, Dayton, O.; In- 
dustrial Direct Mail, Thomas A. Edi- 
son, Inc., West Orange, N. J.; Mail 
Order, American Sales Book Company, 
Niagara Falls, N. Y.; Showmanship, 
Columbia Broadcasting System, New 
York. 
New Officers Elected 


The board of directors of the 


DMAA elected Howard Korman, 
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Directory advertising helps win the 
war of business. 
Book reaches the “blue chip” buyers 
throughout industrial America. For 
advertising rates write 


Madras lana! 
A DIRECTORY OF AMERICAN INDUSTRY 


18 E. HURON STREET + CHICAGO 
OFFICES IN PRINCIPAL CITIES 


manager of merchandising and sales 
promotion, McCann-Erickson, Inc., 
New York, president for the new 
year. Other officers selected were: 
American vice-president, Edward N. 
Mayer, Jr., president, James H. Gray, 
Inc.. New York; Canadian  vice- 
president, G. Douglas Scott, adver- 
tising manager, E. B. Eddy Company, 
Ltd., Hull, Quebec; secretary-treas- 
urer, Donald Macaulay, New York 
manager, S. D. Warren Company. 
Jane L. Bell continues as executive 
manager of the association 


Industrial Direct Mail Leaders 


Included in the Fifty Direct Mail 
Leaders for 1943 were the following 
industrial advertisers in addition to 
those receiving special plaques: Amer- 
ican Bandage Corporation, Chicago; 
Austenal Laboratories, Inc., Chicago; 
The Barrett Division, Allied Chemical 
& Die Corporation, New York; 
Carnegie-Illinois Steel Corporation, 
Pittsburgh; Copper & Brass Research 
Association, New York; Devoe & 
Raynolds Company, Inc., New York; 
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MacRae’'s Blue 











Howard Korman, manager merchandising 
and sales promotion, McCann-Erickson, Inc. 
New York, newly elected president, Direct 
Mail Advertising Association, presents the 
Industrial Direct Mail Plaque to J. E. Sease 
Thomas A. Edison, Inc., at the association's 
meeting in New York. D. F. Beard, sales 
manager, Direct Mail Division, McGraw-Hill 
Publishing Company, donated the trophy 


The Doall Company, Desplaines, IIL; 
Dravo Corporation, Pittsburgh; I. E. 
duPont de Nemours & Co., Arling- 
ton, N. J.; Hercules Powder Com- 
pany, Wilmington, Del., Kent-Moore 
Corporation, Detroit; Merck & Co., 
Inc., New York; Phoenix Metal Cap 
Company, Chicago; Frederick Post & 
Co., Chicago; Schering Corporation, 
Bloomfield, N. J.; Sharp & Dohme, 
Inc., Philadelphia; The Shelby Sales 
Book Company, Shelby, O.; Shell Oil 
Company, Inc., New York; The 
Speedmaster Company, Desplaines, 
Ill.; Standard Oil Company of In- 
diana, Chicago. 


Hold Industrial Session 


A feature of the day’s program was 
a session on industrial direct mail led 
by J. J. De Mario, advertising man- 
ager, The Manhattan Rubber Mfg. 
Division of Raybestos - Manhattan, 





Edwin M. Perrin, advertising managé 
Robins Conveyors, Inc., Passaic, N. J., © 
plains some’ of his direct mail material | 
the one-day clinic of the Direct Mail Asso: 
ation which was held last month in New York 
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10 CANADIAN PUBLICATIONS ALERT 10 POST-WAR HORIZONS 


ENGINEERING AND CONTRACT RECORD 


IN ITS FIFTY-SIXTH YEAR 


National Weekly for the Engineoring and Construction 
Interests. 


ELECTRICAL NEWS AND ENGINEERING 


IN ITS FIFTY-THIRD YEAR 


National Semi-Monthly. Reaches Electrical Utilities; 
Electric Railways; Consulting Electrical Engineers; 
Electrically Equipped Industrial Plants. 


CANADA LUMBERMAN 


IN ITS SIXTY-FOURTH YEAR 


Semi-Monthly Journal for the Lumber Industry. Log- 
ging—Manufacturing—Distribution. 


SHOE AND LEATHER JOURNAL 


IN ITS FIFTY-SIXTH YEAR 
National Monthly devoted to the Shoe and Allied 
Industries. 


RADIO TRADE-BUILDER 


IN ITS TWENTIETH YEAR 
National Monthly of the Radio Industry. 


mM Mw a] 


AUDITED 
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FURNITURE AND FURNISHINGS 


IN ITS THIRTY-THIRD YEAR 


National Merchandising Magazine of Furniture and 
House-Furnishings. 


ELECTRICAL APPLIANCES and Contracting 


IN ITS NINETEENTH YEAR 


National Magazine of Electrical Merchandising and 
Contracting. 


CANADIAN WOODWORKER 


IN ITS FORTY-THIRD YEAR 
Canada's Only Woodworking Publication — Published 


Monthly. 
BOATING MAGAZINE 


IN ITS NINETEENTH YEAR 
Bi-monthly Magazine for the General Boating Industry. 


MacLEAN BUILDING CATALOGUE 


Annual Group Catalogue for distribution to Architects 
—Builders—Contractors. 


CIRCULATION 
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J. J. De Mario, advertising manager, Man. 
hattan Rubber Mfg. Division, Passaic, N. J. 
tells the industrial session of the Direct Mail 
Clinic to gather all data on new products 











to be released after the war so as to be Wh 

able to produce effective up-to-the-minute . 

direct mail material on short notice Th 

) 

in ADVERTISING TO ELECTRICAL MEN | Inc., and Edwin M. Perrin, advertis ™ 

ing manager, Robins Conveyors Inc., gy 

Passaic, N. J. Both explained their Fr 

Tell them what they want to know current direct mail programs which or, 

; oie : i , are designed to provide information Lo 

about your products — tell them in the | for the most effective use and con- WY 

paper read by more of them than read | servation of their companies’ products. Ie 
_ ‘ ; Mr. De Mar ged his listeners to 

any other electrical, technical or indus- Be ef ere sgn Gee. ones tlerngeurt shou 
_ ; : Zn dig into the postwar planning going 

trial publication. Tell them through on in their companies and be ready In 

: with all pertinent dat: Ww ~digg 

the pages of i ull pertinent data on new and The 


improved products to be incorporated 


ELECTRICAL EQUIPMENT | in catalogs, booklets, sales literature, esi 


and direct mail materials so there will 


be no delay in its production as soon ry 
: as the sales eff ay be started. alin 
The Only New-Products Paper In Its Field e sales effort may be tarted ae 
Ackerman Heads Safety verti 
Circulation (30,289 CCA) blankets buyers of Employe Publication Editors duct 
: : . Paul Ackerman, editor, “The Carbuild your 
all electrical, electronic and allied products | er.” employe publication of Pullman necri 
: aad Standard Car Mfg. Company, Chicago, fast 
and services. Throughout industry, you'll | was elected general chairman of the Em 

. s ploye Publication Section of National Be 
reach the buyer whether he’s the electrical Safety Council at its annual meeting in adve 
P F . 7 . Chicago last month. Other officers elected hill ; 

man in a mine or a mill, ina war plant, a ship- for the ensuing year are: Eastern vice } 
as . chairman, Evelyn A. Stoll, editor, “The N 
building company, an aircraft company, or a Mixer,” Hercules Powder Company, Wil ee 
mington, Del.: Midwest vice-chairman, H , 
government employee. | F. Heil, editor, “The N.C.R. News,” and 
National Cash Register Company, Dayton like 
ra ° ° ° ° ©.; Southern vice-chairman, L. F. Van obje, 

Chere is only one publication that gives you Houten, United Gas Pipe Line Cor 

° ° pany, Shreveport, La Western vice 30 
complete coverage of the electrical equipment chairman, Marguerite Sammons, editor agau 
. ae om a 1ID -ATT “Copper Comando,” Anaconda Copper this 
market—ELECI] RICAL EOL IPMENT- Mining Company, Butte, Mont.; secre you 

\ . 3 — ‘ | tary, Allan W. Herdman, National Safety ’ 
first choice in advertising to electrical men. Council, Chicago t ) 
Ww 1 


"Petroleum Engineer" in New York : 

~ee “a Eastern editorial and business offices iT ( 
for The Petroleum Engineer, Dallas, have 

— . . -r Ay « as, , 

(a> been opened at 52 Vanderbilt Ave., New 


= York. Roger Motheral, New York 1 
) resentative, will be in charge. An ¢ 
LECTRICAL QuriPMENT ern editor will soon join the staff 
Published by ee Made pagan cine 
aul de Guzman, who has been serving t 
SUTTON PUBLISHING CO. J. M. Hickerson, Inc., New York, as Y 
60 EAST 42ND STREET, 17 NEW YORK count executive and copy chief, has bee: 


made vice-president of the agency 
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AS INSERT = 


Where Do You Go From Here? 


The *43 program is buttoned up. 

Plans are pretty well along for next 
year. 

Fresh copy and first layouts are 
being approved. 

Looks like pretty good stuff. 

Well, it better be, brother! 


It has the biggest load on_ its 
shoulders it ever had to carry. 

In early "44 the war will probably 
be in its toughest, most crucial phase. 
The climactic point will be reached 

. the point that bears greater and 
greater pressure on the homefront, 
that brooks no letdown in production’s 
all-out drive. 

That’s still your Number One ad- 
vertising job . to serve war pro- 
duction by speeding transmission of 
your machines, parts, materials, engi- 
neering, service, know-how, just as 
fast and usefully as you can. 


Better take another look at that °44 
advertising package. Does it fill that 
bill to the best of your ability? 


Next—well, your Uncle Sam still 
needs your help on Bond drives, safety 
and conservation programs, and the 
like. That’s a good Number Two 
ol jective. 

So look at your new stuff once 
again and see if it’s on the beam for 
this vital war responsibility. See if 
you can’t go even further than just 
the “Buy War Bonds” plug (worth 
while as it is). See if you can’t play 
up some plan you’ve used successfully 
in your own plant . . . some idea you’ve 

eloped (for selling bonds, or sav- 

steel, or securing safety, etc.) 
it’s worth broadcasting. 

Next? No guesses needed on that. 

twar is bigger, nearer, more im- 

tant in your life than it ever was. 

viously your new program has 
en cognizance of this. And cer- 
nly this is task Number Three for 


Where Do We Go From Here? 


Industrial Influence on Consumer Copy 


Putting White Space to Good Use . . . Some Old Friends 


your advertising. (Incidentally, we 
don’t insist upon this order of adver- 
tising objectives—they will probably 
vary from company to company... 
but certainly they are everyone’s first 
three objectives.) The big question 
on getting your “postwar” story into 
your advertising in constructive form 
is to guard zealously against ambigu- 
ous boasts. Bear in mind that as a 
manufacturer of pumps or pipe (or 
whatever your line may be) you are 
a source of specialized postwar product 
information and that you will win 
the respect and patronage of your 
customers and prospects directly in 
proportion to how well you deliver 
news they can get their teeth into. 
Remember they, too, are busy with 
postwar planning and that what you 
are actually accomplishing with your 
advertising is writing your product in- 
to their specifications now—if you 
handle your postwar story properly. 


This Is Only the Beginning 


No matter how carefully you check 
these three objectives, you still have 
lots more work to do. For one thing— 
what technique of presentation are you 
using? Are your pictures big enough, 
clear enough, interesting enough? Do 
they have real news value? How 
about your headlines? Do they have 
stopping strength without being too 
slick? How about your copy? Are 
you human like most of us and hence 
a little too long-winded and intrigued 
by your own words? We think the 
noblest resolution any advertiser can 
make from here in is to promise him- 
self to boil down copy. If you had 
seen as many pages of over-crowded 
copy as we have—with reams of stuff 
jammed in in eight point solid—with 
paragraphs that waste words in wind- 
ing up—with text made flat by over- 
worked adjectives you'd appre- 
ciate why so many busy business pa- 
per readers pass by so much advertis- 
ing. Please, we beg of you, knock 
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yourself out guarding against these 
pitfalls. 


A final word of admonition—don’t 
pay any attention to what we say. 
Your most useful critics are your own 
potential customers . . . so get out in 
the field and show your stuff to a 
good cross-section of them. If you 
haven’t the time to do this, or if you 
don’t think you can get in to see 
enough of them—hold a dinner meet- 
ing for a good sample group and let 
them kick around your copy, or mail 
photostats to a representative audience 
and invite critical comment. We know 
of people who have done all three 
successfully. 


Any step you make patterned after 
the above will be the single most im- 
portant contribution you can make to 
the success of your new program. In 
fact, if you’re smart enough to set up 
some kind of a continuous customer- 
check of your copy, you’ll never have 
to bother to read “OK As Inserted” 
again, lucky people! 


You Wrote This Great 
Advertisement 


On page 21 of The New York 
Times for Tuesday, Oct. 12, was a full 
page advertisement for Anthracite In- 
dustries, Inc. headed, ““How To Keep 
Warm With 10% Less Coal.” It’s one 
of the greatest “consumer” ads we’ve 
ever come face to face with—and you 
and your fellow industrial copy stars 
really wrote it. It is patterned di- 
rectly after the best “conservation” 
copy that has run in the business press 
—down-to-earth, enormously specific 
and helpful. We dish it up here as an 
object lesson of the good accomplished 
to date by sound industrial copy and 
how its influence is now so definitely 
felt in the consumer field. It used to 
work the other way around, but not 
so much any more. The war has made 
the great American public specifica- 
tion buyers—and eager ear-holders to 
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the kind of information designed to 
help lick changed economic condi- 
tions. And that’s all to the good for 
all advertising, say we. 


Back to the Chain Gang 


We're paid our fabulous fee, how- 
ever, to talk about current business 
paper copy so we'd better get to work. 
Here follows a review of such, dog- 
eared essentially because it’s the kind 
of stuff that’s aimed at doing some- 
thing serviceable for the reader: 

Gould Storage Battery Corporation 
—Mentioned here because its two- 
color page, “The Battery That Will 
Pass Inspection” contains a column, 
“Check Water”, that carries a num- 
ber of worth while service suggestions 
for users of industrial batteries. 

Tube Turns Inc.—Headline, “How 
Tube-Turn welding tees improve pip- 
ing construction.”” Admirably sup- 
ported by five good-sized sketches with 
well-pointed captions. Sample: Pic- 
ture of welding tool at work on a tee 
joint construction; caption, “Longer 
Outlets Speed Welding—More room 
for easier manipulation of rod means 
faster welding and better, sounder 
welds.” 

Square D Company—Here’s the 
ever-reliable ‘‘Problem-Solution” setup 
—simple, easy and fast to get. This 
advertiser's story—Problem: An ob- 
solete and overloaded fusible type 
panel. It provided only 12 lighting 
and power circuits. More were needed.” 
(Pix of panel, loused up by a mess of 
leads.) ‘Solution: A new Square D 
Multi-breaker panelboard, installed in 
the old box, using the same conduit. 
Provides 20 circuits . . . 6624% more 
capacity.” (Pix of new panel, trim 
as a whistle. ) 

Line Material Company—Another 
tried and tested technique—that of 
taking the product apart and showing 
what makes it tick. Head, “It’s the 
way it’s built” and continues, “. . . 
that makes the L-M Round-Wound 
transformer a better transformer.” 
Immediately below are four pictures 
with short captions showing exactly 
how this transformer is built up and 
wound. Main text below this stresses 
five resulting advantages. 


A. B. Dick Company—This adver- 
tisement for the Mimeograph duplica- 
tor holds a useful lesson for any ad- 
vertiser. It’s a straight-forward exposi- 
tion—“The new method of handling 
Shipping and Billing Procedures.” 
Copy hits the important highspots and 
the layout plays up big a free booklet 
that tells the complete story. There’s 
also a coupon to make “the getting” 
easier, This is another basic technique 
that has never lost its usefulness. 

American Leather Belting Associa- 


tion—There’s a stopping picture at 
the top of this bleed page of healthy 
looking leather belts (in natural color) 
and pulleys in motion. There are also 
two useful blocks of text—one, sup. 
porting the headline, “No Other ype 
of Belting Can Equal Leather Be'ring 
in Long Life!” and another listing sey- 
eral maintenance hints and offering 
booklet, “How to Get the Most from 
Your Leather Belting.” 


Fairbanks-Morse & Co.—This is an 
out and out announcement of a new 
product, and it lays the story right on 
the line. “Never Before—A Motor 
Like This” claims the headline. On 
the right hand page—a big, handsome 
well-lighted photograph. On the left 
hand page—short text, primarily built 
around four important and numbered 
features. 

Allis-Chalmers Mfg. Company— 
Here’s another motor manufacturer 

this one offering a page-full of 
maintenance helps. These are handled 
exceptionally well—in three groups— 
“Symptoms You Can See”—‘Symp- 
toms You Can Hear”—“Symptoms 
You Can Feel”. Under each group is 
then listed the “Symptom”, “Possible 
Causes”, and the “Cure”. A narrow 
column down the left side of the 
page offers “A Guide to Wartime Care 
of Electric Motors” and in case you're 
interested in the advertising effective- 
ness of such material there’s a brief 
but significant note in the text, “Over 
100,000 copies already in use.” This 
would be a winner hands down if we 
hadn’t already given so many bouquets 
to Allis-Chalmers for its superb job. 


Pennsylvania Transformer Compan) 
—Another good bread and butter 
page — “Transformer Fundamentals 

. . that insure unfailing power supply 
to war industries.” Copy talks prod- 
uct improvements as a result of con- 
tinuous research. Three are indicated 
below by little animated trade mark 
figures with user-benefits duly noted 
plus explanatory text. 

Cities Service Oil Company—This 
page is built around fest results of this 
advertiser’s product, “Anti-Corrode” 
a rust-preventive) versus competing 
products. Large pix shows the test, 
main text explains it. In addition 
there’s a paragraph on the outstand- 
ing qualities of “Anti-Corrode”, sev- 
eral users’ testimonials, and a coupon 
for a free demonstration offer. It’s 
all here, soup to nuts. 


Stewart-Warner Corporation—This 
is a spread on South Wind Heating 
Equipment, announcing a new deve 
opment . "New ‘accelerating flow’ 
design delivers even greater volume © 
heat ... cuts bulk and weight.” Tex 
explains the “whys and wherefores’ 
and a good picture and diagrams < 











Sm aS om 





: WOUNLNE- SECOND ANNUAL BUSINESS PAPER 
: ADVERTISING COMPETITION 


7 A. B. P. CONTEST Open For Best Use 








7 of Business P Advertising in 1943 
an 
Ww 
: , Pegencter -P 
In 
Contest Closes January 31, 1944 
ne 
ft 
ilt This competition, initiated last year by Chicago Business Paper Publishers, enables 
ed A.B.P. to pay its respects to those advertising men who _ the judges decide have made the 
most effective use of business paper advertising in 1943. 
er Ever since A.B.P. started its Tell All campaign in 1939, we have watched with great 
ot interest the advertising appearing in member publications. It is particularly gratifying 
“d to note the decided increase in helpful, informative copy addressed to business paper 
; readers. The reason we prepared such books as “Tell All,” “A Guide to Effective War- 
- Time Advertising,” and “How You Can Help Your Retailers Solve Their War-Time 
is Problems,” was to help advertising men make the most effective use of the space they 
le buy. Today, with the critical shortage of paper, it is more important than ever that each 
: advertisement be given an adequate and specific job to do and that the copy tell all that 
le ° ° ° ° ° 
7 the reader must know for the ad to accomplish its objective. If you would like to see 
€ « 
. examples of how some industrial and consumer-goods manufacturers are advertising in 
wartime, and have not as yet received a copy of the “Guide” or the “Retailer” book, check 
1 the coupon below. 
5s 
CONDITIONS OF THE COMPETITION 
. 
. The Following Rules Will Govern the Award for the Most Effective Use of 
’ Business Paper Advertising in 1943 
1 The award is to be given annually to the advertiser who, in the Keep your entries simple. No extra credit or consideration given to 
pinion of the judges, makes the most effective use of his advertising elaborate presentations. Entries may be submitted bound in tear 
r in business papers by means of adequately informative copy, pertinent sheet or proof form and, if mounted, margins should not exceed one 
illustration, and efficient use of the space. inch all around. 
‘ 
2 Entries, to be based on campaigns run in 1943, must be submitted Each campaign must be accompanied by a brief statement on adver- 
not later than January 31, 1944. tiser’s or agency's letterhead, giving: 
Campaigns may be submitted direct by advertisers, their advertising (1) OBJECTIVE OF CAMPAIGN, 
agencies, or by publishers. *) Meeusse earasene 
: Entries should be confined to those business papers listed in the Busi- (2) ESULTS AINED. 
| ness Paper Section of Standard Rate & Data, and covering the follow- (3) LiIsT OF PUBLICATIONS USED. 


ing broad classifications: 

industrial Papers: Business publications covering all lines of manu- 
facture. 

Institutional Papers: Business publications covering hospitals, schools, 
hotels, etc. 

Merchandising Papers: Business publications covering all lines of 
distribution of merchandise for resale, through dealers, jobbers, etc. 
Professional Papers: Business publications covering all professions; 
architectural, legal, medical, etc. 











JUDGES 
ELON Borton, Adv. Mér. 
LaSalle Extension University 


Joun E. Erickson, Vice-Pres. 
Caples Company 
K H J. Evans, Adv. Mér. 


Joseph T. Ryerson-Inland 
teel Co. 


FLEISCH, Adv. Mér. 
ein & Company 


te any ) 
LEIGH R. FRENCH, Pres. ARP 
eigh R. French & Associates 

I. LACKENS, Adv. Mér. 

Corporation 


me McKEE, Acct. Exec. 
Williams & Cunnyngham, Inc. 
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A.B.P. ADVERTISING CONTEST 


The Associated Business Papers 
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3 Presentation of the award will take place some time during the 
month of March, 1944. The award will consist of an original design 
by an artist of standing and will be executed in plastic or other non- 


critical material. 

4 The judges, who are leading advertising managers and agency men 
especially qualified by knowledge and experience to pass on the merits 
of advertising campaigns in the business paper field, are authorized, 
in addition to making the major award, to issue certificates of merit to 
such other entries as they deem particularly worthy. 


THE ASSOCIATED BUSINESS PAPERS 


Entries should be sent to: 


Please send my FREE Advertising Aids 
checked below: 


a “A Guide to | “How You Can 


205 EAST 42ND STREET 


Effective Help Your Re- 
War-Time tailers Solve 
Advertising” Their War-Time 
Problems” 
Name___ J 
ABE Company 
Street__ 


Contest Closes January 31, 1944 


City & State 





Dept. 52,205 E.42nd St., New York 17,N.Y. 
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the facing page make it all clear at a 
glance. 

Crane Company—We stick this in 
here just as a reminder that your ad- 
vertising is, in a sense, your own news- 
paper which you can use at any time 
to transmit whatever news you want 
to send. To wit—Crane will have ready 
soon a new sound motion picture for 
maintenance workers, “Piping Point- 
ers”. So, Q.E.D., this page says just 
that and tells how interested parties 
can arrange for a showing. Period. 

Johns-Manville—Under a headline, 
“Solutions to your Tough Insulating 
Problems” the merits and benefits of 
five J-M products are concisely de- 
scribed in picture-caption panels. Cap- 
tions are noteworthy, too, for their 
use of specific figures. 

General Aniline and Film Cor pora- 
tion—Interesting page that starts out 
with a testimonial from American Air- 
lines, “All of American’s Prints Are 
Ozalid Whiteprints.”” Three short 
paragraphs explain this head—then you 
step into a subhead, “Will Ozalid Help 
You Also?” which translates the testi- 
monial in terms of “You”—then an- 
other subhead, “Only Oczalid Gives 
You This Versatility” which itemizes 
product features in detail. Under this, 
three major features are played up in 
pictures and captions, and alongside 
the signature is a P.S. listing ten other 
important Ozalid users. It’s surprising 
how well this page bears analysis. 


Corning Glass Works 
other straight product announcement 
—"“Now 3 Types of Corning Coil 
Forms to Fit Every Need!” There are 
big pictures and descriptive copy for 
each, tables of “Comparative Analy- 
sis” and “Comparative Properties” and 


Here’s an- 





a coupon for those who want the full 
story. 

Burndy Com pany— 
Well put together spread here, good 
open, inviting layout, nicely handled 


Engineering 
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“For No. 30 Wire... 
and All Sizes Be- 
tween”’ is the big display, tagged on to, 


copy. 
MCM Cable 
“. . . Burndy Hyline Connectors pro- 
vide connections stronger mechani- 
cally . . . more efficient electrically .. . 
at far lower cost!” Main bank of 
copy explains how fast and easily any 
manufacture can change over to this 
special type connector, and how he 
can actually get better connections 
and in faster time. Three interesting 
photos on the facing page captioned, 
“Making Perfect Connections, the 
Simple Burndy Way,” show how easily 
various sizes and quantities of wire 


are handled. 


Ault & Wiborg—Here’s another 
“Problem-Solution” advertisement, but 
packaged in somewhat different style 
than the Square D page previously 
mentioned. This is a spread that talks 
about, “How Ault & Wiborg Finishes 
Helped Overcome Two Wartime 
Problems of the Bottling Industry.” 
The text goes into detail on each of 
these, but there is enough news value 
to them, and sufficient ingenuity to 
their solutions to hold your interest 
while still another block of text in- 
vites other finishing problems. 


% And, speaking of problems, here’s 
our first winner for the month. It’s 
a four-page insert from the aviation 
field, for United States Rubber Com- 
pany. Its creator, who has done him- 
self proud, is Ernie Nathan, Camp- 
bell-Ewald Company, Inc., New 
York. 

His opening gun, “How a New 
Type Airplane Tube Solved a Brake- 
Heat Problem.” This on Page 1, along 
with a large illustration of the tube, 
a smaller cross-section of it. Inside, 
on the left hand page, pix of the Cess- 
na Bobcat Bomber Pilot Trainer, first 
hint of the problem. “Like its 
namesake, the Cessna Bobcat is light 
and fast, giving the cadet his first 


thrill: of fighting power in the air, 
But with this thrill, this feeling of 
speed, it was only natural for student 
pilots to use brakes excessively 
and this caused overheating which 
made tubes fail, sometimes in less chan 
five hours.” Right under this the 
problem is explained in greater detail 
with the explanation for tube failure. 
Then, the entire facing page is de- 
voted to, “This Is the Answer Work- 
ed Out by Cessna and ‘U.S.’ Field 
Airplane Tire Engineers.” Main illus- 
tration is a temperature-time chart 
showing when “U.S.” Standard Con- 
struction Tube blew . . . when special 
“U.S.” Fabric Base Tube blew. These 
figures were the result of a test, with 
one type tube on one wheel, another 
type on the other. Or, as the text 
opens, “Jim Berry, one of the ‘U.S.’ 
Field Airplane Tire Engineers working 
with Cessna on the problem had a 
trick up his sleeve. Taking a leaf from 
his experience on bus lines where high 
brake-drum heats are frequently en- 
countered, he suggested to Cessna that 
the ‘U.S.’ Fabric Base Tube might be 
the answer to this problem just as it 
had been the answer in the case of 
certain city-type buses.” Text then 
goes on to describe the test and its 
results. Back page of insert plugs 
“How ‘U.S.’ Field Airplane Tire Engi- 
neers Can Help You With Your Tire 
Problems” and a new book of “‘Air- 
plane Tire Facts.” 


Night and Day 

Well, now we know we at least have 
one reader. Here follows a note, just 
received, which should interest every 
advertising man: 

“These spreads appeared in the same 
issue of Steel and in such close se- 
quence I was impressed with how one 
advertiser can use a spread to good 
advantage while another is merely 
wasting paper.” 

The spreads? Well, the paper-waster 
is The Ohio Steel Foundry Company. 
Big, posterish spread in color with ex- 
cellent display extravagantly used on 
this copy: “Ohio Rolls have what it 
takes!”” Underneath this head a list- 
ing of some nine kinds of rolls, a big 
trade mark, Army-Navy “E” flag, and 
a big signature. That’s all! 

The constructive user of paper? It’s 
The A. F. Holden Company with 2 
fine, “tell all” story on “Holden Liquid 
Carburizing Baths.” And here’s what 
Holden gives the reader for his 
money... 

On the left hand page, a large chart 
of “Case Depths at Various Times and 
Temperatures”—three itemized user- 
benefits, two sample illustrations of 
“Carburized” steel—a table showing 
“Average Case Analysis.” On the fac- 
ing page, a large color illustration of 
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WET-IRONED between platens and pressure 


spray as it leaves the hardening furnace, steel 
armor plate seldom requires further straight- 
ening before it can be worked. In one large 
shop, this recent development of MARS has 
saved as high as 75 per cent in straightening 


time and labor. 


METALS 
ALLOYS — 
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ALA TIFFANY... 


parts on a mass production basis is now pos- 
sible through MARS’ adaptation of the “lost 
wax” process. Used by jewelers for centuries 
in manufacturing costly rings and mountings, 
it saves thousands of man-hours formerly re- 


Precision casting of small 


quired for machining. 





47 PER CENT EXPECT INCREASES in personnel, over normal pre-war times... 


post-war planning survey made among key industrial plant presidents. More productive capacity! 
Greater competition! If your sales program required publication help before Pearl Harbor, how 
the year after? Keep MARS posted on what you have to offer! 


much more will it need next year... 


1943 





F YOU'VE a story to tell to the 

metal industries — of new or 
better processes, materials, equip- 
ment—tell it to MARS (15,000 
METALS and ALLOYS Read- 
ers). For these are the practical 
engineers who will be solving 
tomorrow’s problems with the 
products and methods they are 
using and learning about today. 
Any metal-producing or metal- 
working developments are 
MARS’ business. Tell them about 
yours if you’d be in on jobs like 


these... 





CANS BY THE YARD. . . with hot-dip tin- 


ning, tin can stock first had to be cut up. 
Heavy coatings were unavoidable. Shortages 
of tin prompted MARS to perfect electrolytic 
tinning in continuous rolls. Quicker, cheaper, 
more uniform, it also cuts tin requirements 
two-thirds—with the aid of lacquers. 


according to a 
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several heat treated gears—two para- 
graphs of text on the advantage of - 
fered by Holden’s “Liquid Carburiz- 
ing Bath”—display of two helpful 
bulletins. That's all and that’s 
plenty! 

Great lesson in these two ads, isn’t 
there? 


Colorful Stuff 


These are ads that for one reason or 
another—headline, text, illustration, 
or layout—seemed to pack a lot of 
stopping power, an advertising asset 
more important than ever today. Sorry 
we haven't room to go into greater de- 
tail on them. 

H ycar Chemical Company—Top of 
page shows a hand holding some kind 
of a ring or seal. Headline says, “Pic- 
ture of a sunflower grafted to a rose.” 
First three little paragraphs of text 
explain this stopper. 

“Illustrated here is a metal-insert 
hydraulic seal for aircraft use. The 
metal was carefully and precisely ma 
chined to extremely close tolerances. 

“But whatever was gained by 
accurate machining was promptly 
thrown away, for they bonded it to a 
resilient material that swells as much 
as 10% or 15% in hydraulic oil. 


“It’s like grafting a sunflower to a 
rose.” 

Phoenix Mfg. Com pany—The most 
intriguing part about this page, head- 
ed, “Lines of Most Resistance” is an 
unusual and large photomicrograph of 
a drop forged machine part. Can’t 
miss it, and it can’t miss you. 


Stewart - Warner Cor poration — 
“Brother She’s the ‘Bronco’ of the 
Navy” is a swell example of how to 
write about marine instruments (or 
anything else for that matter) inter- 
estingly—and how to use the picture- 
caption technique to good advantage. 

Earle M. Jorgensen Company— 
There’s more than one way to offer a 
handbook to your trade, and this is 
one great way. Cartoon-type pic- 
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tures—with this headline, ‘Say-y, Jim 
—have you seen Jorgensen’s new book 
on NE steels?” 

Air-Maze Corporation—We'll go 
for a good headline any day of the 
week. We go for this one, “Muzzles 
the Bite, Muffles the Bark of intake 
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air” topping a good air filter adver- 
tisement. 

Mackintosh-Hem phill Com pany— 
Our greybeards tell us trade charac- 
ters, well used, are always effective. 
This outfit’s “Ol’ Red Wabbler” is one 
of the best. Here he pops up in this 
page saying, “3 times the wear of or- 
dinary rolls in 4 great steel plants with 
Nironite C-B Work Rolls.” 

Nicholson File Company—Here’s a 
good lead into a good product story— 
“Its BIG Teeth have little Teeth.” 
Picture (greatly enlarged) shows 
Nicholson’s patented serrated tooth 
construction, text presents its advan- 
tages. 

Sperry Cor poration—For sheer ver- 
satility and news-interest we refer you 
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to two advertisements—‘“How tiie Al. 
lies protect invasion troops fror) Air 
Attack” and “Song of Elmer . . . the 
pilot who never gets tired.” 

Mixing Equipment Com pany— Nice 
going at the top of this page. Head. 
line, “Carry them from job to job—or 
mount them on single tank for 24- 
hour production.” Talking abou 
portable mixers, and two sets of simple 
outline illustrations show each kind of 
operation. Apple pie stuff, and it 
really works. 


Four Winners 


% Cook Electric Company—We give 
the nod to John J. Lawler, presi- 
dent, J. R. Hamilton Advertising 
Agency, Chicago, for a fine piece of 
“tell all” copy, “Sensitive to \, 
“W.C.” "—subhead, “The Cook Ther- 
mal-Aire is Ideal for Many Applica- 
tions.”” One column of text describ- 
ing the product, its qualities and ap- 
plications. Another column captioned, 
“This is the ‘Spring-life Principle, 
explains in pictures and words, the 
Cook patented method of construc- 
tion. Offer of booklet at bottom of 
page. The whole job is thorough and 
workmanlike, immeasurably useful to 
the reader and, hence, the advertiser 
¥%& The Okonite Com pany—Fine, Life- 
style picture-caption spread, ‘Engi- 
neered to Last for 99 Years” about the 
use of Okonite wire and cable in the 
new laboratories of the Bell Telephone 
Company. Several fine photos cover 
such items as transformer connections, 
distribution panels and manholes, etc 
Lot of news interest here, and a lot 
of good selling. The creator was 
Richard S. Hayes, Okonite’s a.m. 
% Vard Inc.—Unusual illustration 
to this page, in black, orange, and 
blue, showing a pair of hands holding 
two discs of glass. Stopping head- 
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This man is deciding the future of your business 


@ His title may be president or chief engineer or 
chief draftsman or vice president in charge of engi- 
neering or consultant . . . but whatever his 
title, he creates and develops design for armament, 
fighting equipment, machinery, transportation units, 
household appliances, business machines and other 
“engineered” products. 

He selects the materials. He determines the types 
of processes to be used. He chooses purchased parts 
and finished units. He gives the design finish and 
color to make it appealing to the eye and salable. 

Upon his decisions your future sales volume rests. 

This man is important to you. 

Today. he is working behind closed doors. He’s 
either redesigning fighting equipment or creating 
products for the post-war period. In either case, his 
department — the engineering department — is closed 


to all persons except in rare instances... because 


of government restrictions or the protection of trade 
secrets. 

Restriction or no, you've got to get to him with 
your product story. How? Advertising. 

Talk to him through the pages of his technical 
journal, Propuct ENGINEERING .. . the one he de- 
pends on for factual, up-to-the-minute design infor- 
mation. Sell the product engineer regularly with big, 
full pages, every month, twelve issues a year. Write 
for full information. 

* * * 
Use the easy way through this closed 
door. It’s Propuct ENGINEERING. 
Propuct ENGINEERING goes each month 
to more than 13,800 subscribers who 
pay $5.00 a year for this highly re- 
garded and thorough up-to-the-minute 
mechanical-design technical journal. 
These more than 13,800 subscribers are 


employed in the nation’s top-ranking 
metal-working plants. 
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line, “Now You Can See Through 
Glass.”” Lest that do no more than in- 
trigue you, and trip you up, the copy 


Says: 
This unretou hed color picture shows 
, , 
two discs of polished glass. In the center 
eact i ST al] Cit ular area has beer 


treated with Vard Opticote 
Notice the reduction of surface refle 


tions through the treated center sections 


{ ntreated glass reflects about 1O% ot the 

ight striking its two suriaces, transmits 

but 90% or less. Opticote treated glass 
, ] | 

will have much less surface reflection and 

transmits from 95 to 99% of the light 


triking two treated surfaces 


This text then goes on to explain 
the properties of Opticote and its 
availability to certain specified manu- 
tacturers. It’s well done from start 
to finish and merits a gold star any 
day from this department. It’s the 
brainchild of Ellsworth A. Syl- 
vester, Sylvester Advertising 
Agency, Pasadena. 


% Dictaphone Corporation — This 
spread, “Quick-thinking and fast ac- 
tion at Curtiss-Wright” does one 
thing, in particular, awfully well. As 
you might suspect, it talks about the 
service Dictaphones are rendering at 
war-busy Curtiss-Wright, but by 
smart use of personalized pictures and 
teature-benefit captions, it packs a 
much greater impact. There are pho- 
tos of eight individuals on the left 
hand page—from Burdette S. W right, 
vice-president in charge Airplane Di 
vision, to L. W. Smead, assistant man- 
ager of production planning, Plant 
No. 2. Each (with the exception of 
one shot of Mr. Wright's secretary 
transcribing) is of an executive actu 
ally dictating, and the little captions 
run about like this “Dictaphone 
streamlines thinking” “saves lost 
motion”... “prevents misunderstand- 
ings”... “helps keep details straight” 
... etc. On the right hand page are 
three more good pictures with cap- 
tions with main text buttoning the 
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Ouick-thinking and fast action at | 


UK 


Br ne ew wt 
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DICTAPHONE 





whole story into a sales package. This 
is tops in handling of a case study and 
Alton Ketchum, copywriter, Mce- 
Cann-Erickson, Inc. New York, 
who planned the whole business, cer- 
tainly wins a bouquet from us. 


Kellems Com pany—Great reminder 
here that the pages of any business 
paper are a vehicle of communication 
direct to its audience. Miss Vivien 
Kellems (whose good works you’ve 
heard about, we’re sure) apparently 
wanted to tell the electrical industry 
that the gals of this country are go- 
ing to play a bigger and bigger role in 
the engineering world. So she wrote 
an interesting two-page letter, repro- 
duced it in a spread in Electrical 
World, and ten to one the boys are 
talking about it right now. 


Acushnet Process Company—Ter- 
rific illustration here, a gas mask “in 
embryo” this advertiser calls it, repro- 
duced in blueprint blue, silhouetted, 
and marked up with chemical for- 
mulae. Bold-faced lead into text right 


COMES FO CARBIDE! 


A NEW SERVICE TO FIRTHITE USERS 


~e 





below it states, “Formulae are 
line fighters today.” 


Boo-of-the-Month 
Surely it belongs to the large fam- 
ily of advertisers who like Morse 


Twist Drill, Bliley Electric Com pany, 
Norma-Hoffmann Bearings (to men- 
tion but a few) seem to have nothing 
more constructive to say than 
“Tools Must Be Able to Take It Too!” 
... “Standard of Excellence—In War 
—In Peace” . .. “Pledged to all-out 
aid to America’s fighting forces, etc., 
etc.” 

No, we ain’t picking on just you 
three guys. You just kinda epitomize 
Paper is awfully 

and we're not 


a sorry situation. 
scarce, you know 
trying to be flip. 


Boost-of-the-Month 


When advertising and product de- 
velopment work hand in hand, good 
things are bound to result. Thus, 
when Firth-Sterling Steel Company 
“color-brand” their ‘“Firthite  Sin- 
tered-Carbide Tips and Tools,” it be- 
comes duck soup to knock out an 
enormously helpful ad such as this 
current spread, “COLOR Comes to 
Carbide!” Right hand page shows 
a large pix of cutting tool, color- 
branded, with the text announcing 
this valuable service immediately be- 
low. Facing page is headed “8 Firth- 
ite Grades Now ‘Color-Branded’ for 
Quick, Easy, Sure Identification.” 
Down the left margin of this page 
the eight grades and their specifica- 
tion colors are shown, with descrip 
tive copy alongside of each. We give 
this “Boost” to C. F. Hoffman, the 
a. m., for a truly model advertisement 


THE Copy CHASERS. 
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: —AND MAKE CERTAIN THAT 
, YOUR PRODUCTS ARE NOT 


| MISSING FROM THE 1944 EDITION 


In- 

be- 

an 

this 

to HE Marine Catalog is the huge marine industry’s buying guide to products and sources 
ws of supply. The 1944 edition, now in preparation, offers manufacturers a powerful 
_— sales tool for their 1944 programs. 

ing 

be Designed in its entirety to help marine men to buy, the Marine Catalog opens the door 
th- for the manufacturer to tell his descriptive product story . . . when marine men are 
ve seeking buying information. 

n. 

age The scope and importance of the Marine Catalog is emphasized by the fact that the 1943 
ca edition totaled over 880 pages, of which more than 570 pages were manufacturers’ prod- 
ns uct information. The contents of the Catalog comprise two major sections: (1) The 
he Catalog Section, through which manufacturers make their descriptive product information 


readily accessible to marine buyers. (2) The Directory Section, which provides a com- 
prehensive directory of manufacturers of marine products, classified under the equipment 
or materials they make. A third division is the Trade Name Index, which lists the trade 
names of the manufacturers who are included in the Directory Section. 


The Marine Catalog is the place to keep your detailed product information instantly 
accessible to marine buyers in the form they want it and find most helpful . . . illustra- 
tions, diagrams, specifications, factual descriptions, engineering and service data. Your 
product story in the 1944 edition will reach the key men in every ship operating company 
and every shipbuilding plant in the United States and every U. S. Navy Yard .. . important 
personnel of the U. S. Maritime Commission .. . members of the War Production Board 

naval architects, marine engineers and other technical and operating personnel 
throughout the marine industry. 


The fact that more than 600 companies placed their product information in the Catalog 
Section cf the first edition emphasizes the importance of the Marine Catalog as a vital part 
of your selling. Write today, without obligation, for a prospectus giving more complete 
information. 
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30 Church Street’ New York 7,N.Y. 
105 W. Adams St., Chicago 3 Terminal Tower, Cleveland 13 = = Washington 4, 
1038 Henry Bldg., Seattle 1, Wash. 300 Montgomery St., San Francisco 4, Cal. "530 W, 6th 7 
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PROVED ITS VALUE 





MEANS 
COMPLETE COVERAGE 
. 





37th YEAR 
. 
OVER 800 PAGES 


PIT AND QUARRY HANDBOOK is the 
only Reference Manual, Trade Directory and 
Buyers’ Guide in the nonmetallic-minerals 
industry It tells manufacturers’ complete 
product stories to 5,000 interested prospects 


the year ‘round AT ONE LOW COST. 


For 37 years PIT AND QUARRY HAND- 
BOOK has held the confidence of operators 
by providing superior service—and, as a 
result, proved its value to advertisers by pro- 
ducing satisfactory sales response. Because 
it reaches every major buying factor in the 
nonmetallic-minerals field, it will do the 
same for you 


Forms for the 1944 edi- 


tion close on December 
Ist Time is short— 
reserve space NOW. 


PIT AND QUARRY HANDBOOK 


538 South Clark St. 








Chicago 5, Illinois 





industrial plant penetration. 


Whada ya mean... 


You can't cover the industrial market 
without it... yet too much of it means 
costly waste. The new IEN data sheet 
shows how much and how little are 
necessary. 


FOR YOUR DATA FILE 


These important facts should be 
at your finger tips. Write for 
your copy today .. . 





Industrial 
4 
> 


Equipment =((f} 


a4 
News 


WHERE OPERATING MEN IN INDUSTRY LOOK 
FOR PRODUCT NEWS AND INFORMATION. 


Thomas Publishing Company 
44! Eighth Ave New York |, N. Y. 
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““Hotel-Room” Metal Show A Success, 
1944 Exposition to Be in Cleveland 


@ MUCH to the surprise of many, 
the 1943 National Metal Congress and 
Exposition was a success despite the 
fact exhibits had to be held in sample 
rooms of the Palmer Heuse, Chicago, 
Oct. 18-22. Exhibitors expressed 
great satisfaction with results of the 
show and in a number of cases the 
individual rooms for exhibits, although 
small, were favored in place of the 
usual open type space in a large hall. 

More than 200 manufacturers of 
equipment and materials used in the 
metal working industry participated 
in the exposition. The exhibits were 
staged in rooms on the seventh, eighth, 
and ninth floors of the hotel, while 
technical sessions of the annual meet- 
ing were held in the large main meet- 
Some 23,- 
exhibits, 
while registration at the technical 
sessions reached 6,000. The traffic for 
the exhibits was not far below that of 
last year and the attendance of the 
technical sessions was high, it was 
felt, because they were held in the 


ing rooms on lower floors. 
200 persons inspected the 


same building as the exhibits. 


Many Operating Exhibits 


Although the rooms for exhibits 
were comparatively small, many man- 
ufacturers had operating exhibits, the 
F equipment used 
Pines Engi- 


piece ot 


, 
- 


heaviest 
weighing 2,300 pounds. 
neering Company, Aurora, IIl., dem- 
onstrated a profiler. Sperry Rail 
Service, Hoboken, operated one of its 
steel inspection Welding 
Apparatus Company, Chicago, had a 
welding booth where could 
try their hand at welding. Nelson 
Specialty Welding Equipment Com- 
Calif., demon- 
strated its electric arc stud welder. 
Standard Steel Spring Company, Pitts- 
burgh, operated a loom for weaving 
Corronized wire cloth. There were 
other operating exhibits of drilling and 
tapping operations, band sawing, etc. 


machines. 


visitors 


pany, San Leandro, 


The growing use of X-ray in in- 
dustry was reflected in a number of 
exhibits of such equipment, including 
General Electric, Westinghouse, and 
Picker. 

Display material and 
used in most of the exhibits consisted 
of parts of displays used in larger ex- 
hibits on previous occasions. Those 
who had sectional displays were able 
to utilize various units to good ad- 
vantage. There were a few exhibitors, 
however, who built special displays 
Among these were 
Louisville, Ky.; 


equipment 


for their rooms. 


Tube Turns, Inc., 


Ohio Crankshaft Company, Cleve! ind; 
and Pangborn Corporation, Hayers- 
town, Md. Size of displays and equip- 
ment was limited by the fact that 
doors to the rooms were only thirty- 
four inches wide, and freight eleva- 
tor doors were only six feet in height, 
necessitating some equipment being 
moved up on top of the elevator 


Movies Used Effectively 

A number of companies made ef- 
fective use of motion pictures, and 
their showing were under ideal condi- 
tions because of the individual rooms 
used. Aluminum Company of Amer- 
ica made the show the occasion for 
the premier of its new set of five 
“how-to” movies on the fabrication of 
aluminum. Hitchcock Publishing 
Company showed color sound movies 
of Latin America as a background for 
its Latin-American machinery catalog. 
Ampco Metal, Inc., New Jersey Zinc 
Company, and Kennametal, Inc., also 
demonstrated their products with mo- 
tion pictures. 

Exhibit space at the exposition was 
sold on the square-foot basis as usual, 
and although it cost the management 
more than usual, the price to the ex- 
hibitor was not increased. It was the 
second Metal Show to be held during 
the time this country has been at war 
and the attendance was of high qual 
ity, exhibitors reported, because of the 
keen interest in new 
processes both for present usage and 
in the postwar era. 


materials and 


The management of the show has 
announced that the 1944 congress and 
exposition will be held in the Cleve- 
land Public Auditorium, Oct. 16-20 


J. F. Nickerson Dies 


Joseph. Frank Nickerson, publisher of 
Ice and Refrigeration, died Oct. 20 at 
his home in Chicago following a long ill 
ness. He was eighty-two years old and 
one of the pioneers in the business papet 
publishing field. His publication recently 
marked its fifty-second anniversary 


Thomson Back From Service 

Having completed a special assignment 
with the Red Cross in the Middle East, 
Alexander Thomson, Jr., vice-president, 
The Champion Paper and Fibre Com 
pany, Hamilton, O., has resumed his c 
pany duties in sales promotion and ad 
vertising activities 


Woolf Joins Textile Research 


Douglas G. Woolf, for many years « 
tor, Textile World, has resigned to be 
come vice-president and director of 
formation, Textile Research Institute, I 
New York. Edwin D. Fowle, publis 
of Textile World, is also acting as edit 
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THE OIL WEEKLY — Specialized for the drilling-producing-pipeline industry! 


In The Oil Weekly, specialized for the drilling-producing- 

















_ pipeline industry, you not only reach the largest subscriber 

a (ABC) audience of men exclusively engaged in the pro- 

2 9 duction division of the industry, but you have the advan- 

te tage of a minimum waste circulation and a concentrated 

x p: reader interest of editorial content written exclusively for 
ar the men in this particular business. The Oil Weekly is 

f. See the only publication devoted exclusively to the production 

nd i. and pipeline division of the oil industry. 

- 

or | PETROLEUM REFINER — Specialized for the refining-natural gasoline industry! 

ve 

: Maintaining close contact with refining men and giving 

ies them an editorial content geared to their needs is the 

ne reason Petroleum Refiner consistently leads in paid (ABC) 

“ subscriptions among men engaged in the petroleum re- 

> fining industry. In Petroleum Refiner your advertising 

, receives 98 per cent plus coverage of this industry because if om! 

il, this authoritatively written magazine is the only publica- I fra sesrin0 | 

7 tion “specialized for the oil refining industry, including ) | di 

he petro-chemical engineering, petroleum synthetics and nat- ve sa | 

- ural gasoline.” a 

| 

¥ OIL INDUSTRY MARKETS FACE GREAT POSTWAR EXPANSION! 


id 











’ 


Today, the armed forces of the United States and our 
allies are using more petroleum products than the entire 
world was producing at the end of World War No. 1. 
Warnings have been issued that we must expect a substan- 
tial increase in this consumption. Steps are being taken 
to increase and sustain the production and to do this, the 
industry is promised material with which to do the job. 
There will be more drilling in the United States and 
abroad in 1944 than we have seen in two years. 


The oil industry has already used up its “fat” and with 
equipment stocks in warehouse and field depleted, is today 
buying equipment at an increased tempo. Postwar days 
will present such a market for equipment as the industry 
has not seen even in its days of greatest boom. 
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3301 BUFFALO DRIVE 
PITTSBURGH 


So, too, must the refining and natural gasoline division of 
the oil industry expand and rebuild to keep pace with the 
ever-increasing demand for aviation gasoline, synthetic 
rubber, and the revolutionary new products of petro- 
chemistry for which the world has a definite need. 


Unlike industries which have vastly over-expanded to meet 
war needs—and which will face a major task in conversion 
to peace-time needs—the oil industry will see quick con- 
version to peace-time conditions. 


More detailed information on the present and postwar 
opportunities in either of these specialized markets gladly 
furnished on request. 


THE OIL WEEKLY AND THE COMPOSITE CATALOG 
for the Drilling-Producing-Pipeline Industry 


PETROLEUM REFINER AND THE REFINERY CATALOG 
for the Refining-Natural Gasoline Industry 


GULF PUBLISHING COMPANY 


P. O. BOX 2608 
CHICAGO 


HOUSTON, TEXAS 


TULSA LOS ANGELES 
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GET IT... and 
GET IN IT/ 


That BIG January Number of 
P & Q is going to be “a honey.” 
A review of 1943... and a pre- 
view of 1944. The ANNUAL of a 
critical year and the “best seller” 
of the Industry. GET IN IT with 
your advertisement because 
everybody will get it . . . and 
read it. 


PIT AND QUARRY 
907 Rand McNally Bidg. 
Chicago, Illinois 











“Whats behind it?” 
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f such “plus” value 
romotion. Write 
today for rates and a sample copy 
Forms for the Big Conference Issue 
close Now. 15 
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Engineering Schools 


to the top in so many companies? It 
is because manufacturers of engineer- 
ing products have found it necessary 
to assign sales, distribution, advertis- 
ing, market research and other mar- 
keting functions to men who have 
shown ability in that direction, thus 
reducing their activities as engineers 
while increasing their responsibilities 
in general management. And _ these 
men have learned by experience to 
develop their own techniques of in- 
dustrial marketing, with compara- 
tively few guide-posts along the way 
in the form of established principles of 
a fundamental character. 


Marketing Training Useful 


That is why theoretical training in 
marketing and related subjects would 
serve such a useful purpose. We may 
expect to see engineers going into 
industrial fields in even greater num- 
ber than heretofore, and we may 
assume that many of them will ulti- 
mately be given assignments directly 
related to advertising, sales or dis- 
tribution. For these men, preliminary 
training in marketing in all its 
branches would be of tremendous 
value. They would be able to dis- 
charge their responsibilities far more 
successfully if already indoctrinated 
with the correct principles of market- 
ing, including the successful use of 
advertising as a sales and promotion 
tool. 

What about the engineer who con- 
tinues to practice his profession? It 
seems to me that every professional 
man needs a broad background of 
knowledge of social and economic 
problems to which his technical work 
should be related. It is of no value 
to design a product for which there 
is no established application. It is 
just as important to the engineer to 
learn something about the market for 
which a product is to be offered as to 
understand the mechanics by means of 
which it is to be designed and built. 
And understanding of human nature 
and the economics of industry may be 
just as important in the future suc- 
cessful operations of the enterprise 
system as knowledge of the scientific 
facts which make up engineering. 

The engineering college student 
magazines thus have an opportunity, 
it seems to me, to develop increased 
interest in marketing subjects among 
their readers as a complement to the 
work they do in preparation for their 
engineering degrees. The publica- 
tion of articles dealing with the devel- 
opment of industrial markets and how 
they are exploited would stimulate 


the imagination of engineering sty- 
dents along new and profitable | ines, 
And at the same time the appear- 
ance of material of this kind in col- 
lege magazines, together with infor- 
mation on engineering developments, 
would tend to emphasize the field of 
marketing in the minds ot the able 
professors who are teaching the speci- 
fic subjects which make up the cur- 
riculum of the modern schoo! of 
engineering. 

Award for Marketing Ideas 

We believe competition in the 
editorial field is important. We have 
just concluded the sixth annual 
awards for editorial achievement in 
the business paper field, and as usual, 
uncovered seme remarkably fine work 
on the part of industrial and engi- 
neering journals, as well as other types 
of business publications. Your own 
annual competiton has as its objective 
the recognition of outstanding work 
on the part of student editors of 
engineering college magazines. I am 
sure that these annual competitions 
have had a part in the increasing qual- 
ity of the editorial contents and me- 
chanical formats of your student pub- 
lications. 

In the event that you believe that 
engineering students should have their 
attention called to the importance of 
the marketing function in getting en- 
gineering products from the factory 
to the point of use, and plan to use 
material of this kind in your maga- 
zines, INDUSTRIAL MARKETING would 
be happy to offer an annual award for 
the best material on this subject ap- 
pearing in engineering college publi- 
cations. We believe we can work 
together effectively in increasing the 
emphasis given to marketing subjects 
in the training of engineers for indus- 
trial careers, and that the broadened 
interest which they develop in this 
important complementary activity 
will benefit them both as individuals 
and as members of American indus- 
try. 


Weatherhead Increases Staff 


Stanley Clough, formerly in the 
licity division of General Electric Com 
pany, Schenectady, N. Y., has joined the 
advertising department of Weatherhead 
Company, Cleveland, as copywriter and 
photographer. Peggy Gaffney also has 
been added to the advertising staff to do 
copywriting and publicity. Miss Gaffney 
previously was editor of Cleveland Ath 
letic Club Journal, and with Meldrum 
and Fewsmith, Inc., agency. 


McKeever Edits "Roads and Streets’ 


Harold J. McKeever, associate ed 
of Roads and Streets for the past y 
has been advanced to editor. Since join 
ing the .publication, Mr. McKeever as 
spent most of his time in the field, 
cluding a couple of trips to the Al 
Highway 


wh 
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OVERS ALL DIVISIONS OF 
ALIFORNIA OIL INDUSTRY 


DRILLING — 
Demands of industry and the 
armed forces have more than 
doubled the volume of Califor- 
nia drilling in the last year 


PRODUCTION — 
California production has in- 
creased more than 26°; in the 
past year and is steadily go- 
ing up 

REF'NING — 
Refinery output in California is 
ip 19% over a year ago and 
ew plants are building 


MARKETING — 
Demand for California Petro- 
leum products is at an all- 
time peak. Industrial, war and 
civiltan requirements are in- 
creasing steadily. 


PETROLEUM WORLD 
a tbeccl and 
ters as : 
TO CALIFORNIA’S OIL 
INDUSTRY BUYERS 


When you have something to sell any branch of 
the great California petroleum industry, there is 
one all-embracing medium through which to reach 
that market... Petroleum World, with over twice 
as many regular readers as any national oil trade 
journal circulating in the California field. Whether 
it be drilling, production, refining, pipe line opera- 
tion, marketing or equipment and supplies, the 
important oil people in California buy and read 
Petroleum World. 

The importance of this California market for oil 
equipment can hardly be overestimated. The war 
in the Pacific grows in scope and intensity, requir- 
ing greater and greater volumes of California 
petroleum products. On the home front the tre- 
mendous war industries of the Pacific Coast are 
large users of many petroleum products. And after 
the war there will be a great export demand as well 
as a large domestic, civilian market. 

Strategically located on the very edge of the Pacific 
war front, California petroleum products must be 
increased to the limit. This calls for new equip- 
ment, for replacements. Hence it is that Petroleam 
World, with its superior coverage in California, is 
the perfect spot to tell the industry what you have 
to sell, what you can do to help step up production. 
In no national oil publication can you get the 
complete coverage provided by Petroleum World. 
It is the place where California oil men look for 
the information they want and need. Your message 
in Petroleum World will reach all of them. 


PETROLEUM WORLD 


PUBLISHED MONTHLY BY PALMER PUBLICATIONS 
412 WEST SIXTH ST., LOS ANGELES 14, CALIF 


UNDER THE MANAGEMENT OF 
REX W. WADMAN 
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Far-reaching developments are 
taking place in the wood work- 
ing field and Wood Products is 
the one publication serving the 
entire trade that is consistently 
depended upon by plant man- 
agers to keep them abreast of 
all happenings that may have a 
bearing on the present and 
future of the industry. 


Advertisers in Wood Products 
know that they are doing the 
best possible job of selling to 
the men who really make final 
decisions in this great industry. 


Market Data Gladly Furnished. 


WOOD PRODUCTS 





yh, retrial’ 
FINISHING 





Helping all 
Industry with 
its Product 





Cleaning and 
Painting Problems! 





Sample Copies on Request 


Tal YEAR OF PUBLICATION 


Published the 18th of Each Month by 


PRACTICAL PUBLICATIONS, Inc. 


1142 N. Meridian Street. Indianapolis 4, Indiana 
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Republic Steel 
vey expressed thoughts similar to 
those given by the county agents. 

The new book, therefore, combines 
the ideas of the various groups inter- 
viewed, and gives advertising sugges- 
tions for all the score or more of busi- 
nesses represented in the average small 
town. First, the advertising problem 
is presented, and then suggestions 
given as to how the dealer can help 
solve it through space in his local 
newspaper. 


How Book Is Distributed 
Distribution of the book is being 


handled as follows: 

Copies are being sent to all the 
newspapers in the midwestern states 
covered by Republic’s wire division, 
together with a letter suggesting 
means by which publishers can use 
the book to advantage in promoting 
greater and more effective local ad- 
vertising. Also enclosed is a sug- 
gested editorial on the importance of 
the farmer and a news article in which 
Chester W. Ruth, director of adver- 
tising for Republic, endorses the ef- 
fectiveness of local retail advertising 
as a means of reaching farmers in the 
community. 

Copies of the booklet have been 
furnished secretaries of the various 
state press associations and at least one 
of these is sending out a bulletin to 
its members endorsing the use of 
“What is a Farmer?” as a means of 
improving local advertising. 

The booklets are also being sent 
to all Republic dealers, and in addi- 
tion, each Republic salesman has an 
ample supply from which he leaves 
copies with prospects in each town in 
his territory. 

In addition to these groups, copies 
are being mailed to the county agents 
and to the leaders of various farm 
organizations so that they, too, can 
familiarize themselves with the con- 
tinuing interest shown by Republic in 
the farm field. 

The importance of the local dealer 
who distributes Republic products to 
the farm has always received a lot of 
attention in the company’s merchan- 
dising program. For example, a new 
series of institutional advertisements 
begins in November and will appear 
in a lengthy list of state farm papers. 
Each of these ads, in addition to the 
institutional copy, will carry a box 
devoted to the dealer. The following 
is taken from the November ad: 


TEAMWORK WINS 


Your Republic dealer is one of 
your neighbors. He knows you— 
knows what kind of a farm you 


run—and how you run it. He 
knows your problems. He lives 
in your community. He is vi- 


tally interested in its growth and 
prosperity. He is the friendly 
contact between us as a steel 
manufacturer and you as a stee! 
user. Working together as a 
team we can all help each other- 
all do a better job. That’s the 
typically American way of doing 
things—and it’s more important 
today than ever before. 


Provides Dealer Newspaper 


Another important part of Repub- 
lic’s dealer advertising program con- 
sists of the “Farm Spokesman” news- 
papers. These are issued six times a 
year, and each of the four-page, seven- 
column papers closely resembles a good 
country weekly newspaper in appear- 
ance. 

The “Farm Spokesman” papers are 
localized with the name of the dealer’s 
town appearing in the masthead, the 
name and photo of the dealer over 
“his column” on the front page, and 
the firm name and address printed at 
the bottom of a large ad on the front 
page. In addition, news appearing in 
the right hand column on the front 
page is changed for each of the states 
in which the paper is used. That is, 
in Illinois, the news concerns farming 
operations in that state, lowa dealers’ 
papers feature lowa news, etc. 

During the three years that the 
“Farm Spokesman” papers have been 
used, circulation has grown to more 
than 185,000 on lists furnished by 
approximately 950 dealers, and present 
plans call for continuance in. 1944. 

Typical of the dealer letters re- 
ceived regarding the effectiveness of 
the “Farm Spokesman” are these 
excerpts: 

“The damn thing sounds as though 
we wrote it ourselves.” 

“Before you circularized our cus- 
tomers with the ‘Farm Spokesman’ we 
handled very little steel. As a result 
of your advertising in our behalf, to- 
day we rank as an outstanding mer- 
chandiser of farm steels in this com- 
munity.” 

“Will say that the ‘Farm Spokes- 
man’ is the best piece of advertising 
that we have ever had—in fact it is 
the only one we have ever heard 
from.” 

“There is no question as to the good 
will the ‘Farm Spokesman’ is building 
for us.” 

Thus it can be seen that the pub- 
lication of “What is a Farmer?’ 1s 
not so foreign to Republic Steel after 
all—because the company has a long 
established policy of helping both the 
farmer and the dealer who distributes 
Republic products for the farm. 
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Name of NIAA Shall Not 
Be Changed, Say Members 


By a vote of seventeen to ten, 
NIAA chapters have decided the name 
of the association shall not be changed. 
The proposition comes up periodically 
and there appears, by results of the 
balloting, to be a deminishing desire 
on part of members to alter the name. 
that - 
be incorporated i1 
the name the broadening 
activities of many of its members, and 
as a means of attracting more market- 
ing men to the membership and ex- 
the 


Proponents have suggested 


word “marketing” 


because of 


tending the scope of association’s 
activities. 

A change in name at the beginning 
of the war was tabled on the thought 
needed to 
battle regulation or restriction of ad- 


r for this coun- 


the association might be 


vertising in event of wa 
weight 


part 


try and it would have more 
if the 


of its name. 


word “advertising” were 


Member of Two Chapters Need 
Pay Only One National Dues 


The executive committee of the 
NIAA has ruled that where a member 
to more than one chapter, 
hereafter he will be charged for na- 
tional dues only by his home chapter; 
each additional chapter to which he 
belongs will collect only for the local 
This ruling will benefit 
who, be- 


belongs 


chapter dues. 
mainly associate members 
their traveling, frequently 


belong to several NIAA chapters. 


cause of 


NIAA to Have Organization 
And Operations Manuals 


Each chapter and officer of the 


NIAA will soon receive a sample or- 


ganization and operations manual de- 
signed to facilitate and codrdinate 
Organizational work and activities of 


the hapters and the national associa- 


tion. The manuals will serve as rec- 
ords and guides so that new adminis- 
trations and committee chairmen will 
be able to continue operations of their 
predecessors with a clear understand- 
ing of previous activities and objec- 
tives so as not to break the continuity 


of the effort. 
he manuals will automatically cre- 
ate a history of the chapters and the 





national association over a period of 
years. A national committee is to be 
appointed to assist in getting the man- 
ual started and in keeping it alive. A 
similar committee will be established 
in each chapter to see that the manual 
is used, 

Anthony Nehr, sales promotion 
manager, Century Electric Company, 
St. Louis, designed the manuals which 
were approved by the NIAA board of 
directors at its last meeting. Mr. 
Nehr is working in coéperation with 
Alan A. Balantyne, Electric Auto-Lite 
Company, Toledo, NIAA vice-presi- 
dent in charge of the administrative 
portfolio. 


McDonough Appointed NIAA 
New York Representative on WAC 


Charles McDonough, publi city man- 
ager, Combustion Engineering Com- 
pany, Inc., has been appointed New 
York representative of the NIAA on 
the War Advertising Council. Other 
NIAA representatives on the WAC 
are Keith J. Evans, advertising man- 
ager, Inland Steel Company, Chicago, 
Bennett Chapple, assistant to 
president, The American Rolling Mill 
Company, Middletown, O. 

The NIAA is giving special co- 
Speration to the WAC on the cutting 
tool and rope conservation campaigns. 


and 


Lonergan Named President of 
Western New England Chapter 
G. P. 


manager, 


Lonergan, sales promotion 
The Bristol Company, 
Waterbury, Conn., 


has been elected 
president of the 
Industrial Adver- 


tising and Market- 

Council of 
Western New 
England, succeed- 
ing H. E. Merrill, 
construction ma- 
terial advertising 
manager, General 
Electric Company, 
Bridgeport. Other 
officers elected are: 
First vice-president, E. N. Bidwell, 
advertising manager, Whitney Chain 
& Mfg. Company, Hartford; second 
vice-president, C. W. Bostrom, Jr., 
advertising manager, Edwards & Com- 


G. P. LONERGAN 
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FORGING - 


The steady Increase In demands | 


cause of the war program, ‘nec- i 
essarily indicates an active mar- | 
ket for hammers, furnaces, re- 
fractories, cements, alloy steels, 
presses, hammerboards, cleaning 
equipment, burners, lubricants, 
die o. and many other lines 
of equipment and supplies. 

You can reach this active mar- 
ket through the advertising pages 
of HEAT TREATING AND FORG- 
ING. Your advertisement ap- 
pearing each month in this paper 
will impress the features of your 
products upon those who buy or 
influence the buying of equip- 
ment and supplies. 

Published by 


STEEL PUBLICATIONS INC. 


108 Smithfield St. Pittshurgh. Pa. 
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The skill of this country’s engi- 
neers is gradually enabling the 
United Nations to gain superiority 
over the Axis. Engineers and oper- 
ating officials of the steel plants 
are keenly interested in learning 
more about your equipment and 
supplies. They need this informa- 
tion to enable them to produce war 
material quickly and economically. 
Through the advertising pages of 
BLAST FURNACE AND STEEL 
PLANT, you can convey this infor- 
ma‘ion to those responsible for an 
adequate supply of steel. 


STEEL PUBLICATIONS. 


108 SMITHFIELD ST. 


PITTSBURGH, 
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Photronic Cells now being made for war purposes only, hold many 
new possibilities for design engineers searching for better methods or 
new products for post-war markets. 

The improved Type 3 photo-cell has a marked increase in sensitivity 
and can be produced in various outputs and various linearity factors, 
to meet specific circuit requirements. They can be matched in spectral 
sensitivity, too; to give practically the same spectral response curve 
throughout the color spectrum. And since the fatigue factor has been 
materially reduced, their response is more uniform, and far more rapid. 

The development of the Type 3 is the result of continued research 
and experience in the processing of photo-cells dating back to 1930... 
the year in which WESTON introduced the first American-made com- 
mercial cell of the barrier-layer type. 

Type 3 Photronic Cells can be supplied in various styles and cases, 
1s well as unmounted in a variety of shapes and sizes. Complete 
technical data, in booklet form, available to design engineers on request. 
Weston Electrical Instrument Corporation, 582 Frelinghuysen Avenue, 
Newark, New Jersey PHOTRONIC - A registered 

trademark designating the 
photoelectric cells and photo- 
electric devices manufactured 


exclusively by the Weston 
Electrical Instrument Corp. 


Leboratory Standards Precision OC and Specialized Test Equipment... Light 
AC Portables . . . Instrument Transformers Measurement and Control Devices . . 
Sensitive Relays pc, AC, and Exposure Meters... Aircraft Instruments 
Electric Tachometers...Dial Thermometers. 


Thermo Switchboord and Panel Instruments 


FOR OVER 31 VEARS LEADERS IN ELECTRICAL MEASURING INSTRUMENTS 
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WHO ARE THE PLANNERS 
BEING ADDRESSED 
BY THE ADVERTISER? 


Engineers, designers and executives—those key men in product- 
making plants who are responsible for the development of all types 
of machines, appliances and equipment, electrically operated. They 
make up a multi-industry market of tremendous buying power... 
in peacetime as well as in wartime. 


WHY IS THE MESSAGE 
| | A TIMELY ONE? 





aioe 


Today...almost every product manufacturer, busy though he may 
be on essential war production, is giving at least some thought to 
the creation of new and improved products for post-war markets. 

In many organizations, such forward planning already has reached 
: an advanced stage. Thus, men responsible for new product devel- 

opment are alert to messages such as this Weston ad. Readers are 
informed of the basic characteristics of “Photronic” Cells and their 
application possibilities, also they are admonished to seek techni- 
cal data on the product from the advertiser. 


WHAT IS THE EXTENT 
OF THE READERS’ INTERESTS? 


ELECTRICAL MANUFACTURING readers, whether their plans 
concern products for war or peace, are interested in everything 
that enters into the design or fabrication of their products... mate- 
rials, metals, parts (electrical, electronic or mechanical), equip- 
ment, finishes, etc. Their reputations as engineers are at stake and 
they know that the finished product can be no better than the behav- 
ior of the components. That’s why product builders are decidedly 
reluctant to integrate unknown quantities 

into their own creations. 


THE GAGE PUBLISHING COMPANY 


Publishers to Industry Since 1892 = | 
1250 SIXTH AVENUE «© NEW YORK 20, N. Y. ‘q WAR BONDS 
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A Present and Post-War 
Opportunity 


A nationally recognized, middle western 


ndustrial concern, making essential 
products, is in need of a copywriter to 
handle direct mail, business paper and 
house organ copy This is a permanent 
opportunity for an intelligent, energetic 
man, interested in the industrial busi- 
ness who would like to make a place for 
himself in a well established firm A 
technical background is desirable The 
ability to write hard-hitting copy and 

get along with people is essential 
Salary commensurate with requirements 
of position Write in detail giving age, 
salary expected, and photograph Sam- 
ples of work should be included and 
will be returned All replies will be held 
strictly confidential Address Box 244, 


Industrial Marketing 100 E. Ohio S8t., 











7-COPYWRITER-. 
WANTED! 


@If you are trained in technical 
advertising, you may be interested 
in this opportunity. In a fast-grow- 
ing medium-sized agency in New 
York State, we need a man who can 
write selling copy on a variety of 
industrial products. We want a 
hard-working, up-and-coming fellow 
who has been looking for a chance 
to grow fast—a chance to take re- 
sponsibility and use initiative. Sal- 
ary to fit your ability. Give full de- 
tails and send a few samples. Your 
confidence will be strictly kept and 
all samples returned. Include d-aft 
status and salary expec‘ed Box 
246, INDUSTRIAL MARKETING, 
330 W. 42nd St., New York City. 
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NATION'S GR 


pany, Inc., Norwalk; 
urer, Roger T. Lymn, 
manager. The Torrington Mfg 
pany, Torrington, Conn. 

New directors for the orcanization 
include: H. E. Merrill; Carlton B. 
Beckwith, advertising miniger, New 
Departure Division, General Motors 
Sales Corporation, Bristol Conn.; D. 
C. Warren, northeastern manager, The 
Iron Age, Hartford; E. M. Heery, as- 
sistant advertising manager, Rockbes- 
tos Products Corporation, New 
Haven; R. C. Helbig, advertising 
manager, Greenfield Tap & Die Cor- 
poration, Greenfield, Mass.; A. W. 
Tucker, secretary and sales manager, 
The Henry G. Thompson & Son Com- 
New Haven. Fred Emerson, 
assistant sales manager, Spartan Saw 
Works, Inc., Springfield, Mass., has 
been elected national director. 

Seven new committee chairmen 
have been appointed for the 1943- 
1944 season. They are: Program, 
E. N. Bidwell; membership, C. W. 
Bostrom, Jr.; publicity, Edward J. 
Malvey, Chase Brass & Copper Com- 
pany, Waterbury; personnel place- 
ment, Carlton B. Beckwith; war ac- 
tivities, Fred Emerson; postwar plan- 
ning, R. Wetzel, vice-president and 
sales manager, Charles L. Jarvis Com- 
pany, Middletown, Conn.; chapter and 


secretary-treas- 
advertising 
. Com- 


pany, 





al of Commerce 
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NEWS 
EATEST INDUSTRIAL 
"THE CENTRAL WEST 


CHICAGO JOURNAL OF COMMERCE 


12 EAST GRAND AVE., CHICAGO 
120 BROADWAY, NEW YORK 


Do your POST-WAR Sales Plans 


include the $6,000,000,000 TELEPHONE INDUSTRY? 





“It is estimated that during the years immediately following the war 
$1.5 billion will have to be spent to rehabilitate the AT&T system 


and to bring it back to the pre-war efficiency level.” 


Wall St. Journal, 


Aug. 6. Add the needed expenditures of 6,800 Independent telephone 
companies and a huge postwar market develops. 


Do you want to share in this coming business? 


You can develop it 


. and economically through the columns of 





TELEPHONE ENGIN 


7720 Sheridan Road 





’ 





Jj 





iR & Management 





“Since 1909” 


Chicago, Illinois 
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W. D. Shannon, Allis-Chalmers Mfg. Com- 
pany, Norwood, O., newly elected president, 
Cincinnati Industrial Advertisers, left, is 
presented with a gavel by retiring president 
Walter H. Spindler, publicity manager, 
Armco Drainage Products Association 


NIAA administrative manuals, T. V. 
Busk, advertising manager, 
Birmingham Company, Inc., 


Farrel- 
Ansonia. 


New Editorial Staff Named for 
“Eastern Industrial Advertiser” 

James M. Plummer, Leeds & North- 
rup Company, Philadelphia, has been 
appo.nted managing editor of “‘East- 
ern Industrial Advertiser,” publica- 
tion of Eastern Industrial Advertisers. 
Newly appointed associate editors of 
the magazine include: L. R. Garret- 
son, in charge of advertising, Leeds & 
Northrup Company; P. B. Robinson, 
advertising manager, Sharp & Dohme; 
E. H. Peplow, Jr., sales promotion 
manager, John A. Roebling’s Sons 
Company, Trenton, J. S. Me- 
Cullough, advertising manager, Yale 
& Towne Mfg. Company; A. O. Witt, 
sales promotion manager, Schramm, 
Inc., West Chester, Pa.; Stanley P. 
Hathen, Hathen Studios; H. W. 
Weihenmayer, Jr., sales promotion 
manager, L. H. Gilmer Company, is 
circulation manager; and F. H. 
Gloeckner, president, T. A. Winchell 
& Co., Inc., is general business 
manager. 


Flanders Discusses 
Postwar Role of Business 

The United States can lead the 
world in a return to individual free- 
dom and initiative, Ralph E. Flanders, 
president, Jones & Lamson Machine 
Company, Springfield, Vt., and mem- 
ber of the Board of Economic Stabil- 
ization, told members of the Industrial 
Advertising & Marketing Council at 
a joint meeting last month with t! 
Council and the Manufacturers Asso- 
ciation of Connecticut. 

While the rest of the world is mov- 
ing toward state socialism, the United 
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States is moving in the opposite di- 
rection, taking a more conservative 
attitude than it has in the past, he 
asserted. To develop a program which 
would permit business to take advan- 
tage of this trend, Mr. Flanders listed 
three developments which would be 
helpful: 1. Business must be willing 
and able to take risks. 2. Federal 
taxes must be revised to permit busi- 
ness reasonable assurance of making 
a profit and at the same time return 
the necessary revenues to the govern- 


ment. 3. The common man must be 
assured the minimum necessities of 
life. 

The meeting was presided over 


ointly by C. R. Burt, president, Pratt 
& Whitney, Hartford, MAC member, 
and G. P. Lonergan, sales promotion 
manager, The Bristol Company, 
Waterbury, Conn., president IAMC. 


Lynn Ellis Talks on Thinking 
To Western New England 
Thinking in circles or cycles is just 
what thinking is, Lynn W. Ellis, ad- 
vertising consultant and father of the 
Ellis Plan, told the Industrial Adver- 
tising and Marketing Council of West- 
ern New England last month. Mr. 
Ellis talked on “Creative Engineer- 
ing,” which he defined as thinking a 
thing through, and plotting in ad- 
vance on a simple criss-cross graph 
just how many men in a company 
must be sold, from the shop foreman 
through the purchasing agent and 
president, and just what each of these 
men gain from what you have to offer. 


To illustrate his point, he took the 
hypothetical case of selling a mem- 
bership in the NIAA and detailed how 
each of the following points in the 
cycle of thinking must be considered: 
analyzing, supervision, plan, operation, 
selling, advertising, inspecting, finance, 
reports, and files. 


TAA Told of Opportunities for 
Industrial Advertising Men 

Industrial advertising men who are 
alert to their opportunities will find 
that the scope of their responsibilities 
in the postwar era has spread and that 
they will be called upon to help de- 
termine marketing, distributing, and 
manufacturing policies of their re- 
spective companies, according to W. 
V. Merrihue, apparatus advertising 
manager, General Electric Company, 
Schenectady, N. Y., who spoke at 
the September meeting of the Tech- 
nical Advertisers Association, Boston. 
Mr. Merrihue also described the or- 
ganization and operation of his depart- 
ment and discussed some of the in- 
novations made as a result of the war. 
A question period followed. 

The new committee chairmen for 
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TAA for the coming year are: Pro- 
gram, Frederick L. Jackson, assistant 
promotion manager, Grinnell Com- 
pany, Inc., Providence; membership, 
Frank Prendergast, managing editor, 
Printing; postwar planning, Edward 
S. Lawson, advertising manager, Fox- 
boro Company, Foxboro, Mass.; tool 
conservation, John P. Burdick, adver- 
tising manager, Brown & Sharpe Mfg. 
Company, Providence; publicity, 
James R. Duffy, assistant advertising 
manager, Sylvania Electric Products, 
Inc., Salem, Mass.; employment, 
James H. Watson, advertising depart- 
ment, S. D. Warren Company. 


Philadelphia Chapter Hears 
Discussion of Postwar Outlook 

Four speakers at the Oct. 7 meet- 
ing of the Eastern Industrial Adver- 
tisers, Philadelphia, featured the role 
of the advertising manager and busi- 
ness in the war and postwar periods. 

Robert N. Arndt, vice-president, 
John Falkner Arndt Company, Inc., 
opened the program with a discussion 
of twelve points for the industrial ad- 
vertising manager to think about, 
ranging from conversion to peacetime 
markets to the present paper shortage. 
Ralph Robey, Newsweek, spoke on 
official Washington and what faces 
business in the future. Dr. Lawrence 
Lockley, director of market research, 
E. I. duPont de Nemours & Co., Inc., 
Wilmington, Del., gave a checklist of 
seven things to be done now in plan- 
ning postwar markets. George Eager, 
The Philadelphia Bulletin, explained 
the operations of the CED and what 
it is doing to help business provide 
full employment after the war. 

John Pfeffer, L. H. Gilmer Com- 
pany, Philadelphia, described Yale & 
Towne Mfg. Company’s recent direct 
mail campaign. 


Melville Gets New 
Cleveland Vice-Presidency 

Harry H. Melville, assistant to the 
vice - president, Simmons - Boardman 
Publishing Company, has been elected 
associate vice-president of Industrial 
Marketers of Cleveland. This is a 
newly created post to handle addi- 
tional business due to the rapid growth 
of the chapter. 





Rule on Help Wanted Ads 


The War Manpower Commission has 
ruled that all help wanted advertising 
must contain the following: “Essential 
workers need re'ease statement.” 


Urges Reply Label Use 

The Graphic Arts Victory Committee 
is urging the use of business reply labels 
in place of envelopes as a means of paper 
conservation. 
















The FIRST Big 
Post-War Market 


EGARDLESS of any Federal action, 
needed public improvements post- 
poned by thousands of local communi- 
ties will provide the FIRST big post- 
war market. They will help provide em- 
ployment while other industries are 
changing back to peace-time production. 

For example, 791 cities already plan 
to spend $320,397,000 on sewage dis- 
posal, $307,285,000 for paving, bridges, 
etc., $128,418,000 for airports, plus mil- 
lions for water works. Total expendi- 
tures by all cities will greatly exceed 
above figures, but these give an idea of 
how much the average city is contem- 
plating right now. Counties and states 
also will spend large amounts for high- 
ways, drainage and airports. 





You can reach this enormous, spe- 
clalized engineering and construction 
market effectively and economically 


through PUBLIC WORKS Magazine. 
WRITE FOR FOLDER M11 


PUBLIC WORKS 


New York, N. Y 


310 East 45th St 








Industrial Copy Writer for 
Pacific Coast Agency 


Technical copywriter wanted by 
AAAA agency. Prefer writer with 
experience in engineering and chem- 
ical lines. Write full details, giving 
experience and draft status. Open- 
ings in both San Francisco and Los 
Angeles office. State salary expected. 
Our organization knows about this 


advertisement. Reply Box 247, In- 
dustrial Marketing, 100 E. Ohio St., 
Chicago. 4 








=TESTED METHODS FOR 
ADVERTISERS SPENDING 
$1000 to $20,000 YEARLY 


20 years’ experience rendering efficient, personal 
service. Appealing copy, eye-catching layouts and 
onstructive counsel. 


MARTIN ADVERTISING AGENCY 


171Y Madison Ave., New York, Le 2-7358 


NEW IDEAS FOR SALE 


We can clip all, or typical, business 
paper advertisements and editorial 
articles that will show themes for ad- 
vertising and publicity on products 
that are rationed or where high priori- 
ties limit their sale. Complete cover- 
age for industrial products, food prod- 
ucts, home furnishings, etc. 


Write for Booklet No. 20, “How 
Business Uses Clippings.” 

















BACON’S CLIPPING BUREAU 


BUSINESS FARM 
* e 


GENERAL 
APERS MAGAZINES 


CHICAGO 1, ILL 


PAPERS 


221 N. LASALLE ST., 
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_ Copper Commando 


AG they like to see themselves in relation 
in phe ateeMMAAAA te the datey tadestes to their jobs and to see their jobs in 
ye ee eo eeliedline relation to the war. How do we know 

it? They tell us. It is not necessary 
to make a survey to find out if “Cop- 


DO YOU KNOW per Commando” is read. Again, how 


do we know? In one issue I made 


ilk Plant \s.0.7%" 
Monthly $4 0,000 


Py. | 





What an error. The result was several hun- 
dred people kidded me for weeks. 

TRADE PAPERS We brought out an issue on the 

LABOR PAPERS | end-uses of copper. That is, an issue 

CHURCH PAPERS | which attempted to show our readers 

FARM MAGAZINES just where the copper they mined, or 


smeltered, or refined, finally went. It 
MEDICAL JOURNALS surprised a lot of people who have 
POPULAR MAGAZINES been in the mining business for a long 
WOMEN’S MAGAZINES time to learn that copper was re- 


JOURNALS OF ALL SORTS quired in so many hundreds of things 

| they are using in the war. That was 

are saying about you, your one way to prove to each man just 

Company. your products, your how important his job is—and how 

competitors, their products? important he is to the winning of the 
| war. 


We can tell you. 
because | 


One of our current enterprises is 
We Clip Magazines— in our department, “Platter Chatter.” 

The labor-management committee, as 
some 3,000 of them in all these everyone else, knows that meat and 


fields—promptly, carefully and other foods are scarce and it is neces- 
intelligently — sary for all of us to stretch our points, 


particularly our meat points, just as 


and we are the only bureau in far as they will go. I had this par- 
ticular problem dumped in my lap. 


America that does. I thought a good thing to do would 


Clipping Bureau of the be to find out how the wives of 
workers themselves felt about coédp- 


AMERICAN TRADE PRESS eration with a program to understand 
15 E. 26th St. New York City food rationing better. We created 


| what we call “The Commando Kitch- 
WANTED 
SALES ENGINEER 
OR 
MANUFACTURER'S REPRESENTATIVE 


GROUND FLOOR OPPORTUNITY FOR BIG 
EARNINGS NOW PLUS POSTWAR SECURITY 


Old established New York manufacturer with excellent 56 year reputation plus superb 
facilities in Tool & Die work; Precision Machining; Metal Stamping; Welding & Riveting; 
Treating & Finishing; Bench Assembly; Electrical Assembly, desires a top notch Repre- 
sentative for Chicago and New England areas 


Housewives Codperate 











The man who is equipped to handle this opportunity should be able to read Mechanical 
and Electrical Blueprints and have sufficient engineering knowledge to intelligently discuss 
design and production with chief project engineers. His performance and ability must 
be of $10,000 per year calibre. He should be able and willing to carry and prove himself 
for the first three months. He ought to be well acquainted with Electronics, Radio, 
Metal Fabricating, Precision Machine Work and Electrical & Mechanical Specialties 
Manufacturers with a following among major producers in these fields. 


Send complete resume ameding recent (non-returnable) photo. Our Sales Director 
will arrange interviews at your headquarters. Strict confidence preserved. Our Sales 
Staff knows of this advertisement 


Write Sales Director 


(Box 243) 


Industrial Marketing, 330 W. 42nd St., New York City 














en”—as a matter of fact, it is merely 
a gathering of housewives at my own 
apartment where we cook a meal, eat 
it, and discuss it. Our first meeting 
was held about two months ago. A; 
that time I invited the wife of ,; 
miner, the wife of a craftsman, and 
the wife of one of the manavemen 
representatives to come to lunch. Oy; 
of the luncheon, and the discussion 
that followed, there came many use. 
ful ideas for housewives on how tw 
make meat points go as far as they 
can. This exchange of ideas is then 


Statement of the Ownership, Manage. 
ment, Circulation, Etc., Required by 
the Acts of Congress of August 24, 
1912, and March 3, 1933 

Of Industrial Marketing, published 
monthly at Chicago, Illinois, for Oct, | 
1943. 

State of Lllinois, County of Cook, ss 

Before me, a Notary Public in and fo 
the State and county aforesaid, personal 
ly appeared G. D. Crain, Jr., who, having 
been duly sworn according to law, deposes 
and says that he is the Publisher of the 
Industrial Marketing and that the follow- 
ing is, to the best of his knowledge and 
belief, a true statement of the ownership 
management (and if a daily paper, the 
circulat‘on), ete., of the aforesaid pubii- 
cation for the date shown in the above 
caption, required by the Act of August & 
1912, as amended by the Act of March 3, 
1933, embodied in section 537, Postal Laws 
and Regulations, printed on the reverse 
of this form, to wit: 

1. That the names and addresses of the 
publisher, editor, managing editor, and 
business managers are: 

Publisher, G. D. Crain, Jr., Evanstor 


Ill. 
Editor, Ralph O. McGraw, Evanstor 
Ill 


Managing Editor, none. 

Business Managers, none. 

2. That the owner is: (If owned bya 
corporation, its name and address must 
be stated and also immediately there 
under the names and addresses of stock 
holders owning or holding one per cent o 
more of total amount of stock. If not 
owned by a corporation, the names an 
addresses of the individual owners must 
be given. If owned by a firm, company 
or other unincorporated concern, its name 
and address, as well as those of each in 
dividual member, must be given.) 

Advertising Publications, Inc., Chicage 
fl. G. D. Crain, Jr., Evanston, Ill.; Ken- 
neth C. Crain, New York, N. Y.; E. K 
Hamlin, Vandalia, Mich.; S. R. Bernstein 
Chicago, Ill.;: M. E. Crain, Chicago, Ill 
Mary E. Sanders, Evanston, Ill.; Gertrude 
R. Crain, Evanston, Ill; Jane F. Ivie 
Chicago, Il!.: O. L. Bruns, Chicago, Ill 
Jessie W. Crain, La Grange, Ill.; John B 
Miller, Maywood, Ill.; C. B. Groomes, New 
York, N. Y 

%. That the known bondholders, mort- 
gagees, and other security holders owning 
or holding 1 per cent or more of tota 
amount of bonds, mortgages, or other s¢- 
curities are: (If there are none, so state 

None 

4. That the two paragraphs next above 
giving the names of the owners, stock- 
holders, and security holders, tf any, con- 
tain not only the list of stockholders ané 
security holders as they appear upon the 
books of the company but also, in cases 
where the stockholder or security holder 
appears upon the books of the compan! 
as trustee or in any other fiduciary rela 
tion, the name of the person or corpora 
tion for whom such trustee is acting, 
given: also that the sa‘d two paragraphs 
contain statements embracing affiant’s 








full knowledge and belief as to the cit-f 


cumstances and conditions under which 
stockholders and security holders who d& 
not appear upon the books of the compani 
as trustees, hold stock and securities i 
a capacity other than that of a bona fide 
owner; and this affiant has no reason t¢ 
believe that any other person, associat'on 


<a ere 


or corporation has any interest direct of ff 


indirect in the said stock, bonds, or other 
securities than as so stated by him. 
G. D. CRAIN, JR.. Publisher. 
Sworn to and subscribed before me this 
30th day of September, 1943. 
(Seal) IRENE O. KEBBRY,. 
Notary Public¢ 


; 


(My commission expires April, 1947.) 
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written for “Copper Commando’s’ 
Platcer Chatter. 

At Anaconda and at Great Falls, 
we were getting excellent codperation 
from housewives too, because, after 
all, it is the woman who prepares the 
meals and it is important for her to 
be able to get full value out of every 
point she spends. Too, the wife then 
becomes a part of our program. By 
coéperating with us in “The Com- 
mando Kitchen,” she becomes more 
familiar with her husband’s coépera- 
tion in the victory labor-management 
committee. 

As | have indicated, the editorial 
policies of the publication are sim- 

We take the stand that 
the man who is working in a mine or 
in a shop, at the smelter, at the re- 
finery, or in any branch of this opera- 


plicit) itself. 





tion, is making a tremendously im- 
portant contribution to winning the 
war. We know mighty well that if 
there is a bog-down in production it 
has an almost immediate effect on 
the fighting abilities of our boys at 
the front. So, if copper is important, 
certainly so are the men who produce 
t. We like to have them know they 
ire all helping. We don’t like to tak 
1 picture, for example, of just a min- 
ing operation without showing the 
man who performs it because he is 
to that operation. | 
an elderly man I ran into the other 
day put it simply but a lot better 
than I can. He said: “You ‘Copper 
Commando’ folks make us feel good. 
We see pictures of ourselves and our 
friends in your paper and you show 
us how our job ties up with the other 
fellow’s job. I think we see our part 
in this war a whole lot more clearly 
than we did before.” 

Since we talk it and live it and 
breathe it, I could probably go on for 
hours, but if I can leave with you 
the highlights of what we hope is a 
useful and constructive operation, I’ll 


essential guess 


feel I have accomplished something. 
Three words, “See the people,” are 


Milestones 








The 1944 edition of A.S.M.E. Mechan 
ical Catalog and Directory was distributed 
to members of the American Society of 
Mechanical Engineers last month. It is 
the thirty-third annual edition of the pub- 
lication. Following the catalog section is 
a directory of manufacturers of mechanical 
equipment and accessories with page ref- 
erences to the catalog section. A sixteen- 
page insert describes all A.S.M.E. publica- 
tions on engineering codes and subjects 


c 


Effective last month, Sweet's Catalog 
Service announced a new, uniform 
for figuring charges for its catalog service 
Service charges are now computed by add- 
ing to a base charge for one or more cata- 


scale 


logs of given size and printing specifica- 
tions, a charge for the required distribution 
in markets served by the seven Sweet's 
files. The new scale provides for auto- 
matic reduction or increase in total serv 
ice charges when distribution is reduced 


or increased to meet the changing market 
needs 
« 
Laundry Age 


published an Annual Con 


vention-in-Print Issue Oct. 1 The con 
tents were divided into eight forums on 
major subjects and problems confronting 
the laundry and dry cleaning industry 


It took the place of the industry's annual 


convention which was suspended this year 


to codperate in the transportation con- 
servation program 
e 
Automotive News, Detroit, has been ad 
mitted to membership in the Associated 
Business Papers 


all that need be remembered. It’s a 
whale of a lot of work, but it’s a 
whale of a lot of fun, too. I’ve for- 
gotten who said there isn’t anything 
in the world more interesting than 
people, and if you like people, you 
ought to have an interesting job. I’ve 
certainly got that. 
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Mc GRAW-HILL 


RECT MAIL LIST SERVICE 














What Users of Industrial Direct Mail Are Saying 


Most industrial mailing lists are far off their before- 
Pearl-Harbor standards of accuracy. New plants and 
new personnel, and the tremendous change in super- 
visory personnel have raised hob with the old reliables 
of other years. 


One dependable source still available is McGraw-Hill. 
The McGraw-Hill Industrial Lists not only are still 
guaranteed to be 98% 
intensive coverage of the executives and technicians 
who influence purchases than ever before. 


Discover for 
direct 


interested. 


McGraw-Hill Publishing Company, Inc. 


<= 330 West 42nd Street 


accurate, but they offer more 


yourself what many other users of in- 
mail already know. Write today for 
regarding the industries in which you 


DIRECT MAIL DIVISION 


New York 18, New York 
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GROWTH 


| OF A MARKET 


No. of Ships 
Year and Boats 
1941 2,136 
1942 6,759 
1943 26,326 
1944 41,179 


These figures recently released, show 
the number of naval vessels built and 
to be constructed. The types include 
combatant, patrol, mine and auxiliary 
types, district and yard craft, PT's, 
landing craft and special boats. 


In addition, there are thousands more 
for the "Army's Navy.” 


Most of them are products of the men 
who got their "know how" building 
achts and small commercial vessels. 
IT'S A BIG MARKET . . . now and in 


the future. You can reach it through 
a 


a 


205 EAST 42nd STREET NEW YORK 17, N. Y. 








Reaching more top executives 
of coal mining, coal selling 
and coal conveying concerns 





than any other coal trade 
publication. 
P NEW YORK 
_ Ge... = Whitehall Bldg. 
ST pS CHICAGO 
wa ‘ * - 





Manhattan Bldg. 


For over 50 years the leading 
journal of the coal industry 








Each enjoy 


High Priority 
'» Ratings 








Technical Writers 


Leading aviation instrument company 
in New York metropolitan area needs 
services of writers with technical back- 
ground and ability to read mechanical 
blueprints. 


Must be draft exempt. Those now em- 
ployed in war industry will not be 
considered without certificate of 
availability. State age, experience, 
education and salary expected. 


Box 245, INDUSTRIAL MARKETING 
330 W. 42nd St., New York, N. Y. 
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A. A. BALLANTYNE 


Vice-President Vice-President 





WALTER A. BOWE 


Vice-President 


E. V. CREAGH 


Vice-President 


W. H. CORDES 









FREDERIC |. LACKENS 


President 





J. A. M. GALILEE 


Vice-President 


GRAHAM ROHRER 


Vice-President 


J. M. McKIBBIN 


Vice-President 


JOHN H. KUNKEL 


Vice-President 


INDUSTRIAL ADVERTISERS 


NATIONAL 


@ THE National Industrial Adver- 
tisers Association is the largest single 

advertising people in the 
In the fall of 1943 its mem- 
bership numbered 2,300 distributed 
through twenty-seven chapters plus 
members-at-large. This membership 
is comprised in large part of indus- 
trial advertising and sales managers. 
The others are made up cf repre- 
industrial advertising 
publishers and 


body of 
world. 


sentatives of 
agencies, industrial 
service agencies. 
The objects of the association, as 
set forth in the preamble of the con- 
stitution, are in part as follows: To 
promote the highest standards of in- 
dustrial advertising; to provide a 
means through which industrial ad- 
vertisers may assist each other by an 
exchange of ideas in the production 
of more effective work; to encourage 
the study and better understanding 
of industrial advertising in the adver- 
tising courses of schools and colleges; 
to help correct abuses in industrial ad- 
vertising; to aid in the elimination of 
waste in distribution; to promote good 
fellowship among advertising men. 


The association was formed in 1922 
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ASSOCIATION 


through the afhliation of the three in- 
dustrial advertising clubs then in ex- 
istence at New York, Chicago, and 
Milwaukee. Its first president was 
Keith J. Evans, advertising manager, 
Joseph T. Ryerson & Son, Inc., Chi- 
cago. Since its inception, the organ- 
ization has met with a steady growth, 
having successfully weathered the 
greatest depression and the greatest 
war in the history of the world. It 
maintained its identity through the 
period when most capital goods in- 
dustries were flat on their backs with 
their advertising departments skeleton- 





M. R. WEBSTER 
National Head- 
quarters Secretary 


A. J. ANDREWS 


Secretary-Treasurer 


ized or eliminated entirely, and while 
thousands of good advertising men 
were out of employment. It is the 
only national organization devoting 
its efforts exclusively to the advance- 
ment of industrial advertising and 
marketing. 

During 1942, the interest of NIAA 
members was devoted almost entirely 
to rendering assistance in the prose- 
cution of the war. Committees wert 
formed in every chapter to carry o 
such war activities as war production 
drives, War Bond sales, employe train- 
ing, morale building, scrap salvage, 
and the like. These efforts will & 
continued for the duration with em- 
phasis laid on postwar planning. The 
objectives for the 1943-44 season ar 
as follows: 


1, To extend the service and aug: 
ment the influence of the various dis- 
trict groups in common marketing 
problems. 

2. To establish, standardize, ané 
improve modern practices in adver 
tising and selling to the industrial 
market. 

3, To support unequivocally th 
desirable principle of truth in adver- 
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Contact—constant contact with one 
particular industry in the South and 
Southwest makes every W. R. C. 
Smith editor a specialist in his own 
field. And the value of this contact 
is strengthened because the contact 
largely covers only two closely knit 
sections—the South and Southwest! 
Int'mate, regular contact among all 
the editors gives a broad, well-round- 
ed, authoritative viewpoint to the ed- 
itorial content of all five publications. 
The result is specialization with 
perspective. In plain language, more 
interested, confident readers .. . a bet- 
ter reception for advertising .. . 
marked gains for all five publications 
in advertising lineage. 


To cover the South and Southwest 


effectively, you need SOUTHERN 


CONTACT 





HARDWARE, ELECTRICAL 
SOUTH, SOUTHERN POWER & 
INDUSTRY, SOUTHERN AUTO- 
MOTIVE JOURNAL, for their re- 
spective fields. To cover the great 
national textile industry, you need 
COTTON—a national magazine in 
the complete sense of the word. With 
70% of the nation’s textile buying 
power concentrated in the South, it is 
logical that COTTON should send 
the majority of its circulation into 
this section, also. 


Like many other publ‘shers, we may 
be forced to limit advertising space, 
due to paper shortage. Make your 
reservations now in the W. R. C. 
Smith Publications, whose editorial 
perspective makes ads pay better! 


W. R. C. SMITH PUBLISHING COMPANY 
Grant Building — Atlanta 3, Ga. 






Act A Symbol of Quality Business Paper Coverage 








SL SOUTHERN POWER and INDUSTRY * SOUTHERN 


PUBLICATION 
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| AUTOMOTIVE JOURNAL 
ELECTRICAL SOUTH x COTTON * SOUTHERN HARDWARE 





Organization of National Industrial Advertisers Association, 1943-44 


tising, avoiding misrepresentation and 








falsification. jaa a . ‘ 
. PRES IDENT 
4, To establish and execute a sound Frederic I. Lackens | 
war and postwar plan for NIAA, cal- [ |The Hays Corp., Michigan City, Ind. | ‘| 


culated to place the industrial adver- r — 
tising man or woman squarely in the mencnaneted 
war and postwar picture. 


ADVISORY COMMITTEE 
(Past President) 


Rooms J 


HI¢ 


Alan A. Ballantyne, Vice-Pres Herbert V. Mercready, Chairmen 








5. To aid in obtaining government _fisctete mane-Lete es Toledo, 0. ae oo Co., Garwood, 

~ . ° rs ° aiter A. Bowe, ice-Pres. ichard P. Dodds, 
cooperation in the compilation and Sarrier Corporation, Syracuse, N.Y. Major, United’ States Army, C HAT 

. . ° ° . ° Wilmer H. Cordes, Vice-Pres. Stanley A. Knisely, 
dissemination of industrial marketing American Steel & Wire Co., Cleveland, 0. Associated Business Papers, Im 
d Edward V. Creagh, Vice-Pres. Charles McDonough, 
ata. American Chain & Cable Co., Bridgeport, Conn. | Combustion Engineering Co., New rk 
. . John A.M. Galilee, Vice-Pres. - F.0. Wyse, 

6. To create a medium of free in- anadian Westinghouse Elec. Co Ltd., Po gge gag 1] Bucyrus-Erie Co., South Milwauke is 

- Hamilton, Ont. ° e *e cago | Wa. E. McFee, 
terchange of ideas, methods and plans Sebn fi. Rentoi, Vieo-ees. mildred R. Uedoter | American Rollifig Mill Co. ™ " POW! 
among district associations, their mem- Pry egy ocr Tig — __Headquarters Secretary | 

= = Westinghouse Elec. & Mfg. Co.,E. Pittsburgh, Pa. . 
bers, and members-at-large. See ee. 3 es mation 
: Baldwin-Hill Co., Trenton, New Jersey 

7. To stimulate and encourage the Arnold Andrews, Secretary-Treas. : 
organization of district industrial ad- Rn a ogy nny gs ~ agen and Wi 
vertising groups in other industrial Magnus Chemical Co., Garwood, N.J. 
centers. 

DEVELOPMENT OF THE ASSOCIATION 

8. To assist in coérdinating and PUBLIC RELATIONS =| i CORPORATE RELATIONS +f = WAR ACTIVITIES | her C@AST OPERATIONS 
marshalling the forces of business for ne L___ Arnold sotrewe __ | L_Biieor Corder — 
better public understanding. N.I.A.A. Publicity Finance | Win the War Assistance a 

° N.L.A.A. News Legal | Post War Planning s 
9. Last but perhaps most import- “hapter Publications Headquarters | Sooperation with some A.B. Goliles 


Committee for Economic 
Deve lopment 
War Advertising Council 


Sovernment Liaison | 
Sontemporery Associations 
Industry Relations 


ant, to help each member become more 
useful and valuable to his own com- 











Foreian Relations | sovernment agencies 
pany. | War Advertising py 
~ Development Of The Chapters 
Some of these objectives are to be | 
carried out through close coéperation MEMBERSHIP ADMINISTRATIVE ! [CHAPTER RELATIONS 
” e x ° g.v re Alan A. Ballantyne Iraham Rohrer 
with the War Advertising Council, “1 - — 
: > hapter Membership m Manual hapter Programs 
United States Department of Com- a tg ol we gg on 
merce, and the Committee for Eco- Se Gagtee Secndegueat — as oe ee 
nomic Development. The work of nferences 
the association in the coming months DEVELOPMENT OF THE INDIVIDUAL 
will be expanded so as to benefit all “FUNCTIONAL ACTIVITIES ADMINISTRATIVE tL PROFESSIONAL DEVELOPMENT | __| EMPLOYMENT 
industry, and an invitation is ex- — [ata A. Bartantyne |__J. @. Mekibbia J L_B.¥. Creag 
tended to all industrial advertising and Aetiviticn Aévicery Comittee 1. 1.A-A. Bulletin Service Rtvest tenn} Courses Net ions} Employment 
9 PY ir Editorial ttee ollege operat ion ervice 
sales departments to be represented in . Publisher Relat ione Management Relat ion 
. . House Org Pub lishers tatement Prof ion Deve lopment 
membership in NIAA so as to spread sles Promot ior tandardized Plate Size 
° . . lide Filme & Movie Paper Conservation 
the work of the association as widely Shania ivert ising Agency Relations 
as possible, particularly in the post- = 
war period. ' 
The association maintains a na- 
tional headquarters 4 . ; : . 
Whi S . 7 ~ office at 100 E CLEVELAND Industrial Marketers of New Jersey; C. E. Gischel, Walter 
Ohio St., Chicago, in charge of Mil- Cleveland; Wilmer H. Cordes, Ameri- Kidde & Co., New York. 
dred R. Webster, headquarters secre- can Steel & Wire Company. New York: Industrial Advertising Asso 
tary. Anyone interested in member- Co.tumsBus: Central Ohio Industrial Mar- ciation of New York; Gordon Tuthill, 


ship in the association may address 
the headquarters office and receive 
prompt attention. Local chapters are 
operating at the present time in 
twenty-seven industrial centers of the 
USA and Canada. These locations, 
together with the names of the chap- 
ters and their presidents are as fol- 
lows: 


BaLtTimMore: Maryland Industrial Mar 
keters; J. F. Apsey, Jr., Black & Decker 
Mfg. Company, Towson, Md 

Boston: Technical Advertising Associa 
tion; George A. Sawin, Jr., Westing 
house Electric & Mfg. Company 

Burra.o: Niagara Frontier Industrial Ad 
vertisers; H. M. Robins, J. H. Williams 
8 Co 

Cuicaco: Chicago Industrial Advertisers 
Association; C. Norman Kirchner, In 
dependent Pneumatic Tool Company 

Cincinnati: Cincinnati Industrial Ad 
vertisers Association; W. D. Shannon, 
Allis‘Chalmers Mfg. Company, Nor 


wood, O 
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keters; J. X. Farrar, The Jeffrey Mfg. 


Company 

Detroit: Industrial Marketers of De- 
troit; L. S. Martz, Micromatic Hone 
Corporation 

Houston: Industrial Advertisers Asso- 


ciation of Houston; A. B. Penny, 
Humble Oil and Refining Company. 

INDIANA: Indiana Association of Indus- 
trial Advertisers; Harold A. Quinlan, 
Spencer W. Curtiss, Inc. 

Los ANGELES: Industrial Advertising As- 
sociation of Southern California; John 
H. Kunkel, The Fluor Corporation. 

Mason-Dixon: Mason-Dixon Industrial 
Advertisers; Terry Mitchell, Frick Com- 
pany, Waynesboro, Pa. 

MILWAUKEE: Milwaukee Association of 
Industrial Advertisers; Reuben C. Frei- 
tag, Briggs & Stratton Corporation 

MINNESOTA: Twin City Industrial Adver- 
tisers; D. D. Knowles, Diamond Iron 
Works, Inc., Minneapolis. 

MonTREAL: Technical Advertisers Asso- 
ciation of Montreal; A. P. Darcel, 
Crane Limited 

New JERSEY 


Industrial Marketers of 


Crucible Steel Company of America 

PHILADELPHIA: Eastern Industrial Adver 
tisers; Graham Rohrer, Baldwin-Hill 
Company, Trenton, N. J. 

PitTsBURGH: Industrial Advertising Coun: 
cil of Pittsburgh; J. A. Burgess, Gulf 
Oil Corporation. 

Rocuester: Central New York Indus 
trial Advertisers; Albert G. Moore, 
General Railway Signal Company. 

Rocxrorp: Rockford Industrial Mar 
keters; W. C. Galloway, Barber-Colman 
Company. 

St. Louts: Industrial Marketing Council 
of St. Louis; H. vonP. Thomas, Buss 
mann Mfg. Company. 

San Francisco: Northern California In 
dustrial Advertisers Association; W 
Wilde, The McCarthy Company. 


To.tepo: Toledo Industrial Marketers; 
Ben C. Gardner, The DeVilbiss Com 
pany. 

Toronto: Industrial Advertisers Asso 


ciation of Ontario; T. H. Dowsett, 
Trane Company of Canada, Ltd. 


WesteRN New ENGLAND: Industrial 
Advertising and Marketing Council: 
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{+ © PRE-PEAGE. wne sence ounne 


HICH UNDERLYING FORCES ARE FORMING 
HAT WILL SHAPE OUR POST-WAR ECONOMY 


POWER’s editors are providing their readers now with the infor- 


mation essential to fast, sound transition when the time comes — 





and without hampering war production in the least. 


Power engineers will have to watch energy demands from their 
own plants— keeping present equipment operating while preparing 


a schedule of changes to be made as equipment becomes available. 


Motors, for example, throughout the plant will have to be tre- 
located, rewound — and many new ones will have to be purchased. 
Present freezing orders have resulted in use of old, over-size, un- 
economical units. Replacements will increase the plant’s power 
reservoir by improving both power factor and load. 


Motor manufacturers can serve doubly today. They can provide the 
ter advice and instructions essential to power engineers to keep present 
$0 equipment operating. They can provide the data to revamp or re- 
place motors at first opportunity. 










un 
ulf R > goa . 
Both services will pay huge dividends in 
post-war business — and will make intel- 


ligent use of the pre-peace period. 
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"| MARKETPLACE OF THE POWER FIELD FOR OVER 60 YEARS 
* 


A McGraw-Hill Publication * 330 West 42nd St., New York 18, N.Y 
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; ; . . *ANDREWS, WM. W., Regional Dir. Indus 
ponte 4 nen, The Bristol Com- the complete membership roster ar~- trial Directories, 7 20164 mo 
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High among all pa a ee in 
2 ost-war spending plans for 


at 






The market for control instruments, meters, 
materials hzadling systems, electrical and power 
transmission equipment in the glass, clay products, 
ceramics and refractories industries is BIG today. 
But post-war plans for expansion and moderniza- 
tion of these industries make them among your 
best industrial prospects. 


Naturally, the aforementioned are but a few of 
the numerous items included in the plans. Fur- 
naces, burning equipment, steel construction, 
stokers, newly developed colors, chemicals, and 
raw materials are also on the lists slated for 


consideration. 
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INDEX FIGURES 


of industries covered by 


CERAMIC INDUSTRY 
and 


BRICK AND CLAY RECORD 


2,277 Plants make up the 
market 

$600,000,000 Added to value 
of products through manu- 
facture 

57,000,000 Tons of chemicals, 
minerals, etc., used annu- 
ally 

260,000 Employees in the 
plants 

1,000,000 Horsepower con- 
sumed 

4th Largest industrial user of 
fuel 





World's Leading Ceramic Journal 


To reach these industries your only dependable 
source of adequate coverage is— 


(1) CERAMIC INDUSTRY, for 20 years the lead- 
ing paper read by plant operators and ceramic engi- 
neers in plants manufacturing glass, pottery and 
enamel plants. 


(2) BRICK AND CLAY RECORD, for 51 years 
the authority for operators and superintendents of 
refractories, sewer pipe, and brick and tile plants. 


CERAMIC INDUSTRY BRICK & CLAY RECORD 


Leading Clay Journal of the World 
59 E. VAN BUREN ST., CHICAGO 5 
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BALZARI, R. A., R A. Balzari & Staff, 
447 Sutter St., San Francisco 8. (18) 
*BaANDELOW. R. E.. Vice-Pres., Caxton Co., 

Caxton Bidg., Cleveland 15. (4) 
BANDMAN, ARTHUR, Artwil Company Ad- 
vertising, Inc., 22 W 8th St.. New 
York (6) 

BANNISTER, P. F., Adv. Megr., The Fafnir 
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St Louis & i9) 
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Forum, 230 N. Michigan Ave., Chicago 
1 (2) 

BRARD, R F.. Vice-Pres.. McGraw-Hill 
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791 Eastern Ave., Toronto 8, Ont., Can 
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Beatry, E. W., Industrial Gloves Co., 700 
Garfield Blvd., Danville, Ill. (A) 

Beck, Lours R., Sales Pro. Mer. Harris- 
Seybold-Potter Co., 4510 E. T7ist St., 
Cleveland 5. (4) 

Beck. R. H., Adv. Mer., Pittsburgh-Des 
Moines Steel Co., Pittsburgh 25. (8) 
Beck, WALTER F., Adv. Mer., Eicor, Inc., 
1501 W. Congress St., Chicago. 2) 

*Becker, A. D.. N. E Mar., F. W. Dodge 
Corp., 858 Park Square Bldg., Boston 
16. (1) 

Becker, (Mrs.) Beatrice L., Adv. Mer., 
Chapman Valve Mfg. Co, 203 Hamp- 
shire St., Indian Orchard, Mass. (20) 

*Becker, Wma. H., Pres., Wm. H. Becker- 
Printers, 17-19 Beach St., Newark, N. J. 
(11) 

RBecKMAN, (Miss) Mary C., Rickard & 
Co., 330 W. 42nd St.. New York 18. 
(11) 

BecKWITH, CARLETON B., Adv. Mger., New 
Departure Division, General Motors 
Corp., Bristol, Conn (20) 

*Becton, Georce T., Rep., Lincoln Photo- 
Engraving Co.. 44 N. Fourth St., Phila- 
delphia 6 (7) 

*Bepett, Envcar H., N. Y. Dist. Mer, 
Chemical & Metallurgical Engineering, 
330 W. 42nd St., New York. (6) 
BepuuN, Bert, Adv. Mer., Hamilton Mfg 
Co., Two Rivers, Wis (5) 


BEECHER, GEORGE R., Adv. Mger., Oliver 
Iron & Steel Corp., S. Tenth & Muriel 
Sts., Pittsburgh 3 (8) 

BeecHer, Warp, Treas., Commercial 
Shearing & Stamping Co., 1775 Logan 
Ave., Youngstown, O (10) 

BEEREND, NorBERT, Sales Mer., Benwood- 
Linze Co., 1815 Locust St., St. Louis 
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(9) 
BEETHAM, SAM K., Adv. Mer., Libbey 
Glass Co... Ash St., Wheeling & Lake 


Erie R R., Toledo 1 (13) 

*Beoas, R. C., Dist. Mer... Modern Plastics 
and Modern Packaging, NBC Bldg., 
Cleveland 14. (4) 

*% Benet, V. W., Jr. (2) 

BetcHer, Henry F Vice-Pres., Sales 
Mer, Insto Gas Corp., 1900 E. Jefferson 
Ave., Detroit. (12) 

*BeL_cHer, JOHN G., Bus. Mer., New Pencil 
Points. 330 W. 42nd St., New York 18 
(6) 

BeLDEN, FRANK E., Partner, Belden & 
Hiekox, 1900 Euclid Ave., Cleveland 15. 
(4) 

Be_DEN, WAYNE, Vice-Pres. Ajax Flex- 
ible Coupling Co., Westfield, N. Y. (24) 

BeLpInGc. Don, Chm. of Bd., Foote, Cone 
& Belding, Edison Bldg., Los Angeles 
13 (19) 

®W BELL, Jack C. (4) 

Betz. J. L., Mer.. Federal Contracts 
Div The Thew Shovel Co., E. 28th St., 
Lorain, O. (4) 

*BENED'cT. Epcar S., Phototype Engrav- 
ing Co., Inc., 147 N. Tenth St., Phila- 
delphia (7) 

BrenneT, Roy S., Spec Rep., Allis- 
Chalmers Mfg. Co, Norwood, O. (3) 
*BENNETT. FRANK P., III., Bus. Mgr., 
Frank P. Bennett & Co., Inc., 630 At- 

lantic Ave., Boston. (1) 

*BENNETT. WALTER V. Reg. Mer., United 
States News. 1400 So. Penn Sq., Phila- 
delphia 2 (7) 

Benson. C. H., Adv. & Sales Pro. Mer., 
Imperial Brass Mfg. Co., 1200 W. Harri- 
son St, Chicago. (2) 

BERENGER, CHARLES, Bradley Washfoun- 
tain Co., 2203 W. Michigan Ave., Mil- 


waukee. (5) 


Beroquist, H. A., Adv. Mger., Hagan Corp., 
Hagan Bidg., Pittsburgh. (8) 


*BerLe. Harry I, Mer., Direct Mail Serv- 


ice ¢ 2162 E. 2nd St., Cleveland 15 
(4) 

BERLING. FRED G., Sales Pro. Mgr.. The 
Lunkenheimer Co Beekman St «& 
Waverly Ave., Cincinnati 14. (3) 

*Berner, Grorce, Adv Mer., Ziff-Davis 
Publ. Co., 540 N,. Michigan Ave., Chi- 
cago 11 (2) 


*Bernzotr, A. J., Art Dir., A. J. Bernzott 
Studios, 704 Race St., Cincinnati 2. (3) 
Berry, G. J Sales Res. Mer., Electric 
Products Co., 1725 Clarkstone Rd., 
Cleveland 12 (4) 

%® BERPRAM, Epwin L. (2) 

Berz, Pauw J., Sales Engr., Steel & Tubes 
Div., Republic Steel Corp., 224 E. 131st 
St., Cleveland 8 (4) 

* BiIppLe, WILLIAM WALTON 2nd. (7) 
BIDWELL, E. N., Adv. Mger., The Whitney 
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Chain & Mfg. Co., 237 Hamilton st, 
Hartford 2, Conn. (20) 

BIDWELL, Ray W., Sales Pro. Mer len 
Mfg. Co, 133 Sheldon St., Hartford 1, 
Conn. (20) 

BILLERBECK, HARRY M.. Partner & Media 
Mer., Alley & Richards Co., 370 Lexing- 
ton Ave., New York. (6) 

BILLINGSLEY, ALLEN L., Pres., Fuller @ 
Smith & Ross, Inc., 1501 Euclid ve 
Cleveland 15. (4) 

BILTCHICK, IstporRE, Vice-Pres. & Secy., 
Bronx Hardware & Supply Co., Inc., 2733 
Third Ave., New York. (6 

*® BINGER, ALBERT, JR. (11) 

BINGHAM, L. M., Dir. of Dev., Mfrs 
Assoc. of Connecticut, 436 Capitol Ave., 
Hartford 6. (20) 

Binns, C. A., Asst. to Dist. Mgr., Gen- 
eral Electric Co., 235 Montgomery S&t., 
San Francisco 6. (18) 

Binz, G. A., Sales Pro. Mgr., Sarco Co 
Inc., 475 Fifth Ave., New York 17. (6) 

*BIPPART, HERBERT, Time, Inc., 9 Rocke- 
feller Plaza, New York 20. (6) 
Bisnop, F. E., Vice-Pres., W. S. Hill Co., 
323 Fourth Ave., Pittsburgh 22. (8) 
BISSELL, HERBERT D., Adv. Mer., Electric 
Auto-Lite Co., Champlain & Mulberry 
Sts., Toledo 1. (13) 

Bissett, R. A. General Electric Co., 140 
Federal St., Boston 1. (1) 

*Brx ier, T. G., Vice-Pres., Edwin H. Stu- 
art Co., Inc., 422 First Ave., Pittsburgh 
19 (8) 

*Biarr. Ropert F., Mer, The Iron Age 
1016 Guardian Bldg., Cleveland 14. (4) 


Buiarr, T. S.. Asst. Dir. of Adv., Wyan- 
dotte Chemicals Corp., Wyandotte 
Mich. (12) 

BLAKE, L. C., Adv. Mer., Curtis Pneumatic 
Machinery Co., 1901 Kienlen Ave., St 
Louis 20. (9) 

BLAKELEY, Or1tE M., Sales Megr., Kris-Kay 
Products, Inc., 11113 Union Ave., Cleve- 
land. (4) 

BLANKENSHIP, H. W, Adv. Mer.. Graver 
Tank & Mfg. Co., Inc., 332 S. Michigan 
Ave., Chicago 4. (2) 

*BLINKMANN, Harry H., Treas., Bohme 
& Blinkmann, Inc., 432 Caxton Blidg., 
Cleveland 15. (4) 

Bitocuw, H GeorceE, Owner, H. George 
Bloch, Adv. Agency, 704 Shell Bldg., St 
Louis 3. (9) 

Broom, Car. A., Mer. of Adyvy., Appleton 
Electric Co., 1701 Wellington Ave., Chi- 
cago 13. (2) 

*Bioom, I. H., Prop., Direct Mail Service 
Co., 800 Penn Ave., Pittsburgh 22. (8) 
BoENEKER, FREDERICK J., Bronze Alloys 
Co., 6264 St. Louis Ave., St. Louis 20 
(9) 

*Bocer, Rogpert F., McGraw-Hill Publ 
Co, Inc., 1427 Statler Bldg., Boston 
16. (6) 

Bocuse, ArRcHER L., Acct. Exec., J. O 
Buckeridge & Associates, 300 Francis 
Palms Bldg., Detroit 1. (12) 

*Bounett, R. W., Pres.. The Bohnett Co 
3rd & Vine Sts., Cincinnati 19. (3) 
Borkge, A. H., Exhibit Mer., Link-Belt 
Co., 307 N. Michigan Ave., Chicago 1 
(2) 

BoLaAN, CHARLES W., 3503 Manola Ave 
Uplands Pk., Normandy, Mo. (A) 
*BoLANDER, Haro_p B., Mer., Research 
Simmons-Boardman Publ Corp., 30 

Church St., New York 7. (6) 


Bonp, G. S., Adv. Mgr., Minnesota Min- 
ing & Mfg. Co., 900 Fauquier St., St 
Paul 6, Minn. (22) 

*Bonp, NELSON L., New Eng. Mgr., Bust- 
ness Week, 1427 Statler Bidg., Boston 
16. (1) 

Bonnist, E. R., Dir of Adv., The Cooper- 
Bessemer Corp., Mount Vernon, O. (A) 

*BoOKBINDER, PuHILiP R., King Typographic 
Service Corp., 330 W. 42nd St., New 
York 18. (6) 

Borpeau, S. P., Adv. Mer., Electri 
Machinery Mfg. Co., 1331 Tyler 5! 
N. E., Minneapolis 13. (22) 

Bossart, E. B., Adv. Megr., Bailey Meter 
Co., 1050 Ivanhoe Rd., Cleveland 10. (4) 

Bostrom, C. W., Adv. Megr., Edwards and 
Company, Inc., Norwalk, Conn. (20) 

*BouGHTON, CLARK, West. Mer., Powe 
520 N. Michigan Ave., Chicago 11. | 

BourRNE, HenrY T., Owner, Henry 1 
Bourne Adv. Agency, Union Commerc 
Bldg, Cleveland 14. (4) 

Bowe, Wa.LTer A., Adv. & Public Rela 
tions Mer., Carrier Corporation, 302 5 
Geddes St., Syracuse 1, N. Y. (24) 
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Long before World War II industrial growth 
of the South and Southwest was well ahead 
of the national average. Plant construction 
and power consumption were both gaining at 


rates exceeding those of any other area. 


World War II has intensified the growth... 
raised the South and Southwest into new 
prominence in the national industrial picture. 
Today—by any yardstick—the South is more 
important to your marketing plans, and can 
supply you a greater part of your national 


volume than ever before. 


The only sure way to reach Southern and 
Southwestern industrial and utility plants is 
through the paper more of them subscribe to 
.. . SOUTHERN POWER AND INDUS- 
TRY. With 15,000 total circulation, S. P. I. 
reaches 10,000 plants . . . has more than three 
times the total paid Southern circulation of 
any of the national books in the field. 


SOUTHERN POWER AND INDUSTRY’S 
phenomenal advertising growth—over 200% 
gain since 1935—means that little space is 
available under paper restrictions. Place your 


order early—for 1944. 


A W.R.C. SMITH Pudication 


GRANT BUILDING ATLANTA GEORGIA 


Also Publishers of 


SOUTHERN AUTOMOTIVE JOURNAL 
SOUTHERN HAROWARE 


COTTON 
ELECTRICAL SOUTH - 
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BOWERMAN Brays S., New Bus. Adv., 
Consolidated Gas, Electric Light & 
Power Co., 504 Lexington Bldg., Balti- 
more, Md (23) 

BowLANb, Ray I Adv. Dept., National 
Supply Co., Superior Engine Div., 
Springfield, O (20) 

*BowLer, JOHN D., Adv. Mer., Southwest 
Builder &@ Contractor 168 S. Hill St., 
Los Angeles 12 (19) 

Bow es, Josern P., Storage Battery Div., 
Thomas A. Edison, Inc., West Orange, 
N. d (11) 


BowMan, C. A Adv Mer., Guardian 
Electric Mfg. Co, 1700 W. Washington 
Bivd.. Chicago 7 (2) 


BowMAN, Francis D, Adv Mer., The 
Carborundum Co., Niagara Falls, N. Y. 
(A) 


*BowMAN, FRANK C., Exec. Mer... Colorado 
School of Mines Alumni Assn., Inc., 734- 
735 Cooper Blde., Venver 2. (A) 


Bowman, Gus K., Byer & Bowman Adv 
Agency, 203 E. Broad St., Columbus 15, 


*Boyp. HARLAND E., Cleve. Mer., Autoemo- 
tive a iviation Industries and Motor 
love 609 Guardian Blidg., Cleveland 14. 


*Bover, Eowarp J, Jr.. Dist. Mer., Rein- 
1 Publ. Co 30 W i2nd St.. New 


BoYLAN, ArtTuurR H., Sales Pro. Mer., 


Drackett Co., 5020 Spring Grove Ave 
Cincinnat (3) 
Brace. G. A Sales Mer Ferranti Elec- 
tri Ltd., Mount Dennis, Toronto 9, 
nt Car (14 


Braprorp, JULIAN S., Adv Mer., Plym- 
it Cordage Co., North Plymouth, 


BRapNer, JOHN A., Treas. Lees-Bradnet 
Co WwW l2ist St. & Elmwood Ave., 
Cleveland 11 (4) 

Brapy, Artuur JAMES, Asst. Adv. Mer., 
The Timken Roller Bearing Co, 1103 
Watnut Ave N.E., Canton, QO. (A) 

*® GRaca, Epwtn H (11) 


*Bracie, Francis K., Sales Mer., Alex G 


Hightor 6 Treat Place, Newark 2 
(11) 

*RRAM . Roy T Pres., The Bramson 
Pub Co 84 W Grand Blvd De- 
Tt it 4 (1°) 

BRAND \ B Acct Exec., Cummings, 


Brand & McPhersor 716 Gas-Elect: 
Bldg., Rockford, Ill. (21) 

*Branp, Laur ee. Arthur Brand Studios, 
626 Broadway, Cincinnati ‘3 

BRANDI (Dp I. W Sales Mer., Ohio 
Carbon Co., 12508 Berea Rd., Cleveland 


(4) 

*BrRanpbow. R. C., Mer. Cent West, Amer- 
ican Ewporte > Williamson Blis 
Cleveland (4) 

Brastrow, L. L Dir. Sales Pro., Trum- 
bull Electri Mfg. Co Woodford Ave 
Plainville Conn (?Oo) 

*Bray, Len J.. Owner. The Bray Co., 506 
1. 4t St St. Louis (9) 

*BREGENZER, C. E Adv. Sales, American 


Societv of Mech. Engineers, 501 W. 113 
St.. New York (7) 

*# Brere.. JoHn H. (7) 

*BrRemer, WILLIAM ! Pres., Bremer Tvpo- 
gKraphic S udio, 704 Second Ave., Pitts 
burgh (8) 


BRENNAN, J. Eart, Owner, Brennan Ad 
vertising Agency, 710 Kirby Bldg 
Houston 2 (27) 

Brernu, R. C., Pres., R C. Breth, Inc 510 


Pine St., Green Bay, Wis (A) 

BREWE! R. R.. Gen. Mer., Brewer Chil- 
cote Paper Co 2212 Superior Ave., 
Cleveland 14 (4 

* Brewer, WM. A ( 
Bricutup, Roscogr E., Adv. Mer., Green- 
ee Bros. & Co., 2136 12th St., Rock- 
ford, Ill (21) 

BRIN KERHOFF, R. H., N. W. Aver & Son, 
Ine., 920 Statler Office Bldg, Boston 16 
(1) 

BRINKMAN, CaRL A., Sales Pro. Mer., 
Peea’ ontas Fuel Co Ir 40 E. 131st 
- Cleveland 8&8 (4) 

*Britt, Ear. Ji Vice-Pres., Britt Print- 
ing & Publ. Co, Ist & Washington 


* BRITTON Mason Vice-Pres., McGraw- 
Hill Publ. Co Inc., 330 W i2nd St., 
New York 18 t 


Brockson, W I Vice-Pres,, Gebhardt 
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and Brockson, Inc., 600 S. Michigan 
Ave., Chicago 5. (2) 

BRODHEAD, FRANK C., Adv. Mer., Purchas- 
ing Agents Assn. of Philadelphia, 1700 
Walnut St., Philadelphia. (7) 
BrRoepver. CLiFForD F., Pres, Clifford F. 
Broeder Advertising Agency, 3615 Olive 
St., St. Louis. (4) 

BROESEL, T W., Adv. Megr., White- 
Rodgers Electric Co., 1209 Cass Ave., 
St. Louis 6 (+) 

Brocecint, A, Adv. Mer., National Car- 
bon Co., Ine., Carbon Products Div., 
P. O. Box 6087, Cleveland 1. (4) 
Brooke, CHARLES W., Brooke, Smith, 
Fiench & Dorrance, Inc., 82 E. Han- 
cock, Detroit 2. (12) 

*BROOKMAN, Louts, JR.. Pres., Concrete 
Publ Corp., 400 W. Madison St., Chi- 

; 2) 
BROWN. ALLAN, Adv. Mer., Bakelite Cor- 
poration, 30 E. 42nd St., New York 17. 
(ot) 
BrRowN, CHARLES E., Adv. Dept., Ameri- 
can Rolling Mill Co., Curtis St., Middle- 
town, ©O 3) 
Brown, E P., Adv. Mgr., American Hoist 
& Derrick Co., 63 S. Robert St, St. 
Paul 1, Minn. (22) 

*Brown, Haro.p A., Adv. Mgr.. The Rail- 
way Equipment & Publ. Co., 424 W. 
33rd St., New York 1 (6) 

Brown, Steve C, Adv. Mer., The Cleve- 
land Tractor Co., 19300 Euclid Ave., 


cazo 6 { 


Cleveland 17. (4) 

Brown, THEODORE, Vice-Pres., Perry- 
Brown, Inc., 15 E. Eighth St., Cincin- 
nati <2 (3) 


ales Consultant, 


Brown, Wm. J., Indus. § 
, 51 Cortianut St, 


American Taz Co. 1 
Belleville, N. J (11) 
*Brown, Wao. W., Chgo. Mer., Industry 
and Power, 123 N. Wacker Dr., Chi- 
cago (2) 
BROWNE, BuRTON, Pres., Burton Browne 
Advertising, 150 E. Superior St, Chi- 
cago 1! «2) 
SROWNE, Davis E. (19) 
Bruce, DouvucLas B Asst. Mer., Railway 
& Power Evginee.ing Corp., Ltd., 171 
Easvern Ave., Toron.o, Ont., Can. (14) 
Bruce, W. A, Adv. Mer., The Brewer- 


* 


Titchener Co p., 111 Port Watson St., 
Cortland, N. ¥ (A) 

*Beum™M, Bert C Sales Rep., United 
States News, 1501 Euclid Ave., Cieve- 
lani 15 (4) 


BruNER. CHARLES F., Ady Mer., The 
Master E.ectri Co, 126 Davis Ave., 


*% BUCHANAN, C. M (23) 
BUCHEN, WALTHER, Pres., The Buchen 
Company, 400 W. Madison St., Cuicago 


*B . Epwarp M., Dist. Mer, Reinhold 


Publ. Corp., 11 Leader Bldg., Cleve- 
a ! (4) 

BUCKLEY, EARLE A., Pres., The Earle A 
Buck'ey Organization, 1600 Arch St., 
Philavelp! ia 3 (7) 

*Br LEY, Homer J., Pres, Buckley, De- 
ment & Co., 1300 W. Jackson Blvd., 
Chicago 7 (2) 

*B NELL. H. W., Sales Rep., King Pub- 
ications, 503 Market St., San Fran- 
c.sco 5 (18) 


Bi WELL, D. E., The Stanley Works, 
New Britain, Conn (20) 

*BUEHRING, Leo E., Bus. Mer., Walther 
Leazue, 875 N. Dearborn St., Chicago 
10 (2) 

BvuGeer, HAROLD. Pres.. Walter B. Snow 
& Staff, Inc., statier Bldg., Boston 16 
(1) 

BuLLarpD. R. C, Adv. Megr., The Bullard 
Canfield Ave., Bridgepoit 2, 


BUNNAGAR, W. LAURENCE. Pres., Garver 
Adv. Service, P. O. Box 2224, Philadel- 
) 


phia (7 
BURBANK, RIcHaRD H., Acct. Exec., Mc- 
Cord Agency, Inc., 1100 Hodgson Blidg., 


Minneapolis l (22) 
BuRDEN, W. WILSON, Partner, Witte and 
Burden, 5757 Cass Ave., Detroit 2. (12) 
Burpick, JOHN P., Adv. Mer., Brown & 
S arpe Mfg. Co., 235 Promenade St., 
Providence 1, R. I. (1) 

Burcess. J. A., Ind. Adv Dept., Guif Oil 
Corporation, Gulf Bldg., Pittsburgh 19. 
is) 

Burcess. W. T., Adv. Mer., Denison En- 
gineering Co., 1160 Dublin Rd., Colum- 
bus 16, O. (25) 
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BURHANS, CHARLES A. Sales M 
cyger Mfg. Co., 4701 Detr 
Cleveland. (4) 

*BuURKR, JOHN, Sales Mer., Pp 
Stecher-Tiaung Lithograph < 
Indus. Trust Blig., Providence, 

*BURNETT. Henry B, Pres., Hor 
man Publ. Corp., 111 Worth 
York, (11) 

*BuRNS, FRANK H., Vice-Pres 
orbes Publ. Co., 120 5th A 
York. (6) 

*BurkRows, AUBREY A, Vice-Pr: 

I 


aan lranspoi tation, 70 
Tor into, Ont., Can. (14) 
*BuURCON, CHARLES A (Rep., 


Regisier), 4713 Woo iland Ave. 
S;rings, Lil. (21) 
Busk, T. V., Adv. Mer., Farre! 


4 4 ; rming 
ham Co., Inc., 25 Main St nsoni 
Conn. (20) 

BUTCHER, WALTER, Vice-Pres., The Ba 


less-Kerr Co., 1164 Hanna Bldzg., Cle, 


land 15. (4) 
BuT.Ler, P J., Sa'esman Amer 
ing Mill Co., 1516 Keith Blde 
land. (4) 


*BUTTENHEIM, DONALD V., Gen. Mer 


Contractors & Engineers Mont 
Fourth Ave., New York 16. (6) 
Butz, H. K., The Buchen Co.. 
ia ison &t.. Chicago 6 (2) 
*BUXMAN, WILLIAM, Manager 
World, 330 W. 42nd St., New 


(6) 


BUZZELL,. JONATHAN J., Adv. M 


ser Mfg. Co., Alpena, Mic (A 
BYERS, MALCOLM A., Publ. Dept., C 
adian Ingersol’-Rand Co., Lt 2 
Cathcart St.. Montreal, Que., Can. (17 
BYLER, R. C., Adv. Mger., SKF Industr « 
Ine Front St. & Erie Ave, Phiia 
phia 34. (7) 

*® BYTHELL, D. C. (14) 

*CAFFEE, ROBERT H., Pres... Wn J 
ston Co., P. O. Box 6759, Pitt 

(Ss) 

CAHALIN, J. HAROLD, Vice-Pres.. > ‘ 
Caha in, Inc., 145 State St Ss 


Mass (2) 

CaHN, Louis F., Pres., Cahn-M 
43 N Charles St., Ba.timors 
(23) 

*Cain, C. LLO 
tising ¢& Selli 
16. (6) 

*CaAIN, WILLIAM, N E Rey 
Publ. Co., 461 Eighth Ave N 
1. (20) 

*CainD, RoBERT N., Jr... Gulf P 
Co., 250 Park Ave., New Yok 
*CALDWELL, A. B.. Industrial Art 
Stephenson Bldg., Detroit. (12 
CALDWELL, Howarp C., Pres., 7 
well-Baker Co., Merchants Bar 

Indianapolis. (15) 


. East. Adv. M 


YI 
ng, 9 E. 38th St., Ne 


CALDWELL, W. J., Sales Mgr, C 


Pater Corp., 227 W. 3rd St 
nati. (3) 

CALHOUN, E. N., Treas., Edwir 
gand Company 7500 Thomas 
Pittsburgh 8. (8) 


CALLAHAN, JOHN F., Asst. Adv M: 


Reduction Sa'es Company, 60 
St.. New York 17. (6) 
CALLAHAN, PauLt L., Che. Adv. ¢ 


Pro., Truscon Steel Co.. 1315 Albert 


Youngstown 1, O. (10) 
CaLLos, GeEorGE J., Adv Mer. 
Chalmers Mfg. Co., 1126 S 
Milwaukee. (5) 

*CAMM, H,. (14) 

*CAMPBELL, GORDON W., Publisher 
resentative. 43 E. Northrup Pla 
falo 14. (26) 

CAMPBELL, Roy E., Sales Pro. M 
livan Machinerv Co., Woodlar 
Michigan City, Ind. (2) 

*CANAVAN, FRANK J.. Eastern Ret! 
Rae's Blue Book Co., 330 W. 4 
New York 18. (6) 


CANFIELD, LEE, Acct. Exec., The 


wold-Eshleman Co., 2700 Termi! 
er, Cleveland 13. (4) 

CANFIELD, Norwoop N., Adv. Mer 
Welding & Equipment Corp 
Fourth St., S. E., Minneapolis 1! 

CANFIELD, W. E., Divns Mar., S. K 
man Co., 1374 E. 5lst St., Cleve 
(4) 

CANNIFF, R. J., Adv. & Sales Pr 
Servel, Inc.. 119 N. Morton Ave., 
ville, Ind. (A) 


*CANTY, LEONARD, Dist. Maer., Ele 


r., Dar 
Ave 


Off 
D., 


I. | 
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» New 
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One DOWN 


and WU TO bt 


We are told by authoritative sources that we have much 
tough fighting still to do. 


However, post-war plans for marketing must now be given 
more immediate attention and more serious thought. 


Promotion pointing toward peace-time sales is already 
under way in many quarters. Advertisers' Indexes are 
growing in leading publications. 

Are your former and future customers being reminded of 
the part you will be ready to play, when the "Two To Go" 


are gone? 
) 


AUTOMOTIVE cone Crvation MDUSTRIES 


A CHILTON Publication @ Chestnut and 56th Streets, Philadelphia, 39, Pa. 
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Verchandising 


Vice-Pres., Michel-Cather. 


Jacobsen Mfg. Co, 747 Washington Ave., 
Racine, Wis. (5) 

Cuurcn, Leonarp H., Hill & Knowlton, 
1454 Guildhall Bldg., Cleveland 15. (4) 

*#CILLEY, CHARLES D. (1) 

CLARK, Ezra W., Vice-Pres & Gen. Mgr., 
Clark Truc-Tractor Div., Clark Equip- 
ment Co, P. O. Box 178, Battle Creek, 
Mich (2) 

*CLARK, Frep A., Adv. Sales Rep., Ameri- 
can Builder, 1500 Terminal Tower, 
Cleveland 13 (4) 

CLARK, Greoroce, Adv. Mer., Canadian Line 
Materials, Ltd., Toronto 13, Ont., Can 
(14) 

CiLaRKE, E. A., Adv Mer., Hughes Tool 
Company, P. O. Box 2539, Houston. (27) 

*CLARKE, H. W., Vice-Pres., McGraw-Hill 
Publ. Co., Inc., 330 W. 42nd St, New 
York 18. (6) 

Ciary, F. Ware, Crouse-Hinds Co., Wolf 
& 7 North Sts., Syracuse, N. Y. (24) 

CLawson, C. B., Vice-Pres , Ferro Enamel 
Corp., 4150 E. 56th St., Cleveland. (4) 

CLawsown, James C., Acct. Exec., Mel- 
drum & Fewsmith, Inc., Republic Blidg., 
Cleveland 15 (4) 


*CLAXTON Lesu'e E., Sales Engineer, 
Kellow-Brown Co.. 428 Boyd St., Los 
Angeles 13 (19) 

*CLEVENGER, W. S., West. Mer., Case-Shep- 


perd-Mann Publ. Corp., 6 N. Michigan 
Ave., C icago (2) 

*CLeEwortTH, C. Wma., Publisher, Plastics 
World, 551 Fifth Ave., New York 17. 
(6) 

CoAKLeY, JoHN F., Publicity Director, 
Tromas A. Edison Industries, Inc., 51 
Lakeside Ave., West Orange, N. J. (11) 

*CoasHn,. Cart, Dist. Mer., Sweet's Cata- 
log Service, 1008 Chemical Bldg., St. 
Louis 1 (9) 

*CoaTes. WILLIAM E., Publ. Rep., Chemi- 
cal Equip nent Preview and Food 
Equipment Preview, 14805 Detroit Ave., 
Lakewood, O. (4) 

*CocHrPan, G. E.. Vice-Pres. & West. Mer., 
Reinhold Publ. Corp., 310 S. Michigan 
Ave., Chicago 4 (2) 

CocHRANE, W. K., Jr. Acct. Exec., Fos- 
ter & Davies, Inc., Keith Bldg, Cleve- 
and. (4) 

CoFaLL, Greorce W., Pres., Cofall Engi- 
neering Co., 4880 E. 49th St., Cleve- 
land (4) 

*Correy, Epwarp F., Dist. Mer., Electrical 
World, 330 W. 42nd St, New York 18. 





(6) 
*#COFFIN, HAROLD. (18) 
CoHEN, WILL'AM, Prop Advertising 


Agency of Wm Cohen, Park Bldg., 5th 
Ave., Pittsburgh 22 (8) 
ConHenour. Howarp H.. Mer. Catalog 
Dept.. The Buda Company, 154th & 
Commercial Aves., Harvev, Ill (2) 


Co_spy, ALLEN P., Adv. Mer., The Na- 
tional Supply Co., 3320 Bishop St., To- 
edo 1 (13) 

*CoLE, ALAN S., Cenl. Mer., Berkshire 
Publ. Corp., 122 E. 42nd St., New York 
li (6) 


Coe, Ernest B., Purch. Agt., The Stand- 
ard Tool Co., 6918 Central Ave, Cleve- 
land 4 (4) 

Cote. Frep C., Atv. Mer., Dravo Corpo- 


ration, Neville Island, Pittsburgh 25 
Couue, ALFRED. Alfred Colle Co., 510 N. Y 

Life Bldg., Minneapolis 2. (22) 
Ceruier, Grorce A Gen. Sales Mer., 


Cleveland Automati Machine Co., 2269 
Ashland Blvd., Cleveland 3. (4) 

CeoLLINS, CHARLES, Gen. Sales Mer., May 
Oil Burner Co, Marviand Ave. & Oliver 
St., Baltimore 3. (23) 

*# COLLINS, WILLIAM Howes. (7) 

LLom, § H., Jr.. Vice-Pres., Penn. 
Flexible Metallic Tubing Co., 72nd and 
Powers Lane, Philadelplia. (7) 

CONLAN, Ropert S., Principal. Robert S 
Conlan & Assoc., N. Y. Life Bldg., Kan- 
sas City, Mo. (A) 

CONLEY Win, Salesman, McGraw-Hill 
Publ. Co., Inc., 520 N. Michigan Ave., 
Chicago 11 (2) 

CONNER, WaLtrer B Art Director, Cop- 
perweld Steel Co., Glassport, Pa. (8) 
*Covover. GEorcE S American City Mag- 
azine Corp., 400 W. Madison St., Cli- 


1£0 ca) 


*('oO° OVER HARVEY, Pres., Conover-Mast 


Cery 205 E. 42nd St., New York 17 


(6) 


CONVERSE, ALLAN D., Jr, Acct. Evxec., 
Griswold-Eshleman Co, 2700 Terminal 
Tower, Cleveland 13. (4) 
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) 
*CoTron, W R., 


*COULITCH, 





Conway, N. A. J., 
de Sanno & Son, Inc., Phoenixville 


(a) 


Coox, C. B, Mer., Sales Pro., The E 
Parker Elec. Co., 


Cleveland 14. 


*CooK, CARROLL H 


*CooK, DWIGHT. 
Machinery, 148 
York 13. (7) 


Cook, E. H, Adv. Mer., The Ohio C 
cal & Mfg. Co., 7 


Cleveland. (4) 
Cook, HAROLD F 


Sol Lamp Works, Inc., 95 Eighth 


Newark 4, N. . 
CooK, KENNETH 
Dept., Tre Heil 


St., Milwaukee 1. 


*Cook, L. R., Dist. 
Co., 216 Clivenden 


(7) 


Cook, P. NEWTON, 
3029 E. Washington 


(15) 
CooKr, RICHARD 


10 Essex St., Faterson, 


CooK, Ropert &., 
Hauserman Co 
land 5. (4) 

*CoOMBES, (Mrs 
Mechanization, 


Washington, D. C., 


*CooPER R. W. 

*Copp, WILLIAM 
Copp & Assoc., 
York 18. (6) 
CopPpiInGc, W., Adv 
Ltd.: Anchor 
tional Refractories, 
P 


aul Rd., Montreal, 


CorsetTt, (Miss) G 
Harris Co., Harrison, N 


CoRBETT, JOHN, 


N W., Washington, 


CorpEs, WILMER 


Adv., American Steel & Wire Co., 
feller Bl ig., Cleveland 
Corey, Greorce H., Pub. Rel 
land Twist Drill ‘ 
Clevelani! 14. (4) 
CorRLETT, JOHN A., Dist 


Pro., General 
gomery St., San 


*CORNELL, JOHN, Co-Publisher, Paper 
News, 1440 Brceadway 


Corr'GAN, C A., 


Co. 2500 Kishwoukee St, 


(21) 


Corwin, W. H., 


strument Companies, 
Y 


Roc’ ester 1, N 


CosTELLo, JAMES M., 
39 Broadway, Milwaukee 


Z 


Gittins 
Wis. (A 


tions, 307 N. Mi 
(9) 
St., Newark, N 


Covutuig, D. J., 
& Wocds Co 


Minn. (22) 


CouTLEE, DouGcLas W., . 
Charles W. Hoyt 


Ave., New York 
COVERT, SEWARD 

Crankshaft Co., 

Cleveland. (4) 


*X COVINGTON, s. ¢ 
CoWwAN, JOHN M., 
Dobeckmun Co., 
Cleveland 13. (4) 


Cox, GLENN H., Se 
Inc, 3 


Co., Inec., 16 S 
2. (7) 

CRABB, CHARLES 
Mer Wroucht 


S. Bay St., Milwaukee 
*® CRAFTS, 
Craic, GALR, Sales Pro., 
Co., 1640 Surerior 
Cra'c, J. E., Warner & Swasey 


EDWARD 


Carnegie Ave., 


Craic, J. G., Pres., 
Advertising, 903 Shipley St., Wilminst 


99, Del. (7) 


*Cralic, J. L., Mgr. 





, 6800 Grant Ave., 


ALEXANDER, 
pire Photo Engraving Corp., 


Sales 
of . 
The Allies, Pittsburgh 
*CouLTER. W. T., 
Co., 2642 University 





r., Eldridge-North: 
8 W. State 
*COYLE, FRANCIS 































RECISE CONTROL OF CIRCULATION 


Accurate Coverage of the Plants You Must Reach 
to Help Operating Officials With Today’s Problems 
to Impress Them for Tomorrow’s Business 








(‘The Best 


: Way To Reach 
Engineers 
and Operating 





































































Pet 
INDUSTRIES otal 
eo Coverage 
PROCE Executives YODWORKING PLANTS ...... 
Cher ine Mills and Planing Mills — if 
Petro. cabinet, Furniture, Misc. Woodworking......... | 1,242 1,242 3.54 | 
Rubber 
seotier Products, Linoleum, etc. asian 702 702 2.00 MINES, QUARRIES, SMELTERS, ETC. . 1,102 1,104 3.15 i 
& Paints, Varnish, Lacquer, etc. inate 356 356 1.01 A 
Poper and Pulp Mills, Poper Products........... 1,239 1,241 3.54 TRANSPORTATION , 804 816 2.32 ‘ 
Miscellaneous ane 777 777 2.22 Aviation Mfrs., Shipyards, Ry. Shops 382 392 tt i 
, fices, Terminals, Wareh 4 6 I. 
METAL WORKING : 8.146 9.183 23.30 Eng. Offices, Terminals, Warehouses 22 42 21 
Blost Furnaces, Steel Mills, etc. 943 959 2.73 BUILDINGS AND INSTITUTIONS 3,185 3,185 9.07 
Automotive and Machinery ond Dept. Stores, Office Bldgs., Hotels, Clubs 1,457 1,457 4.15 : 
Equipment Mfrs. 3,692 3,713 10.59 He sit | In tit +i il ‘ 17 1 ’ ’ q 
Foundries ond Special Alloy Producers 1,074 | 1.074 | 3.06 aplenty, lnettutions, Coteges we ie | ee it 
Metal Specialties, etc. 2,437 | 2,437 | 692 |] BUILDING MAT'L MANUPACTURERS iia | ae | 38 t 
ELECTRICAL MANUFACTURERS 852 858 2.44. oe eg Mg ee —r - =: - ; 
Motors, Generators, Switchboords, etc. 252 257 73 SSS Ferree Sevens Sy Seem, Svs. 26 
Specialties, Reloys, Fuses, etc. 600 60! 1.71 SPECIALTY MANUFACTURERS . 560 560 1.52 f 
TEXTILE MANUFACTURERS 2,147 | 2,150 6.13 SERVICE INDUSTRIES 
lee Plants, Power Laundries, Cold 
FOOD PRODUCTS MANUFACTURERS 3,764 3,774 10.75 Storage Warehouses 1,066 1,066 3.03 
Meat Packers, Conners, Preserves, etc. 1,112 1,119 3.20 
Flour, Feed, Grain and Cereal Mills 544 544 1.55 CONS. ENGINEERS AND ARCHITECTS 729 732 2.08 
Milk Plants, Condenseries, Ice Cream 844 845 2.40 
Brewers Distillers and Beverage Mfrs. 605 607 1.73 DISTRIBUTORS, MFRS. REPRESENTATIVES 449 449 1.28 
Miscell Food 659 659 1.87 
a MISCELLANEOUS POWER PLANTS 250 | 250 70 
PUBLIC UTILITIES ‘ 3,079 3,131 8.92 
Central Stations and Municipal Plants 2,623 2,675 7.62 GOVERNMENT AGENCIES 249 249 .70 
i Municipal Woterworks 105 105 30 
f Gos producing Plants & other Utilities 351 35! TOTAL 100.00 





























Scientific selection of plant officials you direct your If these men are in the power using industries, your 
advertising to was never more important. The men coverage can be complete. Your advertising in 
who must keep posted on industrial developments to- INDUSTRY and POWER will reach 35,000 well-rated, 


day—and whom you can help immeasurably with in- : > .s 
formative, practical advertising—are the men your hand-picked plants—every one measuring up to rigid 


selling and promotional efforts will be directed to in standards of purchasing ability. 
the post-war period. 





Maujer Publishing Company St. Joseph, Michigan 


INDUSTRY avo POWER 
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NIAA Membership Roster 


Publishing Co., Ltd., 481 University Ave., 
Toronto, Ont., (14) 
CRAIGLE, WALTER, Keeling & Co., Cham- 
ber of Commerce Bldg., Indianapolis, 
Ind. (15) 
*CraiIn, G. D, JR 
Marketing, 100 E 


Can 


Publisher, Jndustrial 
Ohio St., Chicago 11 


(2) 
Cramer, G. W., Adv. Mer., Goulds Pumps, 
Inc., 300 Fall St., Seneca Falls, N. Y 
(24) 


CrawrFrorp, W. F Pres., The Edward 


Valve & Mfg. Co., Inc., 1200 W. 145th 
St.. East Chicago, Ind. (2) 

CREAGH, EpWarRD V Sales Pro. Mer., 
American Chain & Cable Co In¢ 
Bridgeport 2, Conn. (20) 
CRELLEY, WILLIAM D, Indus. Equip. Copy, 
General Electric X-Ray Corp., 2012 W 
Jackson Blivd., wnicago 12. (2) 


Creps, DARREL Spt. Mkt. Research, Cleve- 
land Elec. Illuminating Co., 75 Publix 
Square, Clevelan! 13. (4) 


*Crist, L. E.. West. Mer, Factory Man- 
a‘ement & Maintenance, 520 N. Michigan 
Ave., Chicago 11. (2) 


Cropaveuw, Cc. J., Chm. Dent. of Mktg., 
Fenn College, 1983 E. 24th St Cleve- 
land 13. (4) 

Cronk, JoHN N., Adv. Dept., Commercial 


(A) 
Calif., 
6th St., 


Solvents Co., Terre Haute, Ind 
*Crossy, STEPHEN T., Adv. Mer, So 
The Wall Street Journal, 108 W 

Los Angeles 14. (19) 
*CrosseTtT, Stoney M., Commercial Artist, 
328 Main St., E., Rochester. N. Y. (24) 
CrossMaNn, M_ R., Vice-Pres., Cramer- 
Krasselt Co 733 N. Van Buren St., 
(21) 


Milwaukee 2 
CrotHers, JoHn L, Asst. Adv Mer., 
Se'as Co Erie Ave. & D St... Philadel- 


phia 34. (7) 


Croucn, FRANK J Adv. Mer., Shepard 
Niles Crane & Hoist Corp., Montour 
Falls, N. Y. (24) 

*CROWELL, Samvuet I. Vice-Pres., Sales 
Mer., Holling Press, In« 501 Washing- 
ton St Buffalo (26) 

*CrOoWLEY, T. J Vice-Pres., Adv. Mer., 
Petroleum Engines Lr 700 Allen Bidz... 


Dallas 1 (27) 


CULLEN, (Miss) Beatrice M., Copywriter, 
Addison Vars, Inc., 344 Delaware Ave., 
Buffalo. (26) 

CULLISON, Jesse A., Sales Pro. Mer., 
National Fireproofing Corp., 202 E. Ohio 
St N 8., Pittsbureh. (8) 
CUNNINGHAM, LEestiiz, McGraw-Hill Publ 
Co., In 20 N. Michigan Ave., Chicago 
(2) 

CUNNINGHAM, Ross M., Asst. Prof. of 
Marketin Mass Institute of Technol- 
oxy. Cambridge, Mass. (1) 

Curtiss, Spencer W., Spencer W. Curtiss, 
In Mills Tower, San Francisco 4. (15) 

*CurtTs. Jay W., West Coast Mer Gulf 


Publ. Co 905 Pacific Bldg., Huntington 
Park, Calif (19) 

Crenine, G. B., Mer. Sales Pro., A. M 
Byers Co., Clark Blidg., Pittsburgh 22 
(A) 

DABNEY, Roperr L., Sales & Adv Mer., 
Houston Pire Line Co., Petroleum Bldg., 
Houston 1. (27) 


*DADISMAN, TeEpD, Salesman, Beck Engrav 


ing Co., 7th & Sansom Sts., Philadelphia 
6. (7) 

DALLAS, M. W Adv. Mer, E. C. Atkins 
and Company 102 S. Lilinois St., In- 
dianapolis. (15) 

DALTON, RALPH W., Owner, Ralph Dalton 
& Associates, Box 250, Troy 1, O. (A) 

*® DALY, G. MAYNE. (8) 


DANIELS, Frep R, Pub. Mer., Waterbury- 
Farrel Foundry & Machine Co., 453 
tank St.. Waterbury 10, Conn. (20) 

DarceL. A. P Adv. Mer., Crane, Ltd 
1170 Beaver Hall Square Montreal, 
Que., Can, (17) 

DARLING, Epwarp, Pres. & Gen. Mer., 
Darling Bros., Ltd., 140 Prince St., Mon- 
treal, Que., Can. (17) 

DAVENPORT, C. D., Adv 


Mer., Union Steel 


Products Co 600 Berrien St, Albion, 
Mich. (A) 
Davey, B. McK., Adv. Mer., Rudel Ma- 


Ltd., 614 St. James St., W 


(17) 


c' inery Co., 
Montreal, Que., Can 


DAVIDSON, DoNALD M., Sales Pro. Mer., 
The Fafnir Bearing Co., New Britain, 
Conn. (20) 
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Davies, A. J., Partner, Davies & McKin- 
ney, 522 Erie Trust Bidg., Erie, Pa. (A) 
Davis, ALTON F., Vice-Pres. & Secy., 
Lincoln Electric Co., 12818 Coit Road, 
Cleveland 1. (4) 

Davis, C F., Adv. Mer., Dominion Engi- 
neering Co., Ltd., Ist Ave., Laciine, 
Que., Can. (17) 

Davis, Georce F., Vice-Pres., Aitken-Ky- 
nett Co., Girard Trust Bldg., Philadel- 
phia 2. (7) 

Davis, J R., Gereke-Allen 
5101 Penrose, St. Louls. (9) 

*Davis, LEONARD. Vice-Pres., Davis-Lisson, 


Carton Co., 


Ltd., 28 McNab S8t., 8., Hamilton, Ont., 
Can. (14) 

Davis, Martin, Asst. Adv. Mgr, Perfect 
Circle Co., Hagerstown, Ind. (15) 


*Davison, GerorGce, Geo. Davison Adver- 
tising Art, 50 E. 42nd St., New York 17. 
(6) 

Davison. R., Mer. 
Div, The New 
Front St., New 


Market 
Jersey Zinc 
York. (6) 


Development 
Co., 160 


DAWKINS, K., Adv. Megr., National Bat- 
tery Co., Ist National Bank Blidg.,. St. 
Paul, Minn. (22) 

*Daycnu, H. C., Adv. Mer., Dun’s Review, 


290 Broadway, New York 7. (6) 


Deasy, E. T., Pacific Coast Adv. Mer., 
The Sherwin-Willans Co., 1450 Sher- 
win Ave.. Oakland, Calif (18) 

A., Vice-Pres., Infilco., Inc., 


De CELLE, O 
325 W. 25th Pl, Chicago 16. (2) 

*DEEN, Ray, West. Mer., American Ma- 
chintst and Product Engineering, 520 N. 
Michigan Ave., Chicago 11. (2) 

*®DEINL, RALPH. (5) 

*DeILy, CHARLES H., Jr, Dist Mer., 
Plunbing &€ Heating Journal ani In- 
dustrial Maintenance, 310 W. Durham 
St., Philadelphia 19. (7) 

*De KALB, RALPH V Pres., 
Jordan, Inc, 1220 Sansom St., 
delphia 7. (7) 

*DeLt Gapo, A. E., West. Mer. 
dustries, 520 N. Michigan Ave., 
11 (¢2) 
DeLo. J. A 


Alfred J. 
Phila- 


Food In- 
Chicago 


Adv. Mer., Continental Steel 
Corporation. Kokomo, Ind. (15) 

De Mario, JAMEs J., Adv. Megr., Man- 
hattan Rubber Mfg. Div. of Raybestos- 
Manhattan, Inc., 61 Willett St., Passaic, 
N J. (11) 

*DENBERG. SAMUEL, Treas., Barton Press, 
Inc., 138 Washington St., Newark, N. J 
(11) 

DENHAM, A. F., 
812 Book Bldg., 


Denham & Co., 
(12) 


Owner, 
Detroit 26 


DENHAM, E. §&., Asst. Adv. Mgr., Ohio 
Brass Co., Mansfield, O. (4) 
DENO, NORMAN, Acct. Exec., Kreicker & 


Me'oan LaSalle St., Chi- 


cago 2 2 

*Dent, W. P., Rep., MacRae’s Blue Book 
Co., 63 Clarendon St., Springfield, Mass 
(1) 

DENTON, L. H., Dir., Conv. Bureau, Balti- 
more Assn. o” Commerce, 22 Light St., 
Baltimore 2. (23) 

% DerRaGcon, J. V (17) 

DERMODY, WILLIAM A., Secy. & Asst. 
Treas., Carlton Machine Tool Co., 300 
Spring Grove Ave., Cincinnati. (3) 


Inc, 221 N. 
(2) 


*De Rocure, BERNARD, Asst. Publ... West- 
ern Machinery and Steel World, 500 
Sansome St... San Francisco. (18) 


Derr. Nors, Mer., Bell Radio Parts Co., 
203 N. Fourth St, Columbus 15, O. (25) 
*#D EvELYN, NORMAN F. (18) 
*DeVorRN, ARTHUR C., Pres., DeVorn Dis- 


plays Corp., Jennings Rd. & Denison 


Ave., Cleveland 9. (4) 
L., Div. Adv ‘ 
Nemours & Co., Inc., Ne- 
Wiimington 98, Del. (7) 
Adv. Mer., Whiting Corp., 
o) 


Dewey, F Mer., E. I 
duPont de 

Bldg 

De Youne A., 
Harvey, Ill. (2 
Diepericnw, A. L., Jr., Sales Mer., J. E. 
Lonergan Co., 211 Race St., Philadel- 
phia 6. (7) 


rours 


Dizenm, Wao. C., Prod. Mer., Bayless- 
Kerr Co., 1164 Hanna Bldg., Cleveland 
15. (4) 


Adv. Mer.. Wagner 
Plymouth Ave., St. 


CaRL B., 
6400 


DIETRICH, 
Electric Corp., 
Louis 14. (9) 


Denton, H. G. Ferranti Electric, Ltd., 
Mount Dennis, Toronto 9, Ont., Can. 
(14) 

Ditton, Jawes E., Asst 


Adv. Mer 

Cleveland Pneumatic Tool Co., 3781 
77th St., Cleveland 5 (4) 

*Drtuton, L. A. J., Salesman, 
152 W. 42nd St., New York 18. 


-* 
* 
“4. 


Newsweek, 
(11) 
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*DINSMORE, KENNETH O., Ohio Mer., Cop. 
siruction Digest, 12 N. Third St, ¢p, 
lumbus, O. (25) ‘ 


%&DiIsTetHorst, S. D. (7) 

*%Dopps, Ricwarp P. (10) 

*Dopce, Howard M., 8S. W. A Rep 
Newsweek. 360 N. Michigan Ave. qyy. 
cago 1 (2) 


Dops. Henry J, Copywriter The Cincip. 
nati Milling Machine Co., Marburg Ave 
Cincinnati 9. (3) 

DoerGER, Epw. H., Adv. Megr., America; 
Mono Rail Co., 13109 Athens Aye 
Cleveland 7. (7) 

Doertnc, Henry G., Adv. & Sales Pr 
Mer., Truscon Laboratories. Inc . Canis 


& Grand Trunk R. R., Detroit 11. (12 


% Dorerina, L. H. (14) 
DoLAN, BERNARD, Adv. 
Frasse & Co., Inc., 17 
York 13. (6) 
DONAHUE, J. Howarp, Sales Mer, Th 
Abbott Ball Company, Elmwood Branc 
P O., Hartford 10, Conn. (20) 
DonaHueE, M. J., Anchor Post Fence Cy 
Eastern Ave. and Kane St., Baltimon 
24, Md. (23) 

DONNELLEY, LFe, Pres., The Lee Dop. 
ne'ley Co., 734 Union Commerce Bldg 
C'eveland 14. (4) 

*%DoREMUS. ANDREW (20) 

*DorLAND RALPH E., JR, Adv. Mgr 
King Publications, 503 Market St., Sa 
Franciseo 5. (18) 

Dorsey. T. F., Sales Mer., Fort Pitt Stee 
Casting Co., 2129 Duquesne St., McKees- 
port, Pa. (8) 

*DossMAN, JACK, Vice-Pres. & Gen. Mgr 
The Craftsran Printing Co., Inc.. 32% 
E. Central Parkway, Cincinnati 2 (3) 

Doster, ALEx!s, Vice-Pres. & Secy., The 
Torrington Mfg. Co., Franklin St., Tor- 
rington, Conn. (20) 

*Dowp, A. Scort, Pres. & Gen. Mar., Frit: 
Publications, Inc, 59 E. Van Buren &t 
Criecago 5. (2) 

Downrs, H. J.. Ailv. Mer., American Le- 
comotive Co., 30 Church St., New York 
(6) 

*Downey, WitiraM S., Trade Mark Serv 
Rep., American Tel. & Tel Co., 212 W 
Washington St., Chicago 2. (2) 

Downinc, Haro.p S., Walker & Downing 
Oliver Bldg., Pittsburgh 22. (8) 

Dowsetrt. T. H., Adv. & Sales Pro. Mgr 
Trane Co of Canada Ltd... Mowat Ave 
& King St., W., Toronto, Ont., Can. (14 

Dorie, Harry B., Pres., Dovle, Kitchen é 
McCormick, Inc., 501 Fifth Ave., Nev 
York 17. (6) 

Dorie, W. F., Se 
Woods Co. of Pa. 32 
Pittsbureh 30. (8) 

Dore, Wma. J., Vice-Pres., Automat 
Alarms, Inc.. 830 Market St., Youngs 
town 1, O. (10) 

*DraucKER, WILLIAM G., Sales Megr., Wm 
T. Peck & Co, 1315 Race St., Philade! 
phia. (7) 

DRAVING, 
entific Co., 
burgh. (8) 

*Drever, Howarp H., West. Mer., Machin 


Mer., Peter A 
Grand St., Ney 


retary, The Chatfield 4 
Bivd. of Allies 


Fisher Sel- 


Howarp, Adv. Mer., 
>jtts- 


711-723 Forbes St., 


Desi‘n, 520 N. Michigan Ave., Chicag 
11 (2) 
Druse, Mriton J., Adv. Mer., Modi 


Manufacturing Co., Racine, Wis. (5) 

*Du Bree, Water. Gen. Mer.. Stone 
house Signs, Inc., Ninth & Larimer 5% 
Denver 4 (A) 

*Ducopy, H. K 
Dvucros. F. H 
Inc., 1630 Hanna 
(4) 

*Duo.ey, R. L., Pres., Gulf Publishing \° 
8301 Buffalo Drive, Houston 1, Tex. (- 
*Durr, Epwarp E., Jr., Dist. Mer., Engr 
neering News-Record and Constructt 
Vethods, 1510 Hanna Bldg., Clevelar 

15. (4) 


(A) 
W., Treas., Smead & Sma 
Bldg, Cleveland 


Durr. G A., Scott Paper Co., Front 
Market Sts., Chester, Pa. (7) 
Durres, KENNETH S., Exec. Vice-Pres 
Addison Vars, Inc., 344 Delaware AV 
Buffalo. (26) 

Durry, J. R., Asst. Adv. Mer, Svivans 
Electric Products, Inc., 60 Boston %* 
Salem, Mass. (1) 

DunpaR Epson S., Sales Pro. Me 
Crocker-M°Elwain Company, Cabot > 
Holyoke, Mass. (20) 

Dunn, E R., Adv. Mer., Bull Dog Ele 
tric Products Co., 7610 Joseph Campa 
Detroit 32. (12) ‘ 
Duny, JonN C., Griswold-Eshleman © 
2700 Terminal Tower, Cleveland !3. “ 
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NIAA Membership Roster 


DUNNAGAN, Mervyn G., 8S. D. Warre 
Co., 2 Park Ave New York 16. (6) 
A. R, Asst Adv. Magr., 
Texas Co 135 E. 42nd St New Y 


& 


The 


ork 


*DuystTers, RALeu |! Ad Mer I \ 
Scott Publ. C j W 5t St New 
York 19. (6) 

Dwetiey, (Mrs) Ferne P., Sales Dept., 
Vickers, It 1400 Oakman Blvd., De- 
troit 32. (A) 

*Dwrer, T. P., Sales. Conover-Mast Corp., 
33 N. Michigan Ave Chicago 1. (2) 

*Dvyer, R. C Pres., R. C. Dyer & Co., 210 


S. Poydras St Dallas 2, Tex (A) 


DYKE FRANK Davis-Dyke Advertising 

Agence) 105 Keller Bide, Houston 1, 
Tex. (27) 

*DYK MA) HOWARD Art Dir Industrial 
Engraving Ce Bank & Chur Sts., 
Eastol! l’a (1 

*EA yr, Dwient H., Rep., The 7 lf 

00 N. La Salle St.. Chicago (2) 

EASTMA E. \ Ady. Mer., W. F. & John 
Barnes ¢ 1 Se Water St Rockford 
I (21) 

EASTMA)D SAMUI & Partner Dozier- 
Graham-k tman 1206 Maple Ave Los 
Angeles. ( ,) 

EAS ‘ > Adv Mer The Philiy 
Care Mi S Lockland, Cincinnatl 
l ( ) 

EA Wir IAN H Vice-Pre She 
dor M r Hutchins & East 120 
Lexington A New York 17. (6) 
iene s, D. M Adv. Me Madsen I 
Work 631 Bickett St H tir 
Park, Calif. (19) 
kny, LL. H, Pres., Hyatt El Ma i 
bee Bid Detr t (12) 

*ECHELE, HUBEI J Pres Warwick T 
I iphers, tI 09 N 10th St st 
I tis 1 (9 

*! ' A. R., N Y. Ret Lutomotive and 
dviatic Industries, 100 E icnd St., 
New York 1 (6) 

*| ry GLENN H., American Society of 
Mec} ical Engineers 105 W. Wacker 
Lr ( icago ¢ (2) 

I AT cy Ger é D>. Roper Corp 
Blackhaw) Park Ave Rockford Ii] 
(21) 

*recret D> I Central Mer Pit ind 
Quarry Publications, 859 Leader Bldg 


Cleve nd 14. (4) 
Eoer, EpMonp I., Owner, Cruttenden 
Eger, 64 E. Lake St., Chicago 1. (2) 
*Eacers, Lesure J., Pres., Multi-Mail. I 
105 N. 19th St., St. Louis 3. (9) 
EHLINGER, STANLEY J., Pres., Stanley 
Eehlinger Advertising, Ir ‘21 W. Si 
St.. Tulsa Okla (A) 


*EHMAN, Harry, Dist. Sales Mer.. 


Heinn Co., 188 W. Randolph St., Chi 
it. ¢€2) 
*KICHLER, Grorce H Publisher Pet 


juipment Publ. Co Im 
New York 6. (6) 
*EICKHORN WALTER ites 
Thomas Publ. Co., 
Cleveland 14, (4) 
*wEIGEN, Davip. (11) 
*EISENMAN, W H., Secy 
clety for Metals, 7301 Euclid \ 
Cleveland. (4) 
*Evpver, E. E., 


af iviation 


leum E 
Liberty St 


Detroit Mer 


Industri¢ s, 1015 Stephen 
Bldg Detroit 2. (12) 
ELLERTSON, OO. J Adv Mer Pion 
Engineering Works, Inc.. 1515 Cent 


Ave N. E., Minneapolis 13. (22) 
ELLINGWOOD, LLOYD, 


Dist M: 
145 Superior Av 


{utomot 


«& 


I 


J 
xth 


Mer. Adv. & §Sls 


Pro., Toledo Scale Co., Toledo 12. (13) 
ELLIOTT, Bruce W., Vice-Pres To 
maschke-Elliott, In 1624 Franklin St 
Oakland 1 Calif. (18) 

ELLIoTT, Roy D., Pres., Roy Elliott Con 
pany > Huntington Ave., Boston 16 
(1) 

EeLuiorr, W. N Vice-Pres. & Sales Mer 
N. Slater Co Ltd Sydney St Ham 
liton, Ont Can (14) 

®ELLIS, CLAYTON |! (11) 


ELLSworTHu, H. M Adv. Mer., Pennsyl- 
vania Salt Mg Co 1000 Widener 
Bids Philadelphia ‘ (7) 


Thoma 
New York 1 


Howarp, Rey 
161 Eighth Ave 


(11) 


s Publ C 








EMERSON, Fred, Sales Mer., Spartan 


Saw Works, In 152 Fisk Ave., Spring- 
field 7, Mass. (20) 

Emerson, T. D., Adv. Dept., Carboloy 
Co., Ine Box 237, Roosevelt Park An- 


(12) 
MARTIN E., Adv Mer., 
1403 W Bruce St., 


nex. Detroit 
E,NGEBRETSON, 
The Oilgear Co., 
Milwaukee. (5) 
ENGSTROM. FOLKE, Adv. Mer., 
Cabinet Hardware Co., 416 8. 
Rockford, Ill, (21) 

ss) Goria, Adv. Mer. 
Corp., 240 Kensington 
(26) 


American 
Main St., 


Hew- 
Ave., 





Repre- 
Cleve- 


*ENRIGHT, FRANK J Publishers 
sentative, Union Commerce Bldg., 
land 14. (4) 

ENSINGER, S. H., Adv. Mer 
Rani, Inec., 465 Washington St., 


(26) 


Remington 
Buffalo 


Asst. to Pres., The 
Dumesnil St. Louis- 


INTWISTLE, A. L., 
Menge Co., 1122 
ville 1, Ky. (A) 
Epstein, JosePpn H., Vice-Pres., Fitz- 
gerald Adv Agency. Inc., 833 Howard 
Ave., New Orleans (138), La. (A) 
Erck, Henry G., Vice-Pres., Van Sant, 
Dugdale & Co.. Inc., 205 Court Square 
Bldg., Baltimore 2. (23) 
Erickson, B. D, Mer. Pub 
on-Snyder Mfg. Div., Oil 
Co.. Braddock. Pa. (8) 


Dept., Wil- 
Well Supply 


ESCHENBRENNER, H. X., Pres.. Universal 
Concrete Pipe Co., 297 S. High St., Co- 
lumbus, O. (25) 

*ESSICK R Ww Salesman, Allegheny 
Lit graph Corp., 106 Ross St., Pitts- 
bur (8) 


*W EVANS, ALBERT C. (16) 


EvaNs. Keiru J., Adv. Mer.. Joseph T. 
Ryerson & Son, Inc., 2558 W. 16th St 
Sales Pro. Mer., Inland Steel Co., 38 58. 
Dearborn St, Chicago. (2) 


Sales Mer... Clip- 
erry St., Kansas 


BERT G., Act 
1517 C 
(A) 
*EVANS, VERNON K., 
Collins Miller & 
Michigan Ave Chicago 
Evans, W. H., Pres., 
Inc., 307 N. Michigan 
| ) 
Evans, W. H., Gen. Mer., Minneapolis- 
Honeywell Regulator Co., Ltd., 117 
Peter St., Toronto, Ont., Can. (14) 
*wEvans, W. H. (3) 
EVERSOLE, A c Adv. 
Combustion Co., 2375 
l (13) 


EVANS, R 
er Mfg Co 
City 8, Mo 
Exe Vice-Pres., 

Hutchings, 207 N. 

l (2) 
Associates, 

Chicago 1. 


Evans 
Ave . 


Surface 
Toledo 


Dept 
Dorr St. 


AMBROSE, JrR., Vice-Pres., Iron City 
Engraving Co., 342 Boulevard of 
Pittsburgh. (8) 

EMMETT R.. Sales Mer., Wm. C 
& Son Co., Caroline & Dock 
Sts., Baltimore. (23) 

Ewine, F. D., Vice-Pres., The Fensholt 
Co, 360 N. Michigan Ave., Chicago 1. 


*iVES 
Photo 
Allies 

EWwELL, 


Robinson 


7] Mer., Hardware 


Cleveland. (4) 


)YLAND, GEORGE C., Dist 
World, 1836 Euclid Ave., 


*EyYLer, FE. T., Dist. Mgr., Sweet’s Catalog 
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EXPORT 
For example, (hile — 


The growth of Chilean industry offers an excellent example of the funda- 
mental changes that have occurred in many countries during recent years. 





Outstanding is the trend toward manufacturing on the part of a population 
previously devoted to mining and agriculture. 


Witness the record: 


Index of Chilean 
Industrial Production 
(1929 — 100%) 


1934 . . . . 105.1% 
935 ...~.« IAS 
- 
19397 . . . . 131.6% . 
19338... 136.9% in Seven Years 
| 
1940 . 2. . . 151.0% 


This industrial development is reflected in the growth of 
Chilean imports of industrial supplies and equipment. 


In 1938 such imports included— 





Iron and steel semi-manufactures............ $4,498,000 
NE ik a ch ot ak ole ah Cea asthe eas eee 2,951,000 
2 oe Other iron and steel manufactures........... 7,181,000 
a Sang —_ PP CTTUT CECT TTT Le 4,083,000 
ry ae ( Motors, turbines and pumps................ 1,319,000 
' payee See Other machinery, excluding agricultural..... 5,770,000 
-»- - Automobiles and tractors..................5. 4,799,000 
*i rg tice setae es cai, 3,669,000 
Power House, Maria Elena Nitrate Plant, In total, these items made up 35% of Chile’s imports. 


Tocopilla, Chile 


The demand from Chile and similar markets will help American manufacturers cushion 
against loss of outlets here once the war effort is over. And to give a broad picture 
of the situation, we have prepared a 32-page booklet entitled “THE NEW INDUSTRIAL 
REVOLUTION.” This is of special concern tosuppliers of industrial machinery, equipment 
and supplies. Write for copy. 


AMERICAN EXPORTER 


Including the Specialized Technical INDUSTRIAL SUPPLEMENT 
386 FOURTH AVENUE NEW YORK 16, N. Y. 


PHILADELPHIA CLEVELAND CHICAGO SAN FRANCISCO LOS ANGELES 











Bh INDUSTRIAL MARKETING, November, 1943 149 




























Asylum St., Hartford, Conn. 


NIAA Membership Roster ppemey, 2 


RALPH. Ralph Gross Advertising, 


GROSS, 


G Georce O Ady Div Republi 111 BE. Market St, Akron, O. (4) 
Steel Corp., 3100 E. 45th St., Cleveland Grove, D. CLinton, Adv. Mer., Blaw- 
4. (4) Knox Co, P. O. Box 1198, Pittsburgh 
GovuLorm ALFRED T Vice-Pres., G. M 30 (8) 
Basford ¢ 01 Euclid Ave., Cleveland *(yrnove. Ricuarp C., Clev. Mer., Purchas- 
15 (4) ing, 1456 Leader Bldg., Cleveland 14. (4) 
Gowsns, M L., Acct. I Darwin H Grussinc, Bon Dirck, Dir. Pub. Rela- 
Clark 11 5S. Spring 5t Los Angeles tions, Adv. & Sales Pro.. Minneapolis- 
l (19) Moline Power Implement Co., P. O. 


1050. 


Minneapolis 1. (22) 
Adv 


Jeffrev Mfze 


Co., Ltd., P. O. Box 428, Montreal, Que GUILBERT, GoRDON M Mer., Twin 





Ca (li) Disc Clutch Co., 1328 Racine St., Ra- 

*CRAHAM. Ew'rnc W Vi Pres., Putman cine, Wis. (5) 

Put r N. M ga Ave., Chicago GUILEY DON Salem Engineering Co., 
] ( ) Salem, ©. (10) 

GRAHAM Huen_ H Sales Pri Mer . ‘AER, A. P., Vice-Pres. & Gen. Mer., 
Westir ouse Ele & Mfg. Co., East rextile Age Inc., 381 Fourth Ave., New 
Pittsburgh. (8) York 16. (6) 

GRAN, JULIAN, Tre Rickard & Co., Inc., *(JUNDY BRADLEY B Mer., Canadian 

(OW. 42nd St New York >. 9) Business, 300 St. Sacrement St., Mon- 

*GRANT, 1 Dist. Mer., McGraw-Hill treat, Que., Cam. (14) 

Publ. Co.. Th 1510 Hanna Bld Cleve *GURLEY L, R., Sales , Simmons- 
and 15. (4 Boardman Publ. Corp., 30 Church St., 

‘Grant, G Pp. We Rep, Ariation New York 7. (11) 

Equiy Merchandise Mart, Chi a ek [-NECHT W Bes Gen Mer., The 
cag Youngstown Arc Engraving Co., Vindi- 

“GRAD E. N.. West. Mer., Mill Sup itor Bldg., Youngstown, O. (10) 
plies »>N. M in Ave., ¢ cago 11 *GUY Ray Rey Newsweek, 360 N 
(2) Mi gan Ave Chicago 1. (2) 

GPA N 1) Mer Addy & Pub Re- 
lations, Cre Cork & Seal C Eastern H 
Ave. & K st Baltin é (A) 

, . Ty \ Pres.. Dovle. Kit HACKI . WARREN M Ingersoll- 
. . MT . lh sia , Fi Xe - Rand ¢ 11 Broadway, New York 4 
New York (11) econ 

Geay. Cuantes M. Pr ‘ MC HACKSTEDDE, M. E., Adv Mer., Ohio 
eA a ; > ike iene Ria “ Crankshaft Co., 3800 Harvard Road, 
pak ‘ : (Cleveland (4) 

(iA W \ Pres. C) Ady HappocK, GERALD T., Sales Pro. Mer 
Mission Dr Cor 001 & Sota St Atlas Lumnite Cement Co., 135 E. 42nd 
con AD .  } . , St., New York 17. (6) 

. ; . *HaAGGARD, BARTON J., Dir. of Adv. Prod., 

eat, om ee eee a pogers, 32 The Brooks Company, 1241 Superior 

-_— orpie Ave., Cleveland. (4) 

GRE CLA W., Alle ‘ Ludlum Ste *Haacstrom, A. G Pres, Hagstrom Co., 
Corp., Brackenridge, Pa. (8) Inc., 20 Vesey St.. New York 7. (6) 

GR Max, \V Pres., United Advert Hacstrom, W., Adv. Mer., Mattison Ma- 

Aver i4 Broad St Newar ne Works, 514 Blackhawk Park, 

N. J. (11 Rock’ord, Il (21) 

G \ gn Ad Mer, The HAHN, CHAPLES, Sales Mer., Cincinnati 
Yoder ‘ Walwort Ave Cleve- E'ectr’cal Tool Co., Madison & Edwards 

nad. (4 itd., Cincinnati (3) 

Gre NELS \ Pre & Sales HAHN, Marv! Marvin Hahn Agency 

+h ta ty L -_—F. ‘ 1320 N ) Fisher Bldg., Detroit. (12) 
ra 8 ot . <9 : Haiecnt, Jesse J., Vice-Pres. & Treas., 

Gs . Ww arnD G., Willard G. Greg Wils & Haight, In 410 Asylum 8t., 
& Co 07 W. Eighth St. 1 Angeles Hartford Conn. ( 20) 

; HiAl G Adv. Mer., Canadian Tube 
ah \ Ms S ) std ° eae 

| : oO co ' . . Lt & Steel Products, Ltd., 5765 Hamilton 

‘ : M ; St., Montreal. Que., Can. (17) 

i ( bist y act . pa . 

Va aoe : é Mi ntenance. 1510 Hanna *HALL, Epoar §S., Vice-Pres., The Caxton 

Ride. Cc nd (4) ; Co., Caxton Bldg., Cleveland 15. (4) 

, HALI J Mer Saunders Valve Div 
if I \ N t Xe Kfield ; = , 

“Re Aa” ‘ . , a ~ Cement Grinnell Co. of Canada, Ltd., 700 Beau- 
Rld M toon oO Ca (17) nt Ave Montreal, Que.. Can. (17) 

CJRIFe HW | RA t Sy & Ad M Ha J Adi Mer Eriez Mfg Co., 
Drive-All Mf ; 100 C > - 140 W. Tenth St., Erie, Pa. (A) 

Detr ! HALL, MELVIN, Pres., Melvin Hall Adv 

‘ eritH. |] Q ‘ \ Sy le Agency, In 220 Delaware Ave Buf- 
tric ¢ f Canada Ltd Beaver falo - (26) 

Hall H Montreal, Que., Ca ( ) HA THOMAS W., Asst. Adv. Mer., Car- 
: borundum Co., 226 Jefferson Ave., Ni- 

(RIFT iy Dy . N D> — j Oxyeer agara Falls. N. Y (26) 

Co ata ’ St oronte On _ ; 

Can. (14 . HALLOWELL, J J., Pres., The Wrenn Pa- 
‘ e! ‘© Middletov 3 

*CIRIFFITH Oy H Pres Hardware : M ewe, SS iS) . 
1 oe , ‘ > Ny Yor HAMAKE! L Ss Asst. Gen. Mgr. of 
(é) : - S Republi Steel Corp Republic 

P , = \ R — a Lt ee Cleveland (4) 

‘ Cat et Montre oO C *HAMANN, W I New England Mgr., 
‘ ' . Fortune 1100 Statler Blidge Boston 16 

(1) 
*CGRIMA D Re Nation's Bus ; - a 
‘ Lex mm AY New York 17 HAMI IN, DovuGLas T Pub. Mer., The 
Fellows Gear Shaper Company, 78 River 
st Springfield, Vt ) 

Gi CHA \\ Ad Mer North . (A , 

" \ ‘ 01 E th Ge HAM y, L. GRANT, Contact, Brooke, 

a) . ‘ i) “mit & French, In 82 E Hancock, 

Detroit 1 (12) 

( IMM, Wr am. \ e-Pres., Spe r W on 
‘ ‘ | M an Awe C HA T Rn. L., Vice-Pres., The Du- 
. more ] » 14th St Racine Wis 

Gi - 2 aaa s Mer.. Car ! 

Sietem teal rtd ge *HAMILTON, W. MARSHALL, Sales Mer 
wy t Ont Car (14) Da s & Warce Im 703 Second Ave, 
: 1 tsbur (R) 

. AGT Pe ene Veer ee Hamm, Epwarp C., Asst. Sales Mer., 

Met iw-H I . 4 It 1510 Hanna Signode Steel Strapping Co., 2600 N 
Lildg C‘levelar i4) Wester! Ave co at 17 (2) 

“ ' ao - Ad Pn - =ee *HAMMON EDWAI I< Western Mer., 

Me \ - , ' Vachine 8S N. La Salle St., Chi- 
, ‘ } ca ] (3) 

Gi e&. JOHN E., Tr er Pri gf *HamMonp, L. B, L. H. Hammond Publ. 

¥ Pa Rens W. Madison St., Chicago 3 
* nos! W ] ) ) 
Gross, JULIAN, Pres J i Gross Ady *HAN IRVING I West. Sales Mer., Fleet 


Owner, 224 8S. Mic 
4. (2) 

HaNnpby, J. Luoyp, A 
son & Co., Inc., 2 


higan Ave *hics 


ect. Exe Ss 


30 Park 





York 17. (6) 

HANES, RALPH, Mer. Sales Pr Me 
Goods Div., United States R er Uy 
230 Sixth Ave., New York 11) 
*HANNUM, WM. B., Jr., Rep., 7 ePress 
Publ. Corp., 522 Fifth Ave., N York 
(6) - 
*HANSEN, EDWIN G., Dist. Rey Suchan 
Loose Leaf Records Co., 471 arker 
Ave., Chicago 39. (2) ™ 
*HANSEN, FRED W., Vice-Pres Sale 
Mer., Paper Service, Inc., 40 iv St 
Rochester 6, N { ( 24) , 


HANSEN, G. A., 
Steel Sales Corp., : 
9 9) 


Chicago 23. (2 
HANSON, 


‘,N. Y (24) 
*HANYON, C. D., 
ing Co., 922 

*HARABURDA, 
Belt Co., 307 
i. €2P 

*Harp, Roy J., 
Service, 910 
(12) 
HARDMAN, A. F A 
Telev’rone Co., 750 
land 15. (4) 

* HARGROVE 
Motion Picture Co., 
New York. (6) 
HARING, WILLARD J 
Industry, 220 S. 1¢ 
3. (7) 


Whi 
Pine $ 


N. Mic 


Dist 
Donov 


*HARLAN, JESSE R., Gardner 


In 131 Main St., ¢ 
HARPER, B. HvuGH, 
Smith Mfe. Co 
Rochester, N. Y. (2 

*HARPER, ROBERT E., 
tion Picture 
Inc.. 923 15th St. N 
_- c ¢€ Az 


*HARPER, V. GEORGE. 


Sales 
HERBERT R.., 


Pfaudler Co., 89 E 


WALTER, 


FRANK H., 


Inc 


Advertising 


Pro. & A 
3348 S. Pul 


Mer 
i Rd 


Adv. M 
Ave., RB 


The 
ast hester 
taker-Ruel ngray- 
t., St. Louis 9) 
Adv. Dept Link 
*~higan Ave., Chicag 


Mer , Sweet’s Catalo 


an Bldg., Detroit 


dv. Mer., Ohio Be 
Huron Rd., Cleve 


Gen 
105 


Mer Prior 
Lexington Ave 


Dist 


Mer V oder 
ith St., } 


Philadelphi 


Pub! 

‘incinnati. (3 

Adv Mer.. F. A 
N. U 


255 Union &t 


itions 


/) zen 
Asst. to Pres., Mo 
Ser ¢ Cc 
W., Washington 5 


East. Mer., 


{ meri- 


can Exnorter, 1047 Commercial Trust 
Bldg., Philadelphia 3. (7) 

Harris, Ernest, Asst. Adv. Mer., Cana- 
dian Liauid Air Co.. Ltd., 1111 Beaver 


Hall Hill, 
Hare's, Gorpon, 8S: 
Peterson Tractor & 


Montreal, 


(17) 
Mer 
P.O 


Que., Can 
ules & Adv 
Equinment Co., 


Box 450, Hayward, Calif. (18) 
Harris, Teromas R., Gen. Mer., Victor 
Electric Products, Inc., 2950 Robertsor 
Ave., Cincinnati (3) 

* HARRISON, RICHARD. (5) 

*HartT. W. B., Adv. Mer., Modern Powe 


d Enoineering, 48 
Toronto, Ont., Can 


HarRT, WILLIAM M.., 


Company, 25 N. Duke St., 


(16) 


1 University Ave 
(14) 

Pres., W. M Hart 

York, Pa 


HARTNETT, J. B., Secy., The Haloid ¢ 
6 Haloid St., Rochester, N Y (24) 
HArRTSHORN, A. N., Asst. Adv. Mar., The 


Told Co., 
ester 3, N. ¥ (24) 
*HASKINS, 
N Michigan Ave., ¢ 
HASTINGS, CLARK L., 


ter Mfz. Co., Inc., 
Rochester 10 (24) 
Hasrines, Lewis A., 
Machine Co., New 
6, Mass (1) 


HatcHu, GrorceE E.. G 
ing, 10 E. 40th St., 
HaTcH, TALBOT (¢ 


A gen Vv, 


apolis. (22 
*HATHEN, STANLEY I 
tions, 1239 Summer 
(7) 
*HAUPTLI, ALBERT, 
McGraw-Hill Publ 
Michigan Ave., 


HavuseER, Scott M, 
Hanson, Ine., 738 
Angeles 21. (19) 


CHARLES L., 


Chicago 
Ady 


1150 University Ave Ro 


Printers’ 
Shicago 2. fe) 
Vice-Pres., 
100 tockwood St 


Pub. Dir., The Hea 


Bond St., Worcester 


E. Hatch Adcverti 
New York ! (6 
Talbot C Hate! 


Francis Drake Hotel, Minne 
a2) 


>». Hathen Produ 
St., Philadelphia 


Assoc. Dist. Met 
Co., Inc., 20 N 
13. (23) 

Mer., D er & 
E. Pico Bh Los 


*Haver, W. E., Sales Mer., The Recordé 
Press, 510 Watchung Ave., P hela 
N. J. (11) 

HAWKINS, Dvuptey S., Acct ax¢ 
Wearstler Advertising, Inc., 20 W. F! 
St. roungstown 3, O. (10) 

* HAWKINS, R. D. (12) 


HAWLEY, E 
Pro., Armstrong Ce 
caster, Pa. (A) 

Haws, R. CALVERT, 


CAMERON, 


Dir. of iV 


rk Compa! Lat 





SEEDS 


... a seatte 
reports of | 
.. «the he 
nourished 
yield fruit. 





lof stimulat 
materials 
eing publ 
Plastics . . 
industry... 


PLASTICS DI 


hese magi 
heads and « 
rms in thi 
er produc 
to stay, Wi 
repercussic 
materials a 
ry has at | 
ties. Pittsh 
announced 
Silicones — 
ombines a 
o achieve | 
class lamin 
other prox 
tough plast 
ties, marris 
Kprings of 
complete Pp 
van and th 
have very | 
in Americ: 
rials chain 
chain — sty 
tions and 1 


HIGH-FREQUI 
HOTTEST THI 
High-fre qu 
the plastic 


»». at the «: 
30% to 4 





Adv. Mer., Westé 


INDUSTRIAL MARKETING, November, !%°) IND 





































In the fi 


— Ano those falling magpees Geer Crome will _ “ps Micloivng 


+ 



















































Link 
ig d s 
ta 0 - ap tae 
vit a 
se 
Be ; 
a... 
eve: SEEDS 
, , , Ps 
Prior ...aseattering of rich thoughts. Sowed as short much thicker sections to be molded of tie 
Ave. Breports of what is new and promising in Plastics _ setting materials. Die costs and mold wea 
, ... the hope being that they may be further correspondingly reduced. To electrical g@e 
at — by fertile minds ... and growing up and communications, to automotive and re 
" Byield fruit a hundred-fold. For the purpose,too, —_ eration, to furniture and fashions, this discovel} 
tions of stimulating further knowledge of techniques, promises better plastics at lower cost. T@ 
materials and designs, these paragraphs are plastics, as such, it means an increased scope of) 
\. Bheing published from time to time by Modern application that will accelerate the industry's Wy 
“t. BPlastics .. . the magazine closest to the Plastic rapid progress. 
Mo. Sendustry ... The Meeting-place of Plastic Minds! 
Cc , 
on 5. B*PLASTICS DIVISION”... MORE ELECTRONICS . . . 4 
hese magic address words now grace the letter- Not only do plastics play a contributing role in i 
Mert , 3s electronic developments as in making available . 
Trust Pheads and advertisements of some of the leading nistainediiedl \di J inculati ij : 
: . - g ’ > zs sul ali- } 
rms in this country. Several of the largest rub- a We ae ng ee f 
‘ang. - . . : ties needed by electronics manufacturers, but 
ana Bher producers are now in the plastics business . fie ; ; : } 
ave : fe electronics contribute in turn to quicker, easier 
>) fo stay, with presumable important postwar ‘ —— ti 
; ade Samael Satan oll uiasthe and cheaper plastics fabrication. ! 
Mer. Prepercussions on the qua ity and price of plastic ' 
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Add to the electronic-heat-molding method, 
described above, the electronic “sewing” ma- 
chine. Developed by RCA, this new device 
welds sheets of thermoplastics together in a con- 
tinuous heat-seal. As a simplified method for 
sealing wraps, making bags, this new machine 


P. 0. fpnaterials and fabricated parts. The glass indus- 
ry has at least three important stakes in plas- 
ies. Pittsburgh Plate Glass’s Columbia Resins, 
nnounced less than a year ago; Dow-Corning’s 
Silicones — the sensational new plastic which 
ombines a synthetic resin with inorganic silica 


po o achieve new plastic properties; and the fibre- ee bares plastics. Its “tailoring ves ; ' 
tlass laminates which utilize the strength and sibility = also see application a fabricating 
Hart Bother properties of glass fibres welded with plastic mneap* vay shower curtains and tility 
Pa Rough plastic resins. Of course, wood and plas- coverings—this, of course, when peace returns. 
cp, pcs, married long ago, now have maturing off- 
{) | PPrings of resin-bonded plywood. Yes, even {S$ FIRST NOTES MAY WELL SWELL 
The complete plyw ood airplanes (the Curtiss ¢ ara INTO A SYMPHONY IN PLASTICS! 
och fvan and the British Mosquito bomber) Plastics a 7” 
have very definitely become an important link Fifteen separately molded plastic pieces brought 
h in American industry as part of the raw mate- together into the all-Plastic Bugle! The fact that 
: rials chain and as part of the finished products * W4® molded of cellulose acetate butyrate aT a 
e® Fi hain — strong links with ever wider ramifica- ™° concern the bugler, yet the following da r 
~” Btions and repercussions. are important to both his and industry’s ini 
_ ests. This bugle needs no pre-reveille wa ig ’ 
estet HIGH-FREQUENCY HEAT up, extremes of heat or cold don’t raise hob — ; 
ae when the mouth piece meets the lips. It is ex- & 
rtis- PHOTTEST THING IN PLASTICS tremely light —weighs but ten ounces—yet for . j 


High-frequency heat is now being used to speed tonal quality we understand its “Call to Colors” 
= the plastic molding process by as much as 80°, classes it right up with Brass. The molding and 
».. at the same time lowering molding pressure assembly processes are unique, paving the way 
duc- FP0% to 40%. This new process also allows for further musical achievements in plastics. 
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tanooga 2, Tenn. (A) Co., 2840 Archer Ave., Chicago 8. (2) *HupDsoN, FRED G., West. Megr., Engineer- 
*HERBERT, FRANK P., Salesman, Central HoHMAN, A. E., Asst. Adv. Mgr., Blaw- ing News-Record and Construction 
Electroty pe Co., 1760 E 22nd St Knox Co . P. O Box 1 198, Pittsburgh Me thods, 020 N. Mi higan Ave Chi- 
Cleveland (4) 30. (8) cago 11. (2) 
HERBINE, S. C., Indus. Sales Dept., Will- Ho.tcoms, Frep B.. Adv. Mer., National Hvupson, Ray, Owner, Raymond Cc. Hud- ( 
son Products, Inc., Reading, Pa. (7) Automatic Tool Co., S 7th "4 N St, son & Assoc., 205 W. Wacker Drive, 
HERINGTON, C E., Sales Dir., Meehanite Richmond, Ind (A) Chicago 6. (2) ; ’ 
Research Institute of America, Inc., *HoLtpen, C. Har, Publ. Rep., Thomas *HUEBNER, GEORGE J., Publisher, Th Toot 
Pershing Bldg., New Rochelle, N. Y. (8) Publ. Co., 20 W. Jackson Blivd., Chi- é Die Journal, 2460 Fairmount dg 
Henot. p. F F.. Adv Sup . The Bryant cago 4 (2) Cleveland 6. 4) 
ctric Company, 1421 State St. HOLDREN, Earu B., Adv. Mer., Pittsburgh Hurr, JAMES G., Asst. Adv. Mgr., 5)uron E 
Bridgeport 2, Conn. (20) Reflector Co., 403 Oliver Blidg., Pitts- Optical Co, Inc, 170 Lyceum ® 
*Hewitr. W. H Vice-Pres, National burgh 22. (8) Geneva, N. Y. (24) : 
Business Publications, Ltd., 137 Well- Hott, Junius S., Adv. Mer. Link-Belt *HucHEs, E. J. West. Mer., Newsweek, } 
ington St., W., Toronto 2, Ont., Can Company, 307 N. Michigan Ave, Chi- 360 N. Michigan Ave., Chicago 1. (*) F 
(14) cago 1. ( 2) *HuGHey, JAMES C., Leo Hart Con any : 
Hext. R. G., Adv. Mer. Littleford HouMGREN, E. T., Adv. Mger., Wood Con- 1776 Clinton Ave., N., Rochester + 
Brothers, Inc., 453 E. Pear! St., Cincin- version Co., First National Bank Blidg., N. Y. (24) 
nati 2. (3) St. Paul 1, Minn. (22) Huun, Ray E., Gen. Mer., Standard 
HeYMAN, Horace W., Pres., Heyman Mfg Hott, Georce R, Acct. Exec., Cramer- Electrical Tool Co., 2488 River Rd 
Co., Michigan Ave., Kenilworth, N. J Krasselt Co., 733 N. Van Buren St., Cincinnati. (3) _ 
(11) Milwaukee 2. (21) HuMgs, Putt, Vice-Pres., The Keelor & 
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OULD 7, * 
OR VOU COND TRY 10 Deny THE py Syp “eur , 
I$ QUITE RISKY AND LtAne “Py Me AVE rp 7 4 Wh 
rs 1? Cosy, Yeyg Mey, O CHANCE, V 


BEST OF ALL, DRAW UP THE CONCRETE, INDISPUT. 


ABLE FACTS. (YOU CAN'T POSSIBLY MISS) AND 


Choose the leader... 


facts and figures—detailed and interesting—are 
ivailable to support all NATION’S BUSINESS claims. 
Write or phone Orson Angell, Director of Adver- 
tising 420 Lexington Ave., New York 17, N.Y. 
MOhawk 4-3450). 





§ INDUSTRIAL MARKETING, November, 1943 













00 
YOU'RE 4 susiness MAN * ‘ 

| 
LEADING magazine IN THE BY 










Wie. 
R “MOE” MEryop (wor ADVISED’ 
"sy 























s *JENNINGS. A. E., Mgr., Roads € Bridges Kane Co., 616 W. Hill Ave. Kr ille } 
NIAA Membership Roster and Water & Sewage, 341 Church SBt., Tenn. (A) 
roronto 2, Ont., Can (14) KANE. GEorRGE L., Acct. Exec., ward 
Stites Co.. Carew Tower, Cincinnati 2 JENNINGS, A. J., Vice-Pres. Chg. Sales, H. Monk & Assoc., Brown Biug., Kock. 
‘ Cleveland Worm & Gear Co., 3249 E. ford, I.l. (21) 
HUMPHREY Ear. E Exec Vice-Pres., 80th St., Cleveland (4) Katz, H. N., Secy.-Treas., Cay Mfg 
Baker & Baker & Assot Ime 930 JENNINGS, CHESTER S., Sales Pro. Mar., & Supply Co, 153 W. Fulton iy 
Union Commerce Blidg., Cleveland. (4) Lamson Corp, Lamson 8St., Syracuse 1, lumbus 16, O. (25) 
HUMPHREY H lL. Joseru, Ady Mer N. ¥ (24) Katz, JOSEPH, Pres., Joseph Kat R 
Ex-Cell-O Corp 1200 Oakman Bivd *JENNINGS, W. P., Salesman, Central Ohio South St., Baltimore 2, Md. (2 
Detroit ¢ 12) Paper Co., 1365 E. 12th St., Cleveland KAUFMAN. HERBERT, Adv. Mer ner 
Hunt, I. A., Mer. S. P. & Adv., Federal l (4) Printing Ink Corp., 100 Sixth Ay New 
Products Corp 1144 Eddy St., Provi- *®JEWELL. JAMES M. (15) York 13. (6) 
dence 1, R. I (1) *JoHN, Epwarp H., Salesman, Cleveland *KAULL, KENNETH S&., East. Mer Put- 
HUN’ Jay J Army-Navy Electronic Engraving Co., 310 Lakeside Ave., man Publ. Co., 60 E. 42nd 5 New 
Production Agency, 165 Broadway, New Cleveland 13 (4) York 17. (6) 
York. (6) JOHNSON, ASHMORE C., Vice-Pres., Down- Kay, DELBERT, Adv. Mgr., Nordbers Mfg 
HuNtTsiInecger, H. L., Square D Co., Indus, ington Iron Works Inc., Wallace Ave., Co., 3073 8. Chase Ave., Milwa 7 
Controller Div i041 N. Richards St Downington, Pa. (7) (9) 
Milwaukee. (5) JOHNSON, Desert, Copywriter, Sheldon, KEARNEY, JAMES R., Jr., Pres., James R 
*tivurp, ArruurR, Dir of Research, News Morse, Hut ins & Easton, Inc, 420 Kearney Corp., 4224 Clayton A , St 
week, 152 W i2nd St... New York 18 Lexington Ave., New York 17. (6) Louis. (9) 
{9) JoHNSON, E.Liort G., Adv. Mer, Home- *KEARNEY, M. S., Dist. Mer., Metals and 
HuRLBUR?T Epwarp, Adv Mer., Ritter stead Valve Mfg. Co., P. O. Box 348, Al.oys, 1133 Leader Bldg., Cleveland 14 
Comp., Inc., Ritter Park, Rochester 3, Coraopolis, Pa. (8) (4) 
N. (<4) JoHNSON, Grover J., Owner, Grover J. *Keever, H. L., West. Mer., Phillip An- 
*Hursmw, Han, Cleve Dist. Mer News- Johnson Adv. Agency, $th Floor, Fidel- drews Publ. Co., 816 W. 5th St., Los 
week, S14 Union Commerce Bldg, itv Bldge., Cleveland 14 (4) Angeles 13. (19) 
Cleveland 14. (4) Jounson, H M., Adv. Mer., National KEENE, Harry A., Asst. Sales Mer 
*Hursr, D'Orsey, Cleve Mer., Time, Lock Co., 1902 Seventh St., Rockford, Grinnell Company, Inc., 260 W. Ex 
Hanna Bidg., Cleveland 15. (4) lik, (21) change St., Providence 1, R. I. (1) 
*Hurst, Ratenw E., Hurst Photo-Engravy *JOHNSON, JacK F., Industrial Marketing, KE!GHTLEY, B. W., Adv. Mer., Canadiar 
Co., 149 Andrews St., Rochester, N. Y 100 E. Ohio St., Chicago 11. (2) Industries, Ltd., 1135 Beaver Hall Hill 
(24) *JoHNSON, P. O. E., West. Mer., Southern Montreal, Que., Can. (1% a 
HUTCHINS, FRANK \ Vice-Pres., Power & Industry, 168 N. Michigan Ave., *KEITH, GoRDON C., Consolidated Press 
Hutchins Advertising Co., Inc., 42 East Chicago 1. (2) Ltd., 72 Richmond St., Toronto 2, Ont 
Ave., Rochester 4, N. Y. (24) Can. (14) 
‘ * JOHNSON ; EE, Pres., Johns 3 - - . , 
HUTCHINS iM Irvine, Vice-Pres., 0s S Meine sy “x a. eee KELLENBERGER, K. E., Adv. Mgr.. Union 
Hutchins Advertising Co., Inc., 42 East Bee haeceie dee eve gig Be Switch & Signal Company. 17589-1807 
Ave.. Rochester 4.N Y (24) JOHNSON, W gitm S., fen. Adv. Mgr., Braddock Ave., Pittsburgh 18. (8) 
> ? ‘ ) , - > y Six Ss 8s ~ . 
HUTHSTEINE! . E Sales Mer., Cum- abe se Pe ty] 412 W. Sixth St., Los KELLER, Bruce, Aluminum Indu tries 
mins Engine Co., Columbus, Ind. (15) r —- w ; Medi Di F Inc., 2438 Beekman &t., Cincinnati. (3) § 
o S¢ » ¢ ) f >» rer - - 7 
HuTTon, WARREN W., Inland Steel Co.. . Adv. yes A 1706 Oliv “> 7 KELLER, A. ELroy, Adv. Mer., Carpenter 
‘$ S. Dearborn St., Chicago 3. (2) Louis 3. (9) ’ , ——— = Steel Co., Reading, Pa. (7) 
° DE OHD ? dy er i . CELLE Ss. >a *. Mger., The Parkers- 
a + . ; + —~ "< J 0 r nN i Mer N i tation *JOHNSTON, ALBERT S., Prop., Johnston ——_ - . Rw ie zon SS ; W 
a eee, ow Tere Letter Co., 473 Broad St., Newark, N. J. et \ i =o, naa 
(11) (11) Va. (A) 
, ‘ , ' KELLEY, D. W., Div. Adv. Mer., Cana- 
*Jo 3TO " me ; : , , - : = 
I a, rr mn heen r, oe S dian Industries, Ltd., New Birks Bidg 
burgh 8) — esterm <AVEC., ol Montreal, Que., Can. (17) 
MES ay tr ‘entury gee . , CELLEY, ROLAND P., Adv. Mer., The Tim- 
oy tric Co. 1808 _ z a s i is 3 *JOHNSLO., FRED G., Publisher, Construc- —_ ,7- ae Co Calas 6, O 
Tt) eee 1 ., OS. LOU tion Digest, 215 E. New York St., In- (4) : P mer) 
, - dianapo.is. (15) “ j D. I M I £ Steel 
° , ; ) litor ) tric ‘ ° ; . P . .ELLY, JAMES . Bus. Mer., om & Steel 
en ~ tan : ¥. . is oy I quip JOHNSTON, Ropert H., Megr., Indus. Sup- g tae 1010 Empire . Bide. Pitts- 
- 1e) » ! in Ave., Wwew ork plement, An.erican Exporver, 386 Fourth burgh (8) 7 ia ( 
™ Ave New York 16. (6) — j FE. A Ad M Lin 
NE, R Hi I h nas Publ. Co., 20 W. JOHNSTON, Wma. C., Adv. Prod. Megr., KELLY, = ‘a sat. / a hi oT \ . 
Jackson Blivd., “hicago 4 (2?) . : . - - Belt Company 307 N. Michigan Ave 
2 Bailey Meter Co., 1050 Ivanhoe Kd., Chicane 1 (2) < 
Isaacs, Irvine R., Pub. Megr., Pennsy!- C.eveland 15. (4) , os : 
vania Transformer Co., 808 Ridge Ave., #xJoLy, Davip C. (18) KEN~EDY, Epvwunp D., Adv. Mar., Copper- 
N. S., Pittsburgh (8) ; tah hae ' Me weld Steel Company, Glassport, Pa. (5 
JONES, F »., Meek & Thomas, Inc., 72 KENNEDY . > CTR > sat 
. . ; ' ENNEDY. Mrs. Francis P., Asst. t ee 
J Rs ick s yey (4) Pres., The Gathmann Engineering Co Never 
*Jongs, F t.. Jones & Hawley, 228 N Hilltop & Frederick Rds., Catonsville , ; 
J H La Salle St., Chicago 1 (2) Baltimore 28. (23) _ - 
I RR ; I ‘oO 1 . . . . . . — 
gy i B le Ch ein ati i oe Jones, Frep G., Adv. Mgr., The Cream- *KENNEDY, HucuH L., Financial Post, impor 
ri ie nc nati 2. (3) ery Packave Mfg. Co., 1243 W. Wash- Dominion Square Bldg., Montreal, Qué daily r 
TA‘ DD ! Gen. Sales Mgr The Dur ington Bl\d., Chicago 7. (2) Can. (17) Ng 
m Co , : te ‘ > - 
O (A) N. Findlay St., Dayton 1, Jones, RALPH C., Owner, Humbert & *KENNEDY, W. E., Gen. Megr., American printes 
. . Jones, 228 E. 45th St., New York 17. Mach nist and Product Engineering, 5 daily . 
Jack, Roper A.. Keeney Publ. Co., 2128 (6) W. 42nd St., New York 18. (6) ) 
14). noor Rd., Cleveland Heights 18, O JoNES, RALPH M., Adv. Mer, Railway & *KENWORTHY. ARTHUR T., Pres., Ke! 
a ae Industral Engineering Co., Theobold wort’ y Printing Co., 45 N. Division > 
Jat ! r. W Director of Adv., Hugh Ave., Greensburg, Pa. (8) tuffalo 3. (26) 
‘ MacLean Publications, Ltd., 347 Ade- - : a Preenus ‘ H . K La Plant-Choate If 9 
laide St., W.. Toronto, Ont.. Can. (14) *JoNES, RicHarRD N., West. Adv. Mer., The KFNYON, OWARD K., Latiant-— * you 
*J  Dasat ‘1 ‘ irchiteciural Forum, 820 Hanna Bldg., Mfe. Co. Inc., 2920 ist Ave, N , duci 
A‘ SON or ,ALD W ( ) C eveland 15. (4) Cedar Rapids, Iowa. (A) Ins 
gSrecd, Aaenmnrcn D Fg Mgr *JurGE, JacK M. (8) KER, SEVERN P., JR. A‘ “a ye —_ produ 
2 ‘ oO ov “xchange St., “ - . ‘ 7 mas, ‘ i2 ix ve 
Providence 1, R. I. (1) Jump, JAMES E., Dist. Engincer, Crocker- , 9 o> (10) . MAR] 
JACKSON. H ire , ; Wheeler E.e Mfe. Co, Ampere, N. J p = . 
Seennent ERM te ., Ady — Mue shee (11) *KerRKow, HERBERT, Documentary Film on the 
on i’ , ol (Cerro Gordo St be. ; " ar etions . 80 Le rton Aveé 
atur. Tl. (A) 2 JUNKIN, M. P.. Sales & Adv. Mer., Na- ee “aa : — If yi 
*Ta ars | . . . tional Metal Ejge Box Co., 340 No bo . =“ -. 
: hey , HIN 2 - .. Dist wler 12 St.. Philadelphia 7. (7) Krrnx, Russett B., Adv. Dept., Link-Belt them ] 
renite rai record, nna Bidg., ; : , Cc 207 I. Michie: Ave., Chicago 1 
Cleveland 1 (4 , JURASCHEK, FRANCIS, Mgr. Com’'l. Re- (oy cs fichigan Ave tant b 
° ' ; . ‘ search, Carnegie-I linois }teel Corp., 464 he: - a - 
eroth :. yon ‘ _, Ady Mer., Stee Fifth Ave., Pittsburgh 19. (8) KERNAHAN, W., C.. Adv Dept., Gulf 0 If y 
ird St.. Cleveland 12° (4) Corp., Gulf Bldg., Pittsburgh 19%. (5) AMFI 
JAPHA, FRANK G.. Ellis Plan Counsel, K KERNS, FRANK C., Lubricating Rep., The 
77°70 ¢ int ( ib Court, St. Louis, Mo Texas Co., 135 E. 42nd St., New York future 
{ ‘> . 
(6) a4 
JAQUA, CHEST! \ Pres., The Jaqua *KAIsER, A. J., Creve Mer.. Mill € Fac- *Kerr, Roy L., E’?itor & Mer., Dixie Con of self 
101-111 Garden St. S.E, Grand tory, Leader Bidg., Cleveland 14. (4) tractor. 208 Red Rock Bldg., Atlanta 3 
Rapids Mic} (A) *KA'SER, J. M Adv. & Sales Mer., Art- Ga. (A) 
JARVIS, A BERT, Acct. Exe James Fisher Crafts | Engra ing Company, (04 Syca- *KERSHAW. JOHN A.. Eastern Mer., Té 
Co Ltd 04 Ric mond st. W more St., Cincinnati. (3) e nical Publ. Co., 860 Graybar Bldg., NeW 
Toronto, O Car (14) KaLerus, C. W., Adv. Mer., Elliott Co., York 17. (6) 
Jerrries. JOHN L. Exe Vice-Pres Jeannette, Pa. (8) KEYLER. Fay. Vice-Pres., O. S. Tyson a! 
Swindell Bros., I Bavard & Russell KALETZK1, CHARLES H, 918 University Company, Inc., 230 Park Ave., New 
St Baltimore, Md (23) Bldg., Syracuse, N. Y. (24) York. (11) 
It NKINS, Don E Adv Mer Lighting KALMBACH, H. F Cashier Cleveland *Krerer, Davip C., Cent. West. Rep tees 
123 W est ouse Elec. & Mfg. Co Trectcr Co., 19300 Euclid Ave., Cleve- 1213 W. Third St., Cleveland 13 | 
1716 W ‘8th Ss . ' (4) lan 7 > . » -_ . 118 
wen St, Snoweee, 5° land 17. (4) f Kicut, W H., Kight Advertising ‘ 1 
4 NKINS, oe ERT M Vice-Pres Smith KAMMANN, FREDERIC, Vice-Pres., Fuller N. Third St., Columbus 15, O. (2 
Pittabr h = wr . , 223 Fourth Ave., Bene pie wy Inc., 1501 Euclid Ave., *KiInG, ARTHUR F., Pres., King P 
gt - everen me <8) tions, 503 Market St. San rrancis 
®JENKINS, WILLIAM. (7 KANE, CHARLES S., Owner, Charles §. 5. (18) re 
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HAPPENS EVERY pay 


PUT AMERICAN METAL MARKET TO 
WORK FOR YOU IN ‘44. QUICK FACTS 
ABOUT AMERICAN METAL MARKET 
















Never in history was daily news more eagerly sought. Never in history 
was newspaper reading keener. Never before was business news more 
important to business men. Never before was there a greater call for 
daily news affecting our great metal industries—news gathered, edited, 
printed expressly for metal industry executives and delivered to them 
daily with recognized authority only by 


AMERICAN METAL MARKET 


If you want the prime movers of the metal consuming, working, pro- 
ducing, buying and selling fields to know something about your 
product QUICKLY tell them in the pages of AMERICAN METAL 
MARKET — the place where they look daily for help in carrying 
on their business. 

If you want them to remember what you tell them, keep on telling 
them in AMERICAN METAL MARKET-their source of the impor- 
tant business NEWS they must remember. 

If you want.them to act on your advertising, keep it running in 
AMERICAN METAL MARKET, the source of your present and 
future customers’ information on which action has become a matter 
of self-preservation. 


~ AMERICAN 


20 CLIFF STREET 





3 | 








Established 1882. Daily since 1899. 
Subscription: $15.00 per year. 


Over 15,000 daily readers; practically all 
are senior officials, Chairmen, Presidents, 
Vice Presidents, Treasurers, Secretaries, 
Directors of Purchases, Purchasing Agents 
and General Sales Managers. 


Advertisers are chiefly producers of raw 
materials, finished or semi-finished prod- 
ucts, equipment or services for the iron, 
steel and non-ferrous metal consuming, 
processing or producing industries. 


Reader Analysis: 
Paid circulation now exceeds 6,000. 


Average readers per subscription 2.49* 
Daily readers 15,000. 


*Based on information from 4,383 subscribers. 


METAL MARKET— 


NEW YORK, N. Y. 
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NIAA Membership Roster 


Kino, H. Freip, Vice-Pres., Wm. B. Rem- 

ington, Inc., 196 Worthington St., 
Springfield 3, Mass. (20) 

*Kino, Moses, Dist. Mer., Sweet’s Catalog 
Service, 321 Hanna Bidg., Cleveland 
15. (4) 

Kino, Ricwarp E., Adv. Mer., Crystal 
Tissue Co.. Middletown, O. (3) 

Kine, S Bowes, Asst. Sec 
writers’ Laboratories, Inc., 2( 
St., Chicago 11 (2) 

*KINNEAR, A. J., Salesman, Central Ohio 
Paper Co., 600 Second Ave., Pittsburgh. 
(8) 

KIRCHNER, C. NorMAN, Sales Pro. Mgr., 
Independent Pneumatic Tool Co, 600 
W. Jackson Blvd., Chicago 6. (2) 

*KIRKPATRICK, F. O., West. Mer., Motor 
Age, 360 N. Michigan Ave., Chicago 1 
(2) 

KISTEN MACHER, CHARLES F., Adv. Dept, 
James R. Kearney Corp., 4236 Clayton 
Ave., St. Louis. (9) 

KJeELLstTromM. J. M., Adv. Mer., Sund- 
strand Machine Tool Co., 2531 lith St, 
Rockford, Ill. (21) 

*KLEINMAN, M. J., Cleveland Engraving 
Co., 310 Lakeside Ave., N W., Cleve- 
land (4) 

KLENK, Frep A., Dist. Mgr, American 
Tag Co., 1175 Gilbert Ave., Cincinnati 
(3) 

*KuINeg, Homer B., Vice-Pres., The Eddy 
Press Corp., 7525 Kensington St., Pitts- 
burgh. (8) 

*KLINGEMAN, A. L., Penton Publ. Co., 1213 
W. Third St., Cleveland 13. (4) 

KLINGENSMICH, HeNrY M., Owner, H. M 
Klingensmith Co.. First National Bank 
Bide., Canton 2, 0. (4) 

KLINTWORTH, H. Fred. Sales Mer., Amer- 
ican Pulley Co., East Main St., Chester, 
mM. od (33) 

KLITTEN, MARTIN R, Acct. Exec., Shaw 
Company, 816 W Fift St., Los An- 
geles 13 (19) 

KLoTH. HaRonp \ Adv. Mer.. Diehl Mfg 
Co., Finderne Plant, Somerville, N. J 
(11) 

KNABB. JACK, Owner, Jack Knabb Ad- 


y., Under- 
17 E. Ohio 


vertising Co., Hiram Sibley Bidg., Rox 
ester 7, N Y (24) 

KNAPP, ARCHIE H., Acct. Exec., Fuller 
& Smith & Ross. Inc., 1501 Euclid Ave., 


Cleveland 15 (4) 
*KNAPP, Bruce, West. Adv. Mer., Chemi- 
cal Industries, 309 W. Jackson Blvd.. 


Chicago 6 (2) 


*Knipe, JAMES F., Pres., Martin Printing 
Co., 640 Caxton Blidge. Cleveland 15 
(4) 

*KNISELY, STANLEY A., Exec Vice-Pres., 


Associated Business Papers, Inc., 205 
E 42nd St., New York 17. (6) 
KNOWLEs, D. D., Adv. Mer Diamond 
Iron Works, In 1728 Second St., Min- 
neapolis 11 ( >) 

*Koppk, Puiu, Vice-Pres., United States 
News 0 Rockefeller Plaza, New York 
20 (6) 

*Kocn, Freperick C., Vice-Pres, Sim- 
mons-Boardman Publ. Corp., 30 Church 
St.. New York 7 (6) 

*Kocn. JoHN H., Dist. Mgr., American 
Wachinist and Product Engineering. 
1510 Hanna Bide., Cleveland 15. (8) 
Kocn, R. J.. S W. Mer., Morse Chain 
Co., 1418 Polk Ave., Houston, Tex. (27) 
Kocu, Ropert L Adv. Mer., The Vapor 
Recovery Systems Co., 2820 N. Alameda 
St., Compton, Calif. (19) 


KOEHLER, ARTHUR Asst Sales Mer., 
Frank Adam Electric Co., 3650 Windsor 
Pl., St. Louis 13. (9) 

Koe.uiscn, J. F., Adv. & S. P. Mer., L 
Sonneborn Sons Inc., 88 Lexington 


Ave, New York 16. (6) 

KOHN, A. J., Mer., Schauer Machine Co., 
2060 Reading Road, Cincinnati 2. (3) 

*# KomsTuHorr, R. S. (6) 

*KOPFMANN, Rupo.r R., Associated Busi- 
ness Papers, Inc., 205 E. 42nd St., New 
York 17. (6) 

KortTKAMP, W. R., Sales Pro. Mer., Dill 
& Collins Co., Ine Public Ledger Blidg., 
Philadelphia. (7) 

*KOSKINEN, Y. A Adv. Mer., National 
Petroleum News 1213 W. Third St., 
Cleveland 13. (4) 

KoOvARIK, F., Gen. Maer., Gits Bros. Mfg 
Co., 1846 S. Kilbourn Ave., Chicago 23 
(2) 

*KRAUSE, ELMER R., Art Engraving & 
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Colortype Co., 1104 Prospect Ave., LAWson, Epwarp S., Adv. Mer., The 






Cleveland. (4) Foxboro Company, Neponset A\e., Fox. 
Kreig, RUSSELL D, Adv. Mer., Magnus boro, Mass. (1) 

Chemical Co., Inc., South Ave., Gar- *%LEASON, EDWIN E. (1) 

wood, N. J. (11) LEAVENWORTH, RALPH, Vice-Pres., Fy. 
KREMER, LEO P., Sales Mer., Robert ler & Smith & Koss, Inc, 15 Euclid 

Rawsthorne Co., Eighth St. & Penn Ave., Ave, Cleveland 15. (4) 

Pittsburgh. (8) *LEDERLE, FRANK A., West. Me Haire 
KREMER, MERRILL, Pres., Merrill Kremer, Publ. Co., 1411 Merchanui Mart, 

Inc., 1711 Exchange Bidg., Men:phis 3, Chicago 10. (2) 

Tenn. (A) Leowita, A. B., IJr., Union Switch ¢@ 
*Kress, Jutivus C., Pres, McGraw-Phil- Signal Company, 1789-1807 Braddock 
lips, Inc., 18 W. 39th St., New York. (6) Ave., Pittsburgh 18. (8) 
*KREUTZBERG, Emit W., The Penton Publ. LEECH, WILLOUGHBY S., Vice-Pres., G 
Co., 110 E 42nd St., New York. (20) M. Basford Co., 422 Lead Bldg 
*Krinecs, JoHN M., Adv. Mer., Gardner Cleveland 14. (4) 

Pub.ications, Inc., 431 Main St., Cin- *LEHLEITNER, G. J., Vice-Pres.. Commer. 
cinnati 2. (3) cial Letter, Inc., 1209 Washington Ave 
KROHNE, JAMES N., Dir. of Adv. & Pub. St. Louis. (9) 

Rel., Cardox Corp., 307 N. Michigan LEHMAN, A. W., Adv. Maer., Euclid Roag 
Ave., Chicago 1, (2) Machinery Co., 1361 Char Rd 
KROMNACKER, E. E., St. Louis’ Megr., Cleveland 17. (4) 

Arthur R. Mogge, Inc., 1626 Arcade LEHMANN, ALAN D., Acct. Rep., Batten 

Bidg., St. Louis 1 (9) Barton, Durstine & Osborn, In 1515 
*®KRONENBERG, JOHN L. (6) Terminal Tower Bidg., Cleve.and 1) 
Kruse, Eart H., Acct. Exec., Howard (4) . 

Monk & Assoc., 500 Brown Bldg., Rock- Leipy, Arcus, Adv & Sales Pro. Mer 
ford, Il. (21) Globe sean a: ee E. Mermaid Lane 
Peemeees —_ ~ U2 ' Philadelphia. (7% 

Kvuesrer, James G., Owner, J. G. Kuester 

and Associates, 11 W. Market St., York, LENHARD, A. E., Adv. & S. P. Mer., The 

Pa. (7) American Foundry Equipment (¢ 4( 
*KunNs, WiLttiaAM R, Editor, Banking, S. Byrkit St., Mishawaka, Ind. (A) 
22 E. 40th St.. New York 16. (6) *LENNOX, CHARLES G., Electrotype & En- 
KUNKEL, JOHN H., Dir. of Pub. Rel. & graving Co., 170 N. Water St. Roch- 
Adv., The Fluor Corp., Ltd., 2500 So. ester, N. Y. (24) 

Atlantic Blvd., Los Angeles 22. (19) LENz. Earu C., S. M. & Adv. Mer., Pais. 
Kysor, JAmMes D.. Dir. of Media, Gris- ley Products Co., 1770 Canalport Ave 
wold-Eshleran Co, Inc., 2507 Terminal Chicago. (2) 


Tower, Cieveland 13. (4) *LEoNARD, H E., Asst. Gen. Mer., The 


Iron Age, 100 E. 42nd st., New York 


L 17. (11) 


LEOPOLD, Don, Asst. Secy., Edward G 


LACKENS, Frepertc I, Adv. Mer., The Budd Mfze. Co., 2450 Hunting Park 
Hays Corp., Michigan City, Ind, (2) Ave., Philadelphia. (7) 
La CROIX, FREDERIC W. Sr. Indus. Spec *LFrMeR, CaRL E., Sa'es Pro. Mgr, The 
Steel Div., War Proluction Board, 2719 Union Pa'er & Twine Co, 116 St. Clair 
N. Farwell Ave.. Mi'waukee 11. (A) Ave.. N.W.. Cleveland. (4) 
*Larrerty, C. S., Sales Mer., Beacon Pa- *LesHER, IrvInG, Jr., Rep., Tool Engineer 
per Co., 1000 Clark Ave., St. Louis 2. 100 N. La Salle St.. Chicago 2. (21) a 
(9) : Sree ; z _ Lewk @ You 
' Lewis. Appison, Owner, Addison Lewis 
*Larrey, A. W. B. Asst. Publisher, Put- & Associates, 1414 Foshay Tower, Min- - 
man Publ. Co., 737 N. Michigan Ave, neapolis 2. (22) with sé 
Chicago 11. (2) : Lewis, ArtHurR F., Adv. Mer., Simplex#,. . 
*LaILe, Ferp A.. Exec. Secy., Newark Wire & Cah'e Co., 79 Sidney St., Cam- diciou 
Printing Co., 23 Orange St., Newark 2, bridge 39, Mass. (1) 
we o CBE) *Lewis. Howarp, Rep., The Alling & Cory when t 
LAtnGc, Epwarp, Eastern Appl. Data Mer., Co.. Pittsburgh Rd., Polani, O. (10) 


Westinghouse Elec. & Mfg. Co., 40 Wall 


win PIRCE totri Mer., The Iron st- 
St. New York 5. (6) *Lewts, Perrce. District Mer ? po t-wi 


Age. 7310 Woodward Ave., Detroit 2 





* LANCE, D. C (6) (12) y ning, h 
LANDSHE®T, Wma. A., Pres., Landsheft Liepy. H. K., Adv. Mer., E'ectric Con- 
Advertising Agency, Liberty Bank tro'ler & Mfg. Co, 2700 E. 79th St cussed 
Bidg., Buffalo. (26) Cleveland 4. (4) 

LANEY, Horace A., Pres. & Gen. Mer., Licerrt, Carr, Pres., Carr Liggett, Ad they’ve 
Horace A Laney Adv Agency, 374 vertising Agency, 512 NBC Bldg., ¢ leve- 7 
Delaware Ave., Buffalo (26) land 14. (4) N 

LANG G Mriiarp, Adv. Dept. National LinpBerc, W. H., Adv. Mer., Earle M tNO ¢ 
Vuleanized Fibre Co., Marviand Ave. & Jorgensen Steel Co., 10510 S. Alameda r 
Beech St., Wilmington, Del. (A) St.. Los Angeles. (19) with pl 

*# LANGDON, PALMER H. ( 6) LINDEN, Cart, Gen. Mer., Fosdick Ma- 

*LANGER RvuDOLPH A., Secy. & Nat'l. Adv. chine Tool Co, 1638 Blue Rock Avé lope tc 
Mer., American Me'al Market, 18 Cliff Cine'nnati. (3) p , 
St.. New York 7. (6) *#LIvpHOLM, A, W.. JR. (1) ossih 

*LANGLEY, KENNETH J., East. Mer. The LINDHOLM, C.LtrrorD F., Pres., Fa'strom : 

Oil and Gas Journel, 415 Lexington Company. Falstrom Court, Passaic, N read 
Ave, New York 17. (6) 7. £08 . 
*L¢PHAM, CLAUDE R Printing Plate Lrvoury. T. J.. Adv. Dept Internationa custom 

Craftsmen, 725 S. Bierman §&t., York, Nickel Co.. Inc., 67 Wall St., New 
Pa, (16) York 5 (11) 

LARSEN. CARL H., Adv. Dent., Warner & *Linpeu'st, ALTERT E., Vice-Pres Rob- 

Swasev Co., 5701 Carnegie Ave., Cleve- bine Publ Co., Inc., 9 E. 38th St., New 
land. (4) York 16. (6) 

LARSON, A. F., Vice-Pres., Associated Linpsery. W. D,, Vice-Pres.. Osw 14 Ad- 
Advertising Agency, 1151 S. Broadway. vertising Agency. Inc., 1600 Arch 5 
Los Angeles. (19) Philadelphia 3. (7) 

*Larson, C. A., Owner, C. A. Larson Pub- i . a ‘ » Time & 

Ne x : OF y* “ate : sata LINDSLEY. FANSHAWE, Fortune, /imeé 
a ry = —_—, Life Bldg., Rockefeller Center New 

orn . ) _ 
York 20 

*LASK, Freperick, Adv. Mer.. Amer. So- > 
¥ , , . , IGNOR IR . C2 
ciety of Mechanical Engineers, 29 W. *&LIncNor, Larry H ) ie poe 
39th St., New York. (6) LINNE, PHILIP, Prom. Shenat Bide 

*LaskKy. Jacop S, Partner, Lasky Co., Loruzas * 7 a Corp., Nicho 
220 Elizabeth Ave., Newark 8, N. J. oledo - ’ 

(11) #&L'NTON, Morris. (8) ; 

*LaTHRoP, Jack, Advertising Manager, *Lrppotp, CHaRLEs R.. Dist. Met oa 
The Foundry, 1213 W. Third St., Cleve- trical World, 1510 Hanna Bidg., i 
land 13. (4) land 15. (8) pu 

*LAWALL, FREDERICK C., Sales Mer., Ty- *LittLe. T. B., Eastern Mer., Stee! 1 
pographic Service, Inc., 914 Walnut St., lications, Inc, 509 Fifth Ave : 
Philadelphia 7. (7) York 17 (6) _ 
LAWLEss, T. J., Sales Megr., Champion LLFWELLYN, Ross, Ross Llewelly! ne 
Rivet Co, E. 10th St. & Harvard Ave., 209 S. LaSalle St., Chicago 4. 

Cleveland (4) LLOYD, ROBERT .. The Inter? = 

*LAWRENCE, R. G., Fortune, Girard Trust Nickel Co., Inc., 67 Wall St., New Yo 
Bldg., Philadelphia. (7) (6) , 

*% LAWSON, CLIFFORD. (10) Loperc, Harry J., Asst. Prof., Corne 
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@ You know what’s in the wind, 
with so many firms taking a ju- 
dicious look ahead to the day 
when theyll again go to bat for 
post-war business. In their plan- 
ning, hundreds have their eyes fo- 
cussed over the fence, on markets 
they've never tried to reach before. 
No doubt you’ve heard of some 
with plans for new products they 
hope to drive into your backyard. 
Possibly, you too are making 
ready to seek out a new group of 


customers, in a field which others 


Some Current Headlines 
from Basford Advertising 





ne! 


5 


t 





Will Over the Fence be “OUT” 


...0r a llomer? 





have always had for themselves. 
In either case, you can picture the 
scrap that’s going to follow... the 
brave hopes . . . the stout defenses 
... the hits... the runs... the 
errors. 

At Basford, 26 of our clients 
are now almost 100% on war 
work ... 14 of them “E” winners. 
That means we are sure to be in 
the thick of it, after V-Day, 
whether it’s cracking a new mar- 
ket, or holding firm against new 


competition in an old one. 


Already, we’re helping in one 


vitally important respect. Because 
our experience on industrial ac- 
counts covers so broad a range — 
from milliammeters to motor 
buses—from lighting to lubricants 
— from paper bags to propy] alco- 
hol — we can act expeditiously as 
a coach in sizing up product and 
market possibilities at home or 
abroad. 

We'd like to talk with you about 
making this background experi- 
ence available to you. 


@p G. M. BASFORD COMPANY 


Advertising and Marketing 


NEW YORK OFFICE: 60 EAST 42nd STREET e 


WILL SINGLE LINE SELLING STILL STYMIE YOUR SALESMEN? 


STAND BACK FOR A CLOSE-UP READING 
1,181% INCREASE...IN TAPS PER GRIND 
WHEN WPB SAYS “STRETCH IT" 


FELT ARMORS PLANES AGAINST NOISE, HEAT AND COLD 
A SIMPLE ANSWER TO THE COMPLEX CORROSION PROBLEM 
MONTANA DE AZUCAR EN SACOS DE PAPEL ST. REGIS 

HER CAPTAiN SAYS SHE HAS PLENTY OF OOMPH 
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CLEVELAND OFFICE: LEADER BUILDING 


{merican Type Founders 
Weston Instruments 

Tide Water Associated Oil 
General Electric 
American Felt 

Lead Industries 

St. Regis Paper 


Combustion Engineering 
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: Maczko, JOHN E., Eclipse-Pioneer Liv., ment Company, 844-50 Fols: St.. & 
NIAA Membership Roster Bendix Aviation Corp., Teterboro, N. J. Francisco 7. (18) _ 







































































































(11) *&May, JoHN S. (4) 

University, Dept. of Admin. Eng., Ithaca, MAESCHER, A., Prod Mer., Ridgway Co., MAYBORN, Wma. A., Warner Swas: 
N. ¥. (A) Inc., 1901 Locust St., St. Louis 3. (9, Co., 5701 Carnegie Ave., Cleveland 
Lock Woo! WALLACE W., Adv., Mar., *MaGcee, Epw. C., Salesman, Frank D. (4) 

laylor Instrument Companies, 95 Jacobs Co, 9th & Sansom Sts., Phila- MAYER, EDWIN C., Vice-Pr¢ Rickarj 
Ames St hiochester 1, N Be (24) delphia (i) & Co.. Inc., 330 W. 42nd St. W York 
LOEFFLER, | E., Gen. Pub. Dept., Union MAGERS, KENNETH C., Pub. Mer., The 18. (6) 

Carbide & Carbon Corp., 30 EE 42nd Cincinnati Gas «& Electric Co., 4th & Mayon, H., Sales Pro. Mer merica; 
St.. New York 17. (6) Main Sts., Cincinnati. (3) Screw Co.. 21 Stevens St. viden 
LOGAN, W. Hume, Jr.. Adv. Mer., Logan MAHONEY, A. D., Jeffrey Mfg. Co., E i. we oe CED 

Co 1115 Franklin St Louisville, Ky First St., Columbus, O (25) Mays. RoperickK A., Partner Mays ¢ 
(A) MALLERY, C. H., Adv. Mgr., Shuron Opti- Bennett Adv. Agency, 412 W xth S 
LONERGAN, GeorGe P., Sales Pro Mer., cal Co., Inc., Geneva, N. Y. (24) Los Angeles 14. (19) 

The Bristol Company, Waterbury 91, MALONE, LAWRENCE G., Acct. Exec., McApDaM, WILL, Acct. Exec., Carpente 
Conn, (20) G. M. Basford Co., 60 E. 42nd St., New Adv. Co., Citizens Bldg., Cleveland }; 
Loomis, A. W Div. Adv Mer., Inger York. (6) (4) 

soll-Rand Co., Phillipsburg, N. J. (11) MALvey, Epwarp J., Chase Brass & Cop- McBee, Avery, Dir. Pub. Rel., Glenn | 
Lares, J Ss 10 Melrose Ave., East per Co., Waterbury 91, Conn. (20) Martin Co., P. O. Box 988, Baltimore 
Orange, N. J. (11) MaNpbT, O. G., Gen. Mgr., The Jaeger Md, (23) ; : 
Loupon, H \ Owner, Henry A. Lou- Machine Co., 520 Dublin, Columbus, O *McCaBe, J. B., Institutions Magazin 
don Advertising. 603 Statler Office (Ay 310 Citizens Bldg., Cleveland 14. (4) 
Bldg., Boston 16. (1) *MANN, KARL M., Pres., Case-Shepperd- *McCaLL, Wm. T., Dist. Mger., New Equi 

*LOUNDAGIN, N. F., Pac Coast Mer Mann Publ. Corp., 24 W. 40th St., New ment Digest and Revista Industri¢ 
Newsweek, 609 8S. Grand, Los Angeles York 18 (6) 4618 Larchwood Ave., Philadelphia 4 
14. (19) MANN, WENTWORTH W., The McCarty (i) : 

Loux, JOHN Salem Engineering Co., Co., 1206 Maple Ave., Los Angeles, (19) McCALuisTER, R. J., Acct. Exec., Wears 
Salem, O. (10) MANNION, EUGENE A., Pres., Eugene A. ler Advertising, Inc., 20 W. Front & 
Love, L. C. Ebco Mfe. Co., 401 W. Town Mannion, 333 N. Michigan Ave., Chi- Youngstown, O. (10) 

St., Columbus, O. (25) cago 1 (2) *McCANN, HIRAM, Mneg. Editor Indus 

*Love, W. L., Pres., The Petroleum En MANY, WILLIAM G., Sales Pro. Mer., Magazines | Div., ( ee ee Pres 
gineer, 700 Allen Bidg., Dallas 1, Tex Cornell-Dublier Corp., South Plainfield, Ltd., is Richmond 8t., ; — 
(A) N. J. (11) Ont., Can. (14) 

LOVEKIN, R E Pres R E Lovekin MANYPENNY, (Miss) HELENE, Adv. Mer.., *Mct CARTHY, Epwarp J ' oo —_ . 
Corporation, 200 N. 15th St., Philadel- The Patterson Foundry & Machine Co.. oe bem Co, 5 eee 
phia 2, Pa. (7) East Liverpool, O. (10) Toronto, Ont., Can. (14) 

*Lowe, H. Burton, Vice-Pres. & Secy., Map.e, F. J., Adv. Mgr., John A. Roeb- McCarTHY, JOHN P., a. ee Huteh- 
Reinhold Publ. Corp., 330 W. 42nd St., ling’s Sons Co., 640 S. Broad St., Tren- ins Advertising Co., inc., i2 East Ave 
New York 18. (6) ton 2, N. J. (6) Rochester 4, N. Y¥. (24) 

wi ,ENTO ; , McCuiurE, VINTON H., Pres., W. S. H 

REAWTHER, We. METee, Co) *MaRKT, Howarp, Dist. Mgr., The Oil and Co 323 Fourth Ave., Pittsburgh 2 

Luck. CHARLES A.. Asst. to Pres.. ON aly Gas Journal, 802 Leader Bidg., Cleve- (S) - 
ee Sa sane, Soe Sees Crees a > i ' ; *McCorp, W. IL, Treas., George B. Bigs 

~ MARKUSON, G. A., Sales Megr., John 8S Inc 127 Bloomfield St., Montclair, } 

*LUESSEN, HeNRY, Salesman, The Meth- Barnes Corp., 301 S. Water St., Rock- y. (11) 

‘ st ‘ubl. House $2 hy St.. Cir fo 7 a . 
po mae al : (2) ) Plum = ford, Ill, (21) ad McCrRIMMON, DONALD, Pub. Mer., ¢ 
: MARLOW, MERLE D., Adv. Mgr., The Mc- Dunham Co., Ltd., 1523 Davenpor 

i an ° } oe Ms : ~ae tt. a l Co., 1533 Arapahoe St., Road, Toronto, Ont., Can. (14) 
snoinese id ‘ Shipping review, ; ) P ‘ole * te . e 
Church St New York 7. €11) on oe ee (A) " McCrosky, D. W., Sales Pro., Il. T E 

. ; *MAROLDI, ARTHUR, N. J. Rep., Horan En- Circuit Breaker Co., 501 N. 19th & 

LUNA, E. I Adv. Mgr., Anat nee - ire graving Co., 44 Commerce St., Newark Philadelphia 30. (7) 

r ~ ” ( 25 Broadway, New rk 2, N. J. (11) ; McCuL.iovcn, J. S., Adv. Mar., Yale é 
MarRQuIS, HAROLD H., Vice-Pres., West- Towne Mfg Co., 4530 Tacony & 

LUN MALCOLM, Campaigns Mer., Office Marquis, Inc., Architects Blidg., Los Philadelphia 24. (7) 
of Ir ‘ A diministration ted Office Angeles. (19) Mcl P , oO "4 92) 
rhe o shingto : . 7 McDavipp, T. 23 
Bide. N 1, Washington, D. C. (A) *MARSHALL, ANTHONY W., Acct. Exec.. * chores 5 —— 

LUND, R. G Asst. Adv. Mer., The Austin- Bryant Press, Inc., 52 E. 19th St., New McDevitt, H sedi zen. rcs oT iil 
Western Road Machinery Co., 601 York (6) tin-Perry Corp., York, Pa. (16) 
Farnsworth Ave : Aurora, Il (2) #& MARSHALL, Harotp F. (7) *% McDONALD, DONALD T. (6) . 

, « ae, | “V “ I east. ~~ seen ag MARSHALL, JOHN A., Adv. Mer., Wol- McDONALD, F. R.. Peacock Bros. Ltd 
~- - . ar F , i 9, 4 2m $ verine Tube Company, 1411 Central 260 St. Patri k St.. Ville LaSalle, Que 
_ — , Ave., Detroit 9. (12) Can. (17) 7 

ut ae Jou? a me Publ. Rel - ¢ MARSTELLER, WM. A., Adv. & Sales Pro. McDonatp, H. E., Adv. Mgr., James F 
a ee Sl a Mer., The Edward Valve & Mfg. Co., Matthews & Co.,'3942 Forbes St., Pitts 

. . ’ Inc., East Chicago, Ind. (2) burgh 13. (8) 

air, , z “a "s06 ¥ bd ag " Pitt _ —F MARTIN, Deac, Owner, Unique Services, McDONALD, JOSEPH_N., Mer., Adv Det 

(8) _ p SUES AVE., SOS 649 Union Commerce Bldg., Cleveland Anaconda Copper Mining Co., 29 Broa 
14. (4) way. New York 4. (6) 

®& LYMAN, I \ i , . _— Pane r ester 

LYMAN, R T., Adv. Mgr, The T MARTIN, GeorGe H., Owner, George aay een ogy + iy ss a Fre 
rington Mfg. « Seconda Mk Wawelee. Homer Martin, Advertising, 24 Com- er eet | ee enn See es 
eng a ee SAREE & sll merce St.. Newark 2, N. J. (11) cisco 4. | “ oi ' 
— oe Sav) *McDonaLp Wma., N. E. Megr., Time, I! 


MARTIN, H L., Ady Mer., Diamond 
Chain & Mfg. Co., 433 Kentucky Ave., 





LYNN, H. Kay, Adv. Magr., Locke Insula- Statler Bldg., Boston 16. (1) 
tor Co., Charles & Cromwell Sts., Bal- Indianapolis 7. (15) McDonovcH, CHARLES. Pub. Mer., Cor 


tin r Mad ( ) 2 ian enltie iee » On c 00 Mad 
*MarTIN, R. W., Jr., Sales Mgr., Aero bustion Engineering Co., Inc.. 200 Ma 


he s = ~ — F : et a ens ave nautical Digest Publ. Co.. 515 Madison son Ave., New York 16 (s) B 
Att ~ Pome . 'M ~e (1) ASH Ot, SNOE' Ave., New York 22 (1) McEWEN, Ww R., Adv Mer.. ( herr ys 
, MARTIN, W. S., Owner, Willis S. Martin. rell Corp . 127 W. Randolph St. © 











Advertising, Lincoln Tower, Fort cago 6. (2) one 
M Wayne, Ind. (A) McFartanp, J. B., Pub, Megr., U. 8. Pip 
*MARTIN, W™ R Owner, Advertising and Foundry Co., Burlington, N. J. ‘ 
MACALISTER. Rorert N Adv. Mer.. Rob Service Co., 1740 E. 12th St., Cleve- McFre, WILLIAM E., Mer., wopy & Plans 
ert W Hunt Company 175 W. Jackson land. (4) Dept., The American Rolling Mill a 
Bivd,, Chicago 4. (2) MARTINDALE, E_ H., Pres., Martindale pany, Curtis St., Middletown, O. (°) 
*MacGILcnurist, R. S., Reliance Engravers, Electric Co., Edgewater Branch, Box McGitt. A. R, Acct. Exec., Cockfie 
Ltd., 104 Bond St., Toronto, Ont., Can 617, Cleveland 7. (4) Brown & Co., Ltd, Canada_ Cemet 
(14) Martz, L. S., Dir. Tech. Pub., Micro- Bldg., Montreal, Que., Can. (11) 
Mack, Down, Ad Mer.. Weber Showcase matic Hone Corp., 8100 Schoolcraft McGovern, J. J., Asst. Adv. Mer., Nort 
& Fixture Co 700 Avalon Blvd., Los Ave., Detroit 4. (12) ern Electric Co., Ltd., 1620 Notre Da? 
Angeles. (19) MARVIN, THEODORE, Adv. Mer., Hercules St., W., Montreal, Que., Can. (1%) 
MACKAY. G I Ind. Newsp Powder Co Delaware Trust Bidg., *McGraw, Ratpu O., Editor, Industri 
Div MacLeatr  - Ltd., 640 Wilmington 99, Del (7) Varketing, 100 E Ohio St., C igo 
Dominion Squ Montreal, Que., *MASON, JAMES, Cole & Mason, 605 N. (2) 1 
Can. (17) Michigan Ave., Chicago 11. ( 2) McKamy. W. N., Acct. Exec., Farson @ 
MacKenzie, EF. J., Asst. Adv. Mer., Sim- *MaSON, WALTER R., The Bohnett Co., Huff, Republic Bldg., Louisville, K 
plex Wire & Cable Co., 79 Sidney St., Third & Vine Sts., Cincinnati 19. (3) (A) 
Camaronge, ase. (2) Masson, Don, Tech. Editor, Bakelite *McKerver, Haroun J., Editor, Roads 
*MacKINNo? NORMAN, Canada Food Corporation, 30 E. 42nd St., New York Streets, 330 S. Wells St., Chicago %. 
Packer, 1410 Stanley St., Montreal, Que., 17. (6) McKissin, J. M., Mer. Applicatior Det 
Can ‘ , *MastT, B. P., Vice-Pres Conover-Mast & Training, Westinghouse Elec. « Mie 
*MACLACHLAN, A. L \ M. McKim, Ltd Corp., 333 N. Michigan Ave., Chicago Co., East Pittsburgh. (8) 7 ay 
1000 Don inion Square Bldg., Montreal, (2) McKinney, Harris D., Owner, Harris? rf 
Que., Can. (1i) MATHEWS, GrorGE F., Adv. Mer., The AcKinney Advertising, 12 S. 12th ® a. 
*®MacLeop, My r (6 Lunkenheimer Co., P. O. Box 360, An- Philadelphia 7 (7) 
Macy, Puiu J., Harrington Park, N. J nex Station, Cincinnati 14. (3) McKINNeEY, NorMAN E., Electric Ga 
(11) MaTHuy, E. L., Vice-Pres., Victor Equip- Co., 61 S. York Rd., Hatboro, | ‘ 
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KS ENGINEERING 
AT ER WORK: Works Profession Since 1877 


A CASE-SHEPPERD-MANN PUBLICATION 
24 W. 40th St., New York 18, N. Y. 
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NIAA Membership Roster 


McLAIn Wittram R., Pres., McLain 
Organization 12 S 12th St Philadel- 
phia j (i) 

McLAUGHLIN, W. J., McLaughlin Pres- 
entations 2 Elemar Ave Fort Thomas, 
KJ (3) 

McL&AN, | \ Mer., Canadian Inger 
soll-Rand Co., Ltd 620 Catheart St., 
Montreal, Que Can. (17 

McLoutu, Louis, Sales Pro. Mger., Sauer- 
man Bros., In 22 S. Clinton St., Chi- 
izo 7 (2) 


*McMaAHoNn, Lee B., Clev. Mer., Gillette 


Publ. Co eader Blidg Cleveland 14 
(4) 

McMILLAN, M W Sales Engineer, 
Baker-Raulang Co 2168 W 25th St., 
Cleveland 13 (4) 

*McMurRreR, Patrick D Asst. to Secy., 
American Mining Congress, 309 Munsey 
Bldg Washington 4, D. C. (A) 

McNALLy, Epwarp T., Treas McNally 
Pittsburg Mfg. Corp s07 W 3rd St... 


Pittsburg, Kans, (A) 


*McNAME!I JAMES B, Vi e-Pres. & Sales 
Mer Shaughnessey Kneip Hawe Paper 
Co 00-208 S. Eighth St St. Louis 
McNn r, Georce C Adv. & Pub. Rel 
Mer RK. G LeT« rneau, Ir Peoria 1, 
lil (A) 

*McOskerR, EpWAaA! ] Cen Dist Mer 
Will Supplies, 1510 Hanna Bidg., Cleve- 
land 15 (4) 

McPHERSON, MALCOLM D Dir of Pub 
Rel Ralp H Jones Adv Agency 
Carew Tower, Cincinnati (3) 
McQuaADE, MALCOLM B Di & Collins 
Co It Publi Ledger Bldg., Phila- 
deiphia (i) 

*MeqQt LAN, Wo. L., Pres., Pitt Studios, 
10 Bigelow Blvd Pittsburgh 13, ¢8) 
McReyYNo.ips, L. H Trade Paper Div 
leffrey Mfg. Co., E. First Ave Colum 
' is lt ‘) i ; 

McRoperts, Greorer F Whitin Machine 
Worl Whit Mass. (1) 

# McWape, Cal Db. (A) 

Mc, ams, DD. B., Dresser Mfg. Co 
Ltd., 60 Front St W., Toronto, Ont 
Canada (14) 

*MEANOF ANSON E Adv. Rep., McGraw 
Hill Put Co Im 20 N Michigan 
\ (Chicago 11 (2) 

MECHLIN LLoYp L Adv. & Sis. Dir 
W hitne Metal Tool Co., 110 Forbes St.. 
I kford I (21) 

MEELFELD, PauL, Mer. Adv. & S. P., The 
Hinde & Dau Paper Co., 407 Decatur 
St., Sandusky, O. (4 
MEERMA? cm J Acct. Exec., Fuller & 
Smith & Ross In 1501 Euclid Ave 
Cleveland 1 (4) 

MEERMANS, Howarp J., Pres., Meermans 
It 1924 NBC Bide., Cleveland 14. (4) 
*MEHR JOSEPH East. Mer., Purchasing, 
05 KE. 42nd St.. New York 17 (6) 
MELLO SAMUI Ss Pub. Dept Crouse 
Hinds ¢ Wolf & 7 North Sts., Syra 
MeLoan, W. H., Pres., Kreicker & Meloan, 
Inc., | N. La Salle St., Chicago 1. (2) 
*MELVILLE, Harry H., Asst. to Vice-Pres 
Simmons-Boardman Publ Corp., Love 

Terminal Tows Cleveland 13, (4) 

MENEILLEY, Wm. H Adv. Mer., Cieaver 
Brooks (Co 1100 N iird St Milwau 
t ‘ " { } 

*Mi x, Oscar, Menke Printing Co., 1560 
Papin, St. I (9) 


Americar R 2 Mil ‘ ( irtis St 
Middle wn ‘) ( 

Mi ADY. Hi 8, Mer. War Cont. Serv 
Ley Mak ( ‘ " c% Ir 

S h Ave (iarw . N J (11) 
MERK! LER, Acct Exe Griswold 
> ul Co Terminal Tower 
Cleveland i) 

Merainve, W. \ Mer. Pub. Dept., Ar 
paratus Div (ieneral Electri Co l 
River Road, S enectady N y (6) 
MER! H. E., Mer., Const. Mat'l. Adv 
General Electric Ce 1285 Boston Ave 
Bridgeport ( (°?0 

MERR rc. Wn Pres., The Advertising 
Cor} 176 W Adams St., Chicago 3. (2) 

*MERT RICHARD ¢ Bus. Mer., Contrac- 
tor | ‘ 606 W iward Ave., De- 
roit 2¢ ( } 

Messincer, L. E Pres., Burlec, Ltd., 
Scarbor zh Junction, Toronto 13, Ont 


George Met- 
Providence 3, 


Metca.r, GeorGce T., Pres., 
calf Co., 68 S. Main St., 
> & we 
MerTrca.re, H. S., Adv. Mgr., West Penn 
Power Co., Box 1736, Pittsburgh 30. (8) 
*MerzeENDorRF, HarRoLp, Pro. Mgr., Factory 
Wanagement & Maintenance, 330 
i2nd St... New York 18. (11) 
*Merzcer, Ray, Publisher, Construction 
News, Urquhart Bldg., Little Rock, Ark. 
(A) 
MEULENDYKE, S. L., Vice-Pres., 
chalk & Pratt, Inc., 535 Fifth Ave., 
York 17. (6) 
MEYER, ARWOOD 
Company, 16112 
12 (4) 
MeyYerRs, GeorceE H., West 
ner Publications, Inc., Tribune 
Chicago 11 (2) 
Meyers, J. H., Sales Mar., 
ley Machine Tool Co., 
Ave., Cincinnati. (3) 
*Mick, NorMAN O., West 
States News, 180 N. 
Chicago 1 (2) 
*MIDNEY, KARL M.,, 
town Are Engraving Co., 
Bidg., Youngstown 1, O. (10) 
*MILBAUER, FRANK, Sales Mer., 
graving Co., 44 Branford Pl, 
2, N.d (11) 
MILLER, H. C., 
wout Co., 18511 


Mars- 
New 


H., Adv. Mer., Austin 
Euclid Ave., Cleveland 


Mer., Gard- 
Tower, 


Lodge & Ship- 
3055 Colerain 


Mer., United 
Michigan Ave., 


Asst. Megr., Youngs- 
Vindicator 


Essex En- 


Newark 


Vice-Pres., The Swart- 
Euclid Ave., Cleveland 


(4) 

% MiILLeR, Harry. (11) 

MILLER, Jack W Treas., Harry M. 
Miller, Inc., 22 E. Gay St., Columbus, 
0) (25) 

MILLER, RupoLpun, Adv. Dept., Bausch & 
Lomb Optical Co., 635 St Paul St., 


hKtochester 2, N. ¥ (24) 
MILLER, Wo. S., Adv. Mar., 
Fireproofing Co., Youngstown, O 


The General 
(10) 


MILus, Brent, Sales Mgr., Lapp Insula- 
tor Co., In Gilbert St., Le Roy, N. Y. 
(A) 

MILLs, Davip, Vice-Pres., Smith & Mills 
Co., 2889 Spring Grove Ave., Cincin- 
nati (3) 

MILLs, LLoyp LANGDON, Gen. IMegr., Gray- 
Mills Company 215 W. Ontario St., 
Chicago 10. (2) 

Mitts. THomas W., Gen. Sales Mer., 
Great Lakes Thread Co., 4647 Wesson 
Ave., Detroit 10. (12) 

MINER, Dovucias C., Adv. Mgr., E. F 


Houghton Co., 303 W Lehigh Ave. 
Philadelphia 33. (7) 

MitrcHe_t. Everitt, Pub. Dept., Combus- 
tion Engineering Co., Inc., 200 Madison 
Ave., New York 16 (6) 

MITCHELL, TERRY, Frick Company, West 
Main St., Waynesboro, Pa (16) 
MoERMOND, I. C., Adv. & Sales Pro., Cin- 
cinnati Cordage & Paper Co., 128 E 
Sixth St., Cincinnati (3) 

Morratr, C. R., Dir. of Adv., United 
States Steel Corp. of Del., 436 Seventh 
Ave., Pittsburgh 30. (8) 


Mocce, ArtTHUR R., Pres., Arthur R 
Mogge Inc., 307 : Michigan Ave., 
Chicago 1 (2) 


Harshaw Chemical Co., 
Cleveland 6. (4) 

Vice-Pres. & Sales, 
108 Smithfield 


MOLINARI, A. F., 
1945 E. 97th St., 

*MoLL, N. R., Exec. 
Steel Publications, Inc 
St., Pittsburgh. (38) 


MONAGHAN, GERALD F 
some Machinery Co., 
(11) 

Monrort, G. W 
pillar Tractor Co., 800 
Leandro, Calif (18) 

MONIGLE, ERNEST G., Adv. Mgr., Ameri- 
can Pulley Co., 4200 Wissahickon Ave., 
Philadelphia 29 (7) 


Adv. Mer., Ran- 
Dunellen, N. J. 


Personnel Dir., Cater- 
Davis St., San 


Monk, Howarp H., Howard H. Monk & 
Assoc Brown Blidgz., Rockford, Ill. (21) 
MontTacue, W. B., Dist. Mer., Sales Pro., 
Westinghouse Elec. & Mfg. Co., Union 


tank Blidg., Pittsburgh. (8) 


*MoONTGOMERY, JAMES E., Adv. Mer., Pit 
38 S. 


and Quarry Publications, 53 Clark 
St.. Chicago 5 (2) 

*MONTGOMERY, PAUL, Mer., Business Week, 
130 W. 42nd St., New York 18. (6) 
Moore, AuBert G., Adv. Mer., General 

tailway Signal Co., 801 West Ave., 
Rochester 2, N r (€24) 
*Moore, J. H., Mer., Canadian Machinery 


and Manufacturing News, 481 Univer- 


versity Ave., Toronto, Ont., Can. (14) 

Moore, KENNETH KE., Adv. Mer., The 
Flintkote Co., 30 Rockefeller Plaza, 
New York 20 (6) 


*% Moore, LANSING. (12) 

*Moore, S. S., Montreal Mer 
MacLean Publications, Ltd., 2 
St., Montreal, Que., Can. (1 


Hugh ( 
5 Bleur 


Moore, Warp E., Publ. Rel. Supv., Wrigh; 
Aeronautical Corp., P. O. Box , Lock 
land Sta., Cincinnati 13. (3) 
MorriLu, JOHN R., Asst. to e-Pres 
Lincoln Electric Co., 12818 it Ra 
Cleveland. (4) 

Morris, A. L., Adv. Mgr., The rr Cy 


Inc., 570 Lexington Ave., New York 3 

(6) om 
*Morris, A. M., Mer, Mill Supplies, 33 

W. 42nd St., New York 18 (: 
Morris, (Miss) Betty, Adv. Mer. 0,7 


Electrical Mfg. Co., 262 Bond St., Brook. 
lyn 2. (6) 
*Morris, CROXTON, Treas., Publ Work; 


Magazine, 310 E. 
17 (6) 


Morris, D. N., 


45th St., New Yor 


Acct. Exec., J. J Gibbons 


Ltd., 1010 St Catherine St, W 
Montreal, Que., Can. (17) 

% Morris, Linpsay G. (17) 

% MORRISON, ALLEN. (17) 


Adver- 


Morrison, E. J., Pres., Morrisor 
24 W. Wisconsi 


tising Agency, "Inc., 132 
Ave., Milwaukee, (A) 


Morrison, G. W., Adv. Magr., Ingersol 
Rand Co., Phillipsburg, N. J. (6) 
*Morrison, H. A., Vice-Pres., Simmons 
Boardman Publ. Corp., 105 W. Adam: 

St., Chicago 3. (2) 
MORRISON, RICHARD V., Acct. Exec., 0. § 
Tyson & Co., Inc., 230 Park Ave., Ney 
York 17. (6) 
MORRISON, WALTER, 
wold-Eshleman Co., 
Cleveland 13. (4) 
*MorseE, A. M., JR., 
E. 42nd St., New 
MORSE, sSRUCE, 


Pub. Dept., Gris 
Terminal Tower 


Mer., Purchasing, 20; 
York 17. (1) 
Asst. to Vice-Pres 


Square D Company, 6060 Rivard S&S 
Detroit 11. (12) 
Morse, JOHN H., Arthur Kudner, In 


630 Fifth Ave., New York. (6) 

*%&MORTEN, JOHN F. (8) 

*MORTON, CLARENCE L., Dist. Mer., Power 
1427 Statler Bldg., Boston 16. (1) 
Morton, JAY, Pres., Morton & Mason 
Public Square Bldg., Cleveland 13. (4 
Morton, JOHN B., Copywriter, Addiso: 
Vars, Inc., 344 Delaware Ave., Buffal 
(26) 

*Moss, Curtis F., West. Mer., Newswee 
360 N. Michigan Ave., Chicago l. (2 
Moss, J. S., Adv. Mer., Canadian Liq 
Air Co., Ltd., 1111 Beaver Hall H 
Montreal, Que., Can. (17) 
MOsSsMAN, JOHN E., Vice-Pres., C 
Clare & Co., 612 N. Michigan Ave., C 
cago ll. (2) 

*MoTHERAL, RoGeER, East. Rep., Petrol 
Engineer Publ. Co., 75-45 Kessel & 
Forest Hills, N. Y. (6) 


MounT, RALPH D., Adv. Mer. & Ass 
Sales Mer., The Bassick Co., 38 Aust 
St.. Bridgeport 2, Conn. (20) 

*MUENCH, Epwarp A., Vice-Pres., Eclips 
Electrotype & Engrav. Co., l4o0i 5 
perior Ave., Cleveland. (4) 

Muir, ArtTHUR W., Cashier, Bayless-Ker 
Co., 1146 Hanna Bldg, Cleveland 


(4) 

*Muir, MALCOLM, Pres. & Pub., News 
week, 152 W. 42nd St., New York | 
(6) 

MuLForp, H., Vice-Pres., American For 
Div. of American Brake Shoe Co., -°- 
S. Hoyne Ave., Chicago 8. (2) 
MULHALL, W. F., Vice-Pres., G. M. Bas 
ford Co., 60 E. 42nd St., New York. | 
MvuLuay, M. L., Mumm, Romer, Robt ns 
& Pearson, In Columbus, QO. (29) 

*% MULLEN, JOHN J., JR. (A) 

% MULLER, CHARLES G. (6) 

MUNHALL, A. F., Treas., The Colum! 


Vise & Mfg. Co., 9021 Bessemer AYé 
Cleveland. (4) 
*MUNN, JAMES C., Dist. Megr., Giass | 


gest, 10515 Wilbur Ave., Cleveian¢e 
(4) 

*MurRpocK, OsGoop, Publisher, J) emé 
Record, 1355 Market St., San ! 5 
3, Calif. (18) 

MurRPHY, CHARLES E., Mer. Sa Pr 
Dept, American District Steam _ \' 
Bryant St., North Tonawanda, N 
(A) 


*MurRPHY, E. E., Adv. Mer., Bru 
Co., 66 South Water St., Chicag 


%&MuRPHY, WM. DONALD. (2) 
































































Murray, CARL A., Asst. Adv. Mé 
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PAPER DIRECTS THE ASSAULT 
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at paper wins wars... that 


hghts with paper. No scheme of 


no single skirmish was ever launched 


careful planning in a lvance...on 


-charted plans are only a small 


the part that paper plays in the 
icture. Think of the ma/ In De- 

the Army shipped from Wash- 
000 maps. In June, 1942, 3.100,000! 


six-month period, 


i 


shipments aver- 
maps per mon 
paper used for maps, /a/f a million 


r were consumed this year to make 


that carry food and ammunition 
Paner camouflare Saves soiaciers 
re thousands of « r uses which 


KIMBERLY-CLARK CORPORATION 


Neenah, Wisconsin + Est. 1872 
, 


NEW YORK 





1943 


make paper a vital war essential. 

With this unending need for paper in the 
war, it’s no wonder that this country is plung- 
ing headlong toward a paper shortage. For this 
year the United States and Canada can produce 
only three-fourths as much paper as they pro- 
duced in 1942. A man power shortage in the 
woods is responsible for this. 

These facts demand that we waste no pape? 
And to use less paper is even more important. 
For the paper we do not use conserves both labor 
and material. All types of paper can be sal- 
vaged, excepting that which is waxed, 

. Use as little meu 


oiled or tarre« paper as 


you can. These are acts of patriotism 
that help to speed an Allied victory 


that help to save American lives. 


CHICAGO: 8 S. MICHIGAN AVI ® 
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NiAA Membership Roster 


Houston Lighting & Power Co 1016 
Walker, Houston, Tex. (27) 
Mussey, Wm. O., Jr., Pres., Dental Spe- 


cialty Mfg. Co 200 Santa Fe, Denver 
9. (A) 

Mrers, H LD H LD Myers Co, 1401 
Central National Bank Bidzg., Cleve 
land. (4) 

Myers, WiLspur A Ordn. Engineering 
Dept., American Car & Foundry Co., 


Berwick, Pa. (A) 
Mrers, WILLARD G Principal, Willard 
G. Myers Adv. Agency, 12 S. 12th St., 
Philadelphia 7 (7) 


N 


*NaGEL, Harry L., Secy 
Journal Co i113 
Louis 8 (9) 
NARAMORE, R W Vice-Pres Bridge 
port Fabrics, In 165 Holland Ave 
Bridgeport 1 
NASH, CLAUDE, Stephenson-Scott Ltd 
100 Adelaide St r Toronto, Ont 
Can. (14) 

*#NaAU, Born (3) 

Nausoks, W., Chf. Ener., Steel Improve 
ment & Forge Co., 970 E. 64th St., 
Cleveland 14. (4) 

* NEARY JAMES E.. Jr., Eastern Rep 
Wining Congress Journal and The Hote 
Wonthiy, 260 Fifth Ave New York. (6) 


American Paint 
Washington Ave., St 


Conn (?0) 


NEFF, G. Riper, Adv Mer., Lamson & 
Sessions Co 1671 W S5th St.. Cleve- 
land. (4) 

NEHER, ANTHONY, Sales Pro. Mer... Cen 
tur) Flectric Cr 1806 Pine St., St 


Louis 3 (9) 
NEIGHBORS, 

Vision. The 
Liberty St., 


CHARLES M., Mer Adv. Di 
Babcock & Wilcox Co 85 
New York 6 (6) 

NELSON, C.. Cockfield Brown & Co., Ltd 
Canada Cement Bld Montreal, Que 
Can. (17) 


NELSON, Forest J Adv. Mer., Macwhvyte 


Company 2906 l4th Ave Kenosha 
Wis. (5) 

® NELSON, Ropert M. (3) 

NELSON, Ropert W Mer Autovent Fan 
& Blower Div.. Herman Nelson Co., 
IS05 N. Kostner Ave Chicago. (A) 
NELSO . Roy J Ad & Sales Pro. Mer 
The McKay Co Grantley Rd York 
T’a (16) 

*NE Tom W Vice-Pres., Gulf Publ 
Co 01 Buffalo Dri Houston 
Tex (27) 

*NEMI HI E M Mer Spiral Binding 
( It ] Power Ave Cleveland 

} (4) 

NeETI lon I Ad Mer Penn Ek 
tri ht cs ( } ' Ind (A) 
NETTLI | I Dir. of Resear 
( rl w. H ( sl Fifth Ave 
New Yorl (6) 

Ni Wal 0 Mer W - 
Nett eton and Ass« ites 4 Water St 
Csuilford ( nr ) 

Ni T. Ma \ M Goodall 
R ( iny), I x Rd., Center 
~ re Pa 7) 

N | iH M ens Canada. Ltd., ¢ 
‘ ' S Mi t il O Can 17) 
Ny | | Robt. | Newe «& 
\ I Wa Ly Chicag ] 
NEWHA TAM} WV Ad Mer sciak 
Hy i] W ‘ hsS Chica ( ) 

° ‘ J ’ \ Mer McGraw 
H I ( I ) Hanna Bldg 
( nad | ; 

NEWMA I S Ad Mer The Oster 
Mi Co i East 61st St., Cleveland 
NEW MA I N Ad M Josam Mfg 
Co 178 > Lit? Sf ( veland (4) 

*NEWTON BR. G Mer Ind. Group, The 
MacLea Pul Co., Ltd i181 University 
Ave r nt », Ont., Can 14) 

NICH I W Vice-Pres. & Gen. Mer., 
Inter? na Rusiness Machines Corp 
190 Madison Ave.. New York 22. (6) 

*NICHOLS, DON Bus. Mer., Ahrens Publ 
Co.. Tr 1\v lerbilt Ave New York 

NICHOLSON ym C¢ Mer. Sales & Ady 
Master Rule Mfe. Co Inc 815 E 
136th St.. New York (6) 

Ny TAMES (¢ Tk Salesman. Na 

In 75 Varick St 


Niessen, LL P Adv. Mer Cutler-Ham 





*OBER, CHESTER H., N. Y. Adv 


*Ora, JOHN P Dist 


* PAINTER, 


mer, Inc., 315 N 
l (5) 
*% NOLAN, NORBERT. (18) 

NoOREN, RAYMOND C. R., Partner, Horton- 
Noyes Company, 2300 Industrial Trust 
Blig., Providence 3, R. I. (1) 

*NORMAN, J A. (Salesman, Thomas 
Publ. Co.), 118 Seaman Ave., Rockville 

Centre, N. Y. (8) 

NorTu, V., English Elec. Co. of Canada, 
Ltd, St. Catharines, Ont., Can. (14) 

NOYES, FREDERICK C Partner, Horton- 
Noyes Company, 2300 Industrial Trust 
Bidg i 


12th St., Milwaukee 


Providence 3, R. I. (1) 


O 


Mer., The 


Iron Age, 100 E. 42nd St., New York 
17. (6) 

OBERNDORFER, ARTHUR H., Adv. Mer., 
Hevi Duty Electric Company, 4212 W 


Highland Blvd., Milwaukee 1. (5) 


O'Brien, B. C Vice-Pres., Roots-Con- 
nersville Blower Corp., Connersville, 
Ind. (15) 

ODIORNE, Ricuwarp L., Dir. Indus. Adv., 
Kircher, Lytle, Hilton & Collett, Inc., 
321 W. 15th, Dayton, O. CA) 


John W 


ODLIN, JOHN W.,, Odlin Co., 
Inc., 44 Portland St., Worcester, Mass 
(1) 

*OrsTigE, ALF. T., Space Sales, McGraw- 
Hill Publ. Co In 16 S. Broad S8St., 
Philadelphia 2 (7) 

OLDHAM, E. L., Adv. Mer... The Cleve- 


land Rock Drill Co 
Pneumatic Tool Co., 3781 E 
Cleveland 5. (4) 
OLDHAM, H. H., Asst 
Republic Steel Corp., 
Cleveland 4. (4) 


OLIAN, IRWIN A.., 


and The Cleveland 
87 Tith St., 


Director of Adv., 
3100 E. 45th St 


Partner, Olian Adver- 


tisine Co Ambassador Bldze., St. Louis 
1. (9) 

OLMSTI WARD H Pres., Olmsted- 
Hewitt. Inc., 1200 Second Ave., S., Min 
neapolis 4. (22) 


OLSEN, M. A., Publ. Rep.. Modern Plas- 
be t 


tica, 122 E 2nd St New York 17 
(7) 

O'MARA, RICHARD, Sales Mer., Western 
Precipitation Corp 1016 W. Ninth St 
Los Angeles 15 (19) 

OPPEL, EDWIN I Market Devel. Dept., 
The New Jersey Zinc Co., 160 Front 


St.. New York 7. (6) 
Mer 
Publ. Co., Inc., 330 W 
York 18 (6) 


McGraw-Hill 
i2nd St New 


WORCHARD, WILLIAM. (11) 

*ORLANDK Tuomas J Detroit Rep 
Bramson Publ. Co. 2842 W Grand 
Bivd., Detroit (12) 

ORNBERG, ROBERT \ Sales Pro. Mer 
American-Marietta Co., 43 E. Ohio St., 
(Chicago 11 (2?) 

Orr, L. P., Jaap-Orr Company, American 
Bide Cincinnati. (3) 


RUSSELI 


Plant Pub. Dir. 
Carborundum Co Buffalo <Ave., Ni- 


agara Falls, N. ¥ (26 


Osporn, S \ Ad Mer Economics 


Laboratory Ine 914 Guardian Bldg., 
S Paul 1. (22) 

FOS! N. WALLACE J Vice-Pres Keenev 
Pul Co., 1734 Grand Central Terminal 
Bla New Yort (6) 

OSWA CHARLES, Owner. Charles Os- 
wald Ady Agency, 815 Superior Ave 
N. E Cleveland 14 (4) 

OSWEILER, E. L Adv. Dept... Creamery 
Packave Mfe. Co 1243 W. Washington 
Blvd., Chicago 7. (2) 

OTT L s J Mer Adv Dept., Ohio 
Rrass C 60 N. Main St., Mansfield 
) (4) 

OTTERSON, JOHN W.. Mer. Pac Dist., Mc 
Graw-ill Publ. Coa Inc., 68 Post St 
San Francisco 4. (18) 

OTTON, ALFRED S., Mgr. Ind. Wire Clot! 
Dir Robins Conveyors Ine., 270 Pas 
saic Ave Passaic, N. J. (11) 

on CLARENCE R Vice-Pres.. & Bus 
Mer VidWest Covtractor, 521 Locust 


sas City, Mo. (A) 


P 


“Sf Kar 


PAGE, FRANK, Pub. Mer... Foster Wheeler 
Cort 165 Broadway, New York 6. (6) 
PaGE, Henry A., Indus. Adv... Gates Rub- 


ber Co., 999 S. Broadway. Denver. (A) 
PAINTER, J. E Mer. Etlit Dept The 
Singer Mfe. Co., Trumbull Ave., Eliza- 
bethport, N. J. ¢€11) 

WALTER, Adv Power 


Mer., 


Plant Engineering, 53 W. Jack 
Chicago 4. (2) 


PALLANT, GORDON E., Sales Dept 
Screw Co, Ltd., 214 St. Law 
Longueuil, Que., Can. (17) 

*PaALMER, A. MAXWELL, Dist. Me 


zines of Industry, Inc, Uni 
merce Bldg., Cleveland. (4) 

PANGMAN. C. S., Acct. Exec., 
R. French & Assoc., 4235 Lind, 
St. Louis 8. (9) 

*PAPINEAU, ALFRED T., Domest 
neering, 60 Mount Vernon Av: 
ham, Mass. (1) 

PARCELL, WM. L., Sales Mer., R 
Co., 400 Clark St., Elyria, O. (4 

WPARELLA, A. L. (10) 
PARKER, JAMES D., 
Advertising Co., 310 
Dayton, O. (A) 
PARKER. JOHN L., 
matic Machine Co., 
Ave., Cincinnati. (3) 

PARKER, VERNE C., Simonds Saw 
Co., 470 Main St., Fitchburg, M 
PARKS, CHARLES E., 
Plant-Choate Mfg. Co., In 
Rapids, la (A) 

PaTE, MANForRD R., Mer. Sales P1 
lamette Hyster Co., 2902 N. E 
mas St., Portland, Ore. (A) 
PATTERSON U 
ternach, Inc., 170 
Conn (20) 

*% PATTERSON, D. G. (14) 
PaTTIsON, E. Scott, Acct. Exe 
Basford Co., Inc., 60 E 
York 17. (6) 

*®PaTTON, E. J. (2) 


Vice-Pres 
tefiners 


Secy., 


High St., H 


PauL Francis M., Sales Mer., Ai 


Corp., 5200 Harvard Ave., Cleve 
(4) 
PAUL, 
nies, 
Que 


Canadian Oil 
fridge St., wl 


HuGcun G., 
Ltd., 385 
, Can. (17) 
PaXsOoN, Howarp, Pres., 
tising, 607-8 Fidelity Bldg., 
bor, Micl (A) 
*PaxToNn, A. E.. Mer., 
Record and Construction Meth 
W. 42nd St.. New York 18. (6 
*PaYNE, Jupp, Gen. Mer., 
Record, 119 W 
*Pears. THomas C. III, Vice-Pres 
& Warde, Ine 704 Second Ave 
burgh 1%. (8) 
*Prarson, Forrest C., Adv. Rep 
A Seott & Co., 445 Wester 
Bldg - Los Angeles. (19%) 


Paxsor 
Bent 


PecuiIn, Epwarp J., Adv. Magr., | 
Pont de Jemours & Co., In 
Dept., 626 Schuyler Ave., Ar 
a Sb 


*Peck, James O., Dir. of Resear 
Graw-Hill 
St., New York 18. (6) 

Peticn, W. J., Warner & 
5701 Carnegie Ave., Cleveland 

*PELLETIER, Lovis, East. Mer., Ma: 
140 Lafavette St., New York. (¢ 

*PrLotrr. L. C.. Western Mer., The 
Publ. Co. 520 N 
cago 11 (2) 
PENNINGTON, 
Kennametal, Inc., 
Latrobe P (8 
PENNY, A. I Adv. Mer., Humb! 
Refining Co., Humble Bldg., Ho 
Tex (27) 

PENSINGER, FRANK W., Adv. Mer 
Tool Co., Waynesboro, Pa (A) 

PENTECOST. Ricnarp H., Airther 
Co., 700 S. Spring, St. Louis. ¢ 
PEPpLOW, Epwarp H., Jr., Mgr. Sal 
Tatn 4 R hlir e Sone Cc 
Broad St., Trenton 
PEPPER, A H., Asst 
Dominion Steel & Coal Corn., 
Box 249, Montreal, Que., Can 
PFRCY ALLAN IL Adv Mer., |! 
Metallurgical Corn., 2700 Sheri 
North Chicago, Ill (2) 

*PERKINS, E vV Western M 
Petroleum Encineer, 330 S VW 
Chicago 6 (2) 

*PERRIN, A Publisher, Better Roe 
W. Madison St. Chicago 2 ( 
PERRIN, EDWIN M Adv Mer 


Frep W., Mer. Pub 
1000 Lioy 


i 
> 
> 


a A a ep 
Mer. St 
Ltd 


Convevors Inc., 270 Passaic A 
saic, N. J (11) 

Perrin, TL L.. Adv. Mer., WN 
Pacific Railway, 176 E. Fiftl 


Paul, Minn 
GLENN A 
Ross, Inc., 1501 
land 14 (4) 


(22) 
Fuller & S 


Euclid Ave 


PFvRINE 
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s AN AGENCY’S REPORT 


engi 


= to Publishers 





— In 1942 we placed advertising for our clients in 248 publications—mostly 
Ste in business papers, but also in a few national magazines and newspapers. 
W 


This space was divided by publications and by clients as follows: 








* 1 publication carried the advertising of 20 clients 
New 1 publication carried the advertising of 11 clients 
. 1 publication carried the advertising of 8 clients 
d 3 publications carried the advertising of 7 clients 
6 publications carried the advertising of 6 clients 
"i law 10 publications carried the advertising of 5 clients 
Hi U “ ear , mg : 
15 publications carried the advertising of 4 clients 
14 publications carried the advertising of 3 clients 
— 40 publications carried the advertising of 2 clients 
wa 157 publications carried the advertising of 1 client 
In our Reception Room The amount of space we placed with publishers 
I there are two books % 
rt open to all publishers: during 1942 was approximately 42.8% more in dollar 
one Sis o J cilenis, ° . . . 
M tells what they make volume than in 1941—and this again increased an- 
. and outiines the fields , ° 
to which they adver- other 68.2° during the first three quarters of 1943. 
tise; the other con-  - ° . 
tains copies of eur This is the largest volume we have placed in publi- 
house organ, ““MEMO- . . e 
mycin: ge ME apn cations during the 19 years we have been in business. 
plains some of our P , ’ 
successes, illustrates We appreciate the co-operation received from pub- 
. certain advertising s ‘ 
we have done, and lishers and gladly offer our services toward a better 
A gives a general back- . . ) . . 
ground of our organ- understanding of our clients’ requirements of media 
ization and client . . * 
i to carry their advertising messages. 
Mf 
ms » 


(om O.S. TYSON AND COMPANY, Inc. 


CLASS AND INDUSTRIAL ADVERTISING 
30 Park Avenue « New York 17, N. Y. 





Member, American Association of Advertising Agencies 
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NIAA Membership Roster 


*Perrotrrer, Louis J., Dist. Sales Maer., 
The Gage Pub]. Co., 1250 Sixth Ave., 
New York 20. (11) 

*Perry, AuBert D., Dir. Copy & Plans 
Dept Case-Hoyt Corp 800 St. Paul 
St., Rochester 1, N r. (24) 

w®Pererka, A. E. R. (4) 

*PETERSON, ARTHUR C Dist. Mger., King 
Publications, 5833 S. Spaulding Ave 
Chicago 9. (2) 

Pererson, C. L., Adv. Mgr., The Cleve- 
land Crane & Engineering Co., Wick 
liffe, O (4) 

PeTrerson, I. C Vice-Pres., Che. Sales, 


r Co., 200 
(11) 
Regulator Co., 


Star Electric Moto Bloomfield 


Ave Bloomfield, N. J 
PETERSON, R \ Davis 
Washtenaw Ave., 


2541 8S Chicago. (2) 
®W PETERSON, Rocer N. (6) 
*PETERQUIN, Ropert E Peterquin Paper 


Cleveland. (4) 


Mer., The Falk 


Co 1559 Superior Ave 


Perri, CHARLES A Ady 


Corp W. Canal St, Milwaukee 
(5) 

PFEIFER, GEORGE HERBERT, Adv Mer 
Chain Belt Co., 1600 Bruce St., Milwau 
Kee ' fo? 

#&#PFLASTERER, Ropert EF (4) 

Prore, STANLEY W Adv. Mer., Marquette 
Metal Products Co 1145 Galewood 
Drive, Cleveland (4) 

*PHELAN, Roy N Dist. Mer., McGraw- 
Hill Publ. Co Im 601 W Fifth St., 
Los Angeles 13 (19) 

PHILLIPS, A. M Mer McPhil Agency 
Advertising Buck Terminal Bldg 
Watertow: — & (A) 

*PHILLIPS, JOHN H West. Mer., Modern 
Industry, 20 N. Wacker Drive, Chicago 
] ( ) 


PHILLIPS, M. J The International Nickel 


Co., Inc., 67 Wall St., New York 5. (6) 
PHILLIPS, Pat \ Vice-Pres., Needham 
& Grohmann, In 630 Fifth Ave New 
York i6) 

PHILLIPS STUART G Treasurer, The 
Dole Valve Company, 1923 Carroll Ave 
Chicago 12 (2) 

PHOENIX EDWARD A., Asst Mer Pipe 
Dept Johns-Manville Corp 22 E 40th 
St New York 16 (6) 

*PicKET? H. N Dist. Mer., Chemical 
Preview and Food Previs« w, 801 Caxton 
Bids Cleveland (4) 

*PicKRELL, R. H Publisher's Representa 
tive { Tyler Ave Detroit. €12) 

*Prercr MacDoNaLp H Salesman, In 
dustrial Eouipment News 1145 Supe 
rior Ave Cleveland 14 (4) 

*Pir zs. W RB Rustliess Iron & Steel 
Corp., 3400 E. Chase St., Baltimore, Md 
{ ;) 

* Pret HARO Asst. Nat'l. Adv. Mer 
Newark Evenina News. 215 Market St 
Newark 1 N. J (11) 


PIERSON, SAMUEL C., Pub. Rel. Mer.. Star 


Electric Motor Co., 200 Bloomfield Ave 
Rloomfield. N J «11) 

*PILKINGTON, D. G., Reinhold Publ. Corp 
110 S. Mis iz Ave Chicago 4 (2?) 
PINKERTON, FRED H Dir. Pub. Rel., 
Reeves Sound Laboratories, 62 W. 47th 

St New York 20 (11) 

PINKERTON W C., Monel and Rolled 
Nickel Adv. Dept International Nickel 
Co 67 Wall St New York 5. (6) 

Prrer. R N Adv. Mer., The Cincinnati 
Rickford Tool Co 1220 Forrer St., Oak 
ley. C innati 9 (2) 

Prrscu kt Ww \ Pres Midwest Adver 
tisir Ager Cit Hall tilde Rock 
for 1 ) 

Pitt, Joun O Ady Mer Canadian 
Fairbanks-Morse Co Ltd 980 St. An 
toine St Montreal, Que Can. (17) 
PLISH KER, HERRERT FE Adv. Mer., West 
nazhouse Lamy D> Westinghouse 
Elk & Mf c Bloomfield, N. J. (6) 

*# PLOWFI Wa. F. (7) 

P ME TAMES M Asst Adv Mer 
Leeds & Northrup Company 4901 Sten 
tor Ave Philateiphia 44. (7) 
PORHLMANN, (Mrss) Miiorep, Adv. Mer 
4 M. Collins Mf Co "6 W. Colum 
bia Ave Philadelphia. (7) 

POLLA BRAXTON Ady Mer A FF 
Green Fire Brick Co., Mexico, Mo. (A) 

*Powroy, Greoree FE... N. E. Mer., Factor 
Va ‘ ent & Wa fenance 1427 Stat 
ler Bide Boston. (1) 

Poor. Roger A. Rover A. Poor. Advertis 
ir Dodge St Salem, Mass. (1) 

*Porpr, ¢ \ West. Mer The Foun 


dry, 520 N. Michigan Chicago 11. 


(4) 
PorTer, HENRY A., 
Seyvybold-Potter Co.. 
Cleveland 5. (4) 
PorTer, J. ERWIN, Art 
Rumrill & Co., 364 
ester 4, N. Y. (24) 
*PORTER, JOSEPH, Treas., 
Co., 800 Second Ave Pittsburgh 19. 
*PoTTer, Epwin W., Adv. Rep, McGraw- 
Hill Publ. Co., Inc., 601 W. 5th St., Los 
Angeles 13. (19) 


Povutton, H. L., 


Ave., 


Harris- 
7ist St., 


Vice-Pres., 
4510 E 


Charles L. 
Ave., Roch- 


Dir., 
East 


Atlas Engraving 
(Ss) 


Adv. Mer., Pittsburgh 


Plate Glass Co., Columbia Chemical 
Div., Grant Bldg., Pittsburgh 19. (8) 
Power, (Miss) KATHERYN H., Adv. 
Dept., Dresser Mfg. Co., Bradford, Pa. 
(A) 

Power, W. E. G., American Ship Build- 
ing Co., 1710 Terminal Tower, Cleve- 


land 13 (4) 
Powers, L. F., Adv 
Co., 1401 Summit St., Toledo 1 (13) 
PowrTer, N. B., Sales Pro. Mer., Howard 
Smith Paper Mills, Ltd., 407 McGill St., 
Montreal, Que., Can. (17) 
Poyntz, A. R., Stephenson-Scott, 
100 Adelaide St. W., Toronto, 
(14) 
*PRAK KEN, 
School Shop Magazine, 


Mer.,. Hettrick Mfg. 


Ltd., 
Ont., Can 


LAWRENCE W., Ed. & Pub., 
1013 Broadway, 


Ann Arbor, Mich. (12) 

*# PRATT, Epwarp I. (6) 

PREBLE, EarRL R., Acct. Exe Griswold- 
Eshleran Co., 2700 Terminal Tower, 
Cleveland 13 (4) 

*# PRELLE, F. WALLACE. (20) 

*PRENDERGAST, FRANK, Mng. Editor, In- 
dustry, 833 Park Square Bldg., Boston 


16. (1) 


*PRENTICE, SARTELL, N E Adv. Rep., 
Time, Statler Bldg Boston 16 (1) 
Price, Gorpon F., Editor, General Elec- 


tric Co., 1 River Rd., Schenectady, N 


(A) 
*PRITCHARD. P. F., M 


Graw-Hill Publ. Co., 


Inc., 520 N. Michigan Ave., Chicago 11 
qZ) 

*Properr, Ciype, Vice-Pres., Beil & Evans 
Co 850 Market St, Youngstown, O 
(10) 

Proctor, Donatp H., Acct. Exec., Behel 
& Waldie & Briggs, 221 N. La Salle St., 
Chicago 1 (2) 

*Prouty, Don L., Pub. Rep., Thomas Publ 
Co., 18265 Parkside Ave, Detroit. (12) 
Puppock, W E., Secy.-Treas.. Jencick 
Engineering, Ine 1825 E 18th St., 
Cleveland (4) 

*Pucn, M. D., Pa Coast Mer, Diesel 
Publications, Im and Instruments 
Publ. Co., 2989 Lincoln Ave., Altadena, 
Calif. (19) 

*# PUTMAN, RuSssELL L. (2) 


PuTNAM, C. V, Secy Reliance Electric 








& Engineering Co., 1088 Ivanhoe Rd., 
Cleveland 10 (4) 

*PuTNAM, H. S., Mer. Publ. Dept., Cana- 
dian Marconi Co Ltd 211 St. Sacra- 
ment St.. Montreal Que., Can. (17) 
PYLE, CHARLES G Mnzg. Dir., National 
Electrical Wholesalers Assn., 500 Fifth 
Ave., New York. (6) 

*QUARLES, S. H., Rep., Power, 330 W. 42nd 
St... New York 18 (6) 

*QUENNELL, R., Sales Pro.. Blake, Mof- 
fett & Towne, 242 S. Los Angeles St., 
Los Angeles 12 (19) 

*QUINLAN, H. A Vice-Pres. & Treas., 
Spencer W. Curtiss, Inc., Circle Tower, 
Indianapolis 4 (15) 


R 


Racey, Erte, Vice-Pres Tracy-Locke- 
Dawson, Ine 1307 Pacific Ave., Dallas 
1, Texas (A) 

RADER, DOUGLAS Ady Mer., Lindberg 


Engineering Co., 2450 W 


Chicago 12 (2) 


Hubbard St., 


RAILSBACK H. M Dir of Adv., Deere 
& Company, Moline, Ill. (A) 

RANDALL, Grorce LE B Adv Mer., 
Wickwire Spencer Steel Co 500 Fifth 
Ave New York. (6) 

*RANKIN, Vireo. L., Me Adv. & Sales 
Pro., Pacific Manifoldine Book Co., Inc., 
5750 Green St., Emeryville 8, Calif. (18) 

*RAYMOND,. FRANK J, West. Adv Mer., 
American School Publ. Corp., 400 W 
Madison St., Chicago 6. (2) 


REACH, CHARLES DALLAS. Pres, Charles 
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Dallas Reach Co., Park Pla: Newar 
NM. dg. (ii) 

READMAN, B. L., Adv. Mgr., V Ir 
1400 Oakman Blv4d., Detroit is 

*® REAM, RICHARD R. (12) 

REAST, FRED M., Pres., Fred Reas 
Advertising, 10 E. 43rd St., v ¥ 
17. (6) 

REEBEL, DANIEL, Adv. Mer., aM 
chine Co., P. O. Box 1466, | ur 
(8) , 
REEcE, C. A.. C. A. Reece Indus P 
licity, 405 Erie Blidg., Clevelay 5 
REED, J. E., Adv. Mer., H. B Cc 
Inc., Westfield. Mass. (20) 

REED, R. S., Jr., Adv. Mer., sburg 
Equitable Meter Co., 400 N ne 
Ave., Pittsburgh 8. (8) 

*REESE, LESLIE E., Metal Indust Ca 
log, 1133 Leader Blidg., Cle, id 
(4) 

REESEY, CHARLES M., Adv. M T 
Cincinnati Milling Machine (¢ Ma 
burg Ave., Cincinnati 9. (3) 

*REGAN, JOHN, Editor, Aviati Equ 
ment, 1170 Broadway, New Yor 1 
REHNQUIST, MELVIN. Mer. A er 
Mall Tool Co., 7740 South Chic: Ave 
Chicago 19. (2) 

REIBEL, JAY M., Dir. Adv. & Put An 
can Car & Foundry Co., 30 Cl hs 
New York 8. (6) 

*REICH, HENRY MILTON, Gen. Sales Mg 
Steel Publications, Inc., 108 Smithfix 
St., Pittsburgh 30. (8) 

REIDINGER, A. W., Sales Mer., Bay ( 
Shovels, Inc., Bay City, Mich \) 
*REILLY, Louis D Republic Bar Ni 
Co., 3113 Forbes St., Pittsbure! 8) 
REINCKE, CHARLES A., Sec reas 
Reincke-E'lis-Younggreen & | Ir 

520 N. Michigan Ave., Chicag 

REINER, GEORGE. George Reiner A 
Agency, 901 Broad St., Newark, N 
(1) 

RFINHARDT, R_ T., Asst. Sales Pro. Mg 
Kaiser Co., Inc., 801 Syndicate Bldg 
Oakland 12, Calif. (18) 

REITER, O. A, 2822 E. 132nd St., Cle 
land 20. (4) 

REMINGTON. WILLIAM B.. Pres., Wn 


Remington, In 
Springfield 
RENNER. OTTro W 


Advertisers, 315 

phia 2. (7) 
*RevutTrr, H. F, Vic 

don, Ine Mfrs I 


RHOADES, B 
Rhoades Metaline 
St., Longe Island 
RHOADS. J. EDGAR 
J E. Rhoads & 
Philadelphia 6 


RuHopves, LEonNaRD B.. Mer. Adv 
Pro., Lyon Metal Products, I 
Box 671. Aurora. Tl. (2) 

*Rice, Frank O. Vice-Pres., Ne 
ment Digest, 734 Penton Bldg 
land 13. (4) 

Rree. J. D. Secy W-K-M Ce 
In 2°0 Roberts St., Houston 
(2%) 

*Rice, K'nestey L.. Pres.. Tech 
Coa 53 W Jackson Blvd, Cl 


RiewarRpDs, CarRL FE 


Chemical Laberat 
chester Ave., St 
Rrcwarnson, C. P 
& Downing, 

22 (8) 


% RICHARDSON, 
RICHARDSON, J. M 
ardson Co 
Lockland 


3 Mass 


532 Oliver 


FREDERICK A 


196 Worthin 
(A) 
. Acct Exe 


S. 15th St., 


e-Pres., John 
sldg.. Pittsbur 


RicHarp, President, R 


Co., Inc 0 
cay, we. Be 

Che. Sales 
Sons, 35 N 


(7) 


ories, Tne 
Lovis 10. (9) 


Acct. Exec 


(6) 


Jr., Secv., T 
Wvroming & Coone 
Cincinnati 15, (%) 


*RICHARDSON, JAMES FE., Manuf 
Pen Investment Bldg Pitts 
(8) 

#RICHARDSON, JOHN. (1) 
RrcKaen. C H., Partner, Hort 
Co "200 Industrial Trust Bld 
dence 3 R I e?0) 

Ricks, Dav'n M., Merch. Mer 
ine & Casctinee Cor 1350 Jat 
Ferndale, Mich (12) 

Riper. SuvwNerR C.. Asst. Pub M 
versal Atles Cement Co., 135 
St., New York. (6) 

R'vLeyY Rosert C Mer. St 
Copperweld Steel Co., Glassport 

*RieMeRsva. Crarpnr B Dist. M 
itectural Pecord, 700 Merchand 
Chicago 10. (2) 

Rret7KF. Wruurame T.. Adv. M 


moni Machinery 


Builders, I 


Ad: Mer 


Bidzg., Pitt 


gton & 


Renr 
Philade 


(. Br 

7 Fif 
& Ad 
6th § 


& Sal 
I 


Y 


Walk 
hens 


1949 
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° 0) Woodbury SAYS: 





ee 
AT Lypes are so expressive 
and adaptable” 


“Generally I start by looking for the architectonic feeling involved in the subject 
and select type faces that in design, size, and capacity for dramatic effect help me 


convey that feeling to the reader. Here I blended the elements of practical sim- 





plicity, sleek sheen, and slight decorativeness by the use of Grayda, Empire, and 


c. 0. WOODBURY 


nationally known art director and 


Spartan, vith Bodoni text.” 


graphic arts designer ; . : —e ; ; 
Mr. Woodbury has desigr ed an amazing variety of direct advertising, from 


als 2 . » 
7 exquisite little announcements to the most elaborate of booklets in full color... 
Have you a copy of the ATF Red Book of and in most of them ATF types jl 1y an important role. The principal reason, as 
Types? If not, send for one. Also, single . ’ 
page showings including complete alpha- he aptly points out. is one every layout man will appreciate ... the soundness of 


bets of the following and other ATF types. ae oo . , : alld 
structure and great adaptability of AT I type faces in expressing and dramatizing 


Bernhard Modern any idea graphically. 


R oman 
Lydian Cursive 


BALLOON EXTRA BOLD Imerican Type Founders 


3ernhard Gothic Medium Cond. = | 
200 ELMORA AVENUE, ELIZABETH 3, NEW JERSEY 


Spartan Black This advertisement is set in Grayda, Onyx, Bodoni Book and Bodoni 
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NIAA Membership Roster 


West Springfield, Mass. (20) 


Gas Journal, 613 


Kimberly-Clar 


Griswold-Eshleman 


stine & Osborn, Inc 


Broad & Wallace Sts., 


Adv. & Sales 
Raldwin-Hill Co 





*RONEY 
Conover-Mast Corp., 205 E. 
New York 17. (6) 

*% Roocn, ALLAN T (3) 

*Roop, ALLAN, Asst. Mer., Atlantic Dist., 
McGraw-Hill Publ. Co., Inc., 330 W 
find St.. New York 18. (11) 

Rooney, E. M., Adv. Mer., Weyerhaeu- 
ser Sales Co., First National Bank 
Bidg., St. Paul, Minn. (2) 

Rooney, JOHN E., Acct. Exec., Geare- 
Marston, Inc., 1600 Arch St., Philadel- 
phia. (7) 

Roos, Epwin G., Vice-Pres., Plymouth 
Cordage Co, N. Plymouth, Mass. (1) 

*® Rose, ABRAM J. (4) 

*Rose, AL, Sales Pro. Mer Electrical 
Wanufacturing, 1250 Sixth Ave., New 
York 20. (6) 

*Rose, AL J., Skinner & Kennedy Sta- 
tionery Co., 416 N. Fourth St., St. Louis 
(9) 

Rose, Howarp W., Asst. Secy., The Bu- 
chen Co., 400 W. Madison St, Chicago 
6. (2) 

* Rose, R. P. (12) 

*ROSENBERG, HaroLp H., Pres., Industrial 
Publications, In 59 E. Van Buren S8t., 
Chicago 5. (2) 

ROSENMILLER, J L Mer., Accessory 
Equip Maintenance Dept., York Ice 
Machinery Corp., Roosevelt Ave., York, 
Pa. (16) 

*% ROsSENQUIST, HAROLD. (1) 

*Rost, O. Frep, Ed. & Mer., Wholesaler’s 
Salesman, 330 W. 42nd St.. New York 
18. (6) 

Rotu, W. E Babcock & Wilcox Co., 85 
Liberty St.. New York 6. (6) 
ROUNTREE, R. J., Adv. & S. P. Maer., A 
B. Dick Co., 720 W. Jackson Blvd., Chi- 
cago 6. (2) 
toweE, R. C., Mng. Dir., 
ness Publications, Ltd., 
Que., Can. (17) 

Rowe, Wma. G., Vice-Pres . Carter-Owens 
Adv. Agency, Inc., 609 Minnesota Ave., 
Kansas City 12. (A) 

RoweE.Lit, JonHn J., Secretary, Guardian 
Electric Manufacturing Co., 1400 Wash- 
ington Blvd., Chicago 7. (2) 

ROWLAND, G. O., Adv. & Sales Pro. Mar., 
The Osborn Mfg. Co., 5401 Hamilton 
Ave., Cleveland. (4) 

Roy, L. C., Secy. & Treas., Ralston Steel 
Car Co., 2901 E. Fourth St., Colum- 
bus, O. (25) 

*Royver, GLENN, Rep., Marine Engineering 
é Shipping Review, 1500 Terminal Tow- 
er, Cleveland 13. (4) 

*Rvusin, Lov T., Pres., Temple Press, Inc., 
129 N. 12th St., Philadelphia. (7) 

*Rupp, J. H., Vice-Pres., McGraw-Hill 
Publ. Co., Inc., 330 W. 42nd St., New 
York 18 (6) 

RuMRILL, CHARLES L., Pres., Charles L 
Rumrill & Co., 364 East Ave., Roches- 
ter 4, N. Y. (24) 

Rumsey. (Dr.) L. A., Industrial Mktg 
Div., The W. E. Long Co., 155 N. Clark 
St., Chicago 1. (2) 

RuUMWELL, R., Adv. Mg 
Business Machines Cor 
Ave., New York. (6) 
RuprecutT, Cart H. W., Adv. Mer., Un- 
derwood Elliott Fisher Co., 1 Park Ave., 
New York (6) 

*RUPRECHT, PHILLIP, Resident Mer., Mc- 
Graw-Hill Publ. Co., Inc., 2-145 General 
Motors Bldg., Detroit 2. (12) 

Rups, Georce G., Sales Pro. Mer., The 
American Laundry Machinery Co., Ross 
& Section Aves., Norwood 12, O. (3) 

Rusk, H. R, Asst. Sales Mer., Cleveland 
Cap Screw Co., 2917 E. 79th St., Cleve- 
land. (4) 

RutuHu, CHEstTer W., Director of Adv., Re- 
public Steel Corp., 3100 E. 45th St., 
Cleveland 4. (4) 

RYAN, CLiFrForp J Mer. Print. Dept., 
Netherland Plaza Hotel, Fifth and Race 
Sts.. Cincinnati 2. (3) 

RYAN, James J.. Mer. Adv. & Sales Pro., 
Rockwood Sprinkler Company. 38 Har- 
low St Worcester, Mass. (1) 

Water L.. Adv. Mer., The R 

Madison 


> 


Cincinnati 8. (3) 


Ss 


SAGENDORPH, F. E.. 2nd Pres., Penn 
Metal Corp. of Pa Oregon Ave. & 
Swanson St., Philadelphia 48. (7) 

*SALMOND, Eric C., Bus. Mgr., The Mone- 
tary Times, 341 Church St Toronto, 
Ont., Can. (14) 


National Busi- 
Gardenvale, 


r., International 
p., 590 Madison 


RYBOLT 
K. Le Blond Machine Tool Co., 
& Edwards Rds., 


RicHaARD T East. Adv Mer., 
D. 42nd St., 
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SAMMIs, JOHN C., Adv. Dept, sholt 
Machine Co., 1245 E. Washingt Ave 
Madison 3, Wis. (5) 

Sams, G. E., Sales Mgr., Reliance Luge 
Column Co., 5902 Carnegie Ave., eVe- 
land 3. (4) 

Samson, G. J., Adv. Dept., Cana Ce- 
ment Co., Ltd., Phillips Square font- 
real, Que., Can. (17) 

SANGER, ALAN B., Owner, Alan B. Sap. 
ger Advertising, 60 E. 42nd St New 
York 17. (6) 

SANN, E. W.. Owner, E. W. S§: & 
Assoc., 402 Plymouth Bldg., Minn-apo. 

22) 


lis 2. (3 
SAUEREISEN, C. FRED, Owner, Sauer-iser 
Cements Co., 1045 N. Canal St, tts 


burgh (Sharpsburg Sta.), Pa. (8) 

*®SAURMAN, DUDLEY S. (7) 

*SAWHILL, R. V., Domestic Enginecring 
Publications 110 E. 42nd St., New York 
(6) 

SAWIN, GEORGE A., JR., Dist. Sales Pro 
Mer., Westinghouse Elec. & Mfg Co 
10 High St., Boston. (1) 

SAWIN, HERBERT A., Sales’ Engineer 
Yuba Manufacturing Co., 351 California 
St., San Francisco. (18) 

SCANDLING, FREDRIC D., Adv. & Sls. Pre 
Mer., Todd Company, 1150 University 
Ave., Rochester 7, N. Y. (24) 

SCANLON, EUGENE, Adv. Mer., Johnson 
Bronze Co., S. Mill St., New Castle 3 
Pa. (10) 

ScHAFER, W. H., Asst. Adv. Mer., The 
General Fireproofing Co., Youngstown 
©. ¢€10) 

ScHANZ, L. J., Adv. Megr., The Mercoid 
Corporation, 4201 Belmont Ave., Chi 
cago 41. (2) 

ScCHAPTRO, MAuRIcE, Cincinnati Planer 
Co., 3120 Forrer St., Cincinnati. (3) 

SCHEEL, CARL W., Pres., Scheel Advertis- 
ing Agency, 1740 E. 12th St., Cleveland 
14. (4) 

SCHEIBLE, ALFRED G.. Acct. Exec., Ed 
Wolff & Assoc., 428 Taylor Bldg., Roc! 
ester 4, N. Y. (24) 

*SCHELL, Harry M., Rep., Thomas Pub! 
Co., 823 Rives Strong Bldg., Los Ar 
geles 16. (19) 

SCHELLENBACH, sURTON, Vice-Pres 
Rickard & Co., Inc., 330 W. 42nd St 
New York 18. (6) 

SCHELLENBACH, EpGar, Adv. Div., Amer 
ican Rolling Mill Co., Curtis St., Middle 
town, O. (3) 

SCHENDORF, ARTHUR P., Adv. Megr., Na 
tional Pneumatic Co., 970 New Bruns 
wick Ave., Rahway, N. J. (11) 

*SCHIFFERLI, FRANCIS, JR., Gen. Mer 
Culver Herald Engraving Co., E 
Main St., Rochester, N. Y. (24) 


ScHINK, W. H., Space Buyer, G. M. Bas 
ford Co., 60 E. 42nd St., New York 1i 
(6) 

Scuiwetz, E. M., Vice-Pres. Franke 
Wilkinson-Schiwetz, Inc., 206 Cotton 
Exchange Bldg., Houston, Tex. (27) 
ScHMERTZ. J. R., Mer. Adv Div., The 
Mathieson Alkali Works, Inc., 60 E 

42nd St., New York 17. (6) 

ScumiptT, C. N., Adv. Supv., Americar 
Steel & Wire Company, Rockefeller 
Bldg., Cleveland (4) 

*ScumMipt, Juuius, Pres. & Gen. Mer., The 
Eddy Press Corp. So. Braddock Ave. at 
Kensington St., Pittsburgh 21. (8) 

ScumitTtT, F. E.. Adv. Dept., Hercules 
Powder Co., Wilmington, Del. (7) 
ScHNEIpeER, S. E., S. E. Schneider Advert 
tising, 1599 Pennsylvania Ave., Detroit 
14. (12) 

SCHNELL, W. G., Exec., Vice-Pres., Rus 
sell T. Gray, Inc., 205 W. Wacker Drive 
Chicago 6. (2) 

ScHOLLER, FRED C., Pres., Scholler Bros 
Inc., Collins & Westmoreland Sts., P! 
adelphia. (7) 

ScHOLTz, WM. G., Owner, Wm. G. Scho!ltz 
Adv. Service, 1201 W. Fourth St., Los 
Angeles. (19) 

Scuorr, E. R., Asst. Adv. Mer., Lindberg 
Engineering Co., 2450 W. Hubbard St 
Chicago 12. (2) 

SCHOTTENBERG, Ray T., Sales Mer As 
tatic Corp., 830 Market St., Youngstow! 
1, O. 410) 

ScHREINER, G. Reep, Adv. Mer., C 
negie-Illinois Steel Corp., Carneg 
Bldg., Pittsburgh 30. (8) 

SCHUCKLE, HERBERT C., Acct. Ex¢ 
Emery Advertising Co.. Inc.. Baltim« 
Life Bldg., Baltimore, Md. (23) 

ScHULENBURG. E. A. W., Secy., Gard! 
Advertising Co., 915 Olive St., St. Li 
1. (9) 
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number of pages 





HM ABCD 


% increase in 


HM ABC 


% increase in 
number of accounts 


Here is a picture of what advertisers think of 


HosPpITAL MANAGEMENT. 


It shows that they have given HosprraL MANAGE- 
MENT the greatest percentage increase in advertis- 
ing volume accorded any publication in this field 


for the first six months of 1943. 


With a gain of 48.5°) in number of pages of 
advertising compared with the same period in 1942, 
HosprraL MANAGEMENT led the field by a wide 
margin. Its record with respect to number of 
accounts is equally outstanding, with an increase 
of 32.5°,. With 39 new accounts recorded during 
the first half of the year, and a 27.2% gain in 
number of insertions, this picture of advertiser- 
icceptance is even more startling. 

Kditorial promoting 


vitality—in developing, 


| erystalizing opinion—has given HospPiraL 
\NAGEMENT the tremendous reader-interest which 


} 


- made this record possible. 
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With hospitals confronted with the greatest 
threat in their history—encroachment of the fed- 
eral government upon the voluntary hospitals and 
the Blue Cross Plans—HospiraL MANAGEMENT, 
with an alert, enterprising and courageous editorial 
policy, has led the opposition to the government 
program. All of the other hospital publications 


have now joined the effort to turn back this threat. 


Coupled with HosprraL MANAGEMENT’S exclu- 
sive news-gathering facilities, this is the type of 
editing that gives each issue impact on the market. 
That in turn spells results for advertisers, for only 
editorial power can put punch into advertising 


pages. 


We shall be glad to give you additional infor- 
mation about the advertising values which have 
brought about such a remarkable increase in 
advertising—an increase which will be still further 


improved in the record for the year as a whole. 





@ HOSPITAL MANAGEMENT @ 


The Only Hospital Publication which is a member of both the ABC and ABP 
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& Holly Aves., Clifton Heights, Pa. (7) 

*THIELITZ, H. O., Art Director, Marbridge 
Printing Co., 225 Varick St., New York 
14. (6) 

*THIERER, RAY M., Sales Mer., Food In- 
dustries, 330 W. 42nd St., New York 
18. (6) 

THOMA, CHARLES. Partner, Thoma & Gill 
15 Washington St., Newark 2, N. J. (11) 

*THOMAS, H. F., Dist. Mer., Sweet’s Cata 
log Service, 206 Professional Bldg., 
Pittsburgh 22. (8) 

THOMAS, H. VON P., Merch. Mer.. Buss 
mann Mfez. Co., University at Jefferson, 
St. Louis 7. (9) 

THOMAS, IRA A., Pres., Meek and Thomas 
Inc.. 724 Wick Ave., Youngstown 2, O 
(10) 

THOMAS, JAMES R Pres., Thomas & 
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Skinner Steel Products Co., 1120 E 
23rd St., Indianapolis 5. (15) 

THomas, P. W., Adv. Mer., Fate-Root- 
Heath Co., Plymouth, O. (4) 

THOMAS, Ray B., Adv. Mer., Trackson 
Co., 3333 8S. Chase St., Milwaukee 1. (5) 

*THOMPSEN, HAROLD E., Vice Pres & Gen 
Mer., A. 8S. Gilman, In 623 St. Clair 
Ave., N. E., Cleveland. (4) 

THOMPs N, FRANK B., Canadian Marconi 
Co 211 St. Sacrament St Montreal, 
Que., Can. (17) 

*THOMPSON, FRANK D., Sutton Publ. Co., 
612 N. Michigan Ave., Chicago 11. (2) 

*THOMPSON, FREDERICK H, Vice-Pres., 
Simmons Boardman Publ Corp., 1500 
Terminal Tower, Cleveland 13. (4) 
r'Hompson, J. J., Mer. Sales Pro., Parker 
Appliance Co., 17325 Euclid Ave.. Cleve- 
land 12. (4) 

*THOMPSON, JOHN R.. Vice-Pres.. Trade- 
press Publ. Corp., 309 W. Jackson Blvd., 
Chicago 6. (2) 

THOMPSON, Lewis A., Asst. Adv. Mer. 
Hughes Tool Co., P. Oo Box 2539, Hous- 
_ton 2, Tex. (27) 

THOMPSON, ALEXANDER, JR., Vice-Pres, & 
Adv Mer., The Champion Paper & Fibre 
Co., B Street, Hamilton, O. (3) 
THOMSON, GILBERT R.. Adv Mer., Wal- 
worth Co., 60 E. 42nd St.,. New York 17 
(6) 

Homson, L. H., Sales Mer., State Mfg 
& Const. Co., Franklin, O. (3) 
THORNTON, G. K., Sales Pro. Mer.. Cuno 
Engineering Co., Vine St.. Meriden 
Conn, (20) : 
THROCKMORTON, E. A., Dir. of Sales Pro 
Container Corp. of America. 111 W 
Washington St., Chicago 2. (2) 
T:EMAN, T. W., American Laundry Ma- 
chinery Co Ross and Section Aves., 
Norwood Sta Cincinnati 12 


(3) 

*TINKHAM, J. H., Calif Rep., Oil &€ Gas 
Journal. 1408 So. Grand Ave Los An- 
geles 15 (19) P i 
PiPpTon, W. H.. Jr Acct. Exec... Franke- 
Wi kinson-Schiwetz Inc., 206 Cotton 
Exchange Blde Houston 2, Tex. (27) 
rosin, Harry G East Sales Mer., 
Simonds Saw & Steel Co., 1350 Colum- 
bia Road, Boston 27. (1) 

opp E. F Asst Adv. Mer.. Imperial 
zs iss Mfe Co., 1200 W. Harrison St., 

cago 7 (2) 


Tompson, EF. C Adv. Mer., Burndy En- 


gineering Co 107 Eastern Blvd... New 
York 4. (11) 

TONSMI IRE, JAMES M Marshalk and 
Pratt ©o.. 535 Fifth Ave., New York 17 
(6) 


*Tore, Dick, Dist. Mer . Electrical Equip- 
ment, 1836 Euclid Ave., Cleveland 15 


(4) 
TorTen, J., International Nickel Co. of 
Canada Ltd 5 Kine St Ww. Toronto 


Ont Can. (14) 

*TOWNE, JosEern, Metals and Alloys, 128 
12th St Philadelphia. (7) 

TOWNE, Rornert W., WL. Towne Adver- 
tising, 10 EF. 40th St... New York 16. (6) 
TOWNE, W. L.. Owner, W. L. Towne Ad- 
vertising, 10 FE. 40th St.. New York 16 
(6) 

TRAVERS E.uis Dir. of Ady Croslev 
Corp., 1329 Arlington St., Cincinnati. (3) 

*TREAENDLY, WALLACE F., Adv. Sales. In- 
dustrial & Engineering Chemistry, 330 
W. 42nd St., New York 18. (11) 

*TREDWELL, THOMAS A Adv. Mer. Archi 
fectural Record 119 W 19th St New 
Yok 18. (6) 

TROTMAN, J. B., Gen. Sales Mer., Black- 
mer Pump Co 1809 Centurv Ave Ss 
W., Grand Rapids 3, Mich. (A) 

TrotTr, CHARLES S Dir. Adv. & Sales, 
Parker-Kalon Corp., 200 Varick St. 
New York 14 (6) 

*TrorT, DupLeY B.. Ohio Mer., Hitchcock 
Publ. Co., 2187 Olive Ave., Lakewood 7 
©. (4) 

Trumeie, L. A., Adv. Mer., The Trane 
Co., 2032 Cameron Ave La Crosse, 
Wis. (A) 

TRUNDLE, Roprert C., Supv. Stan. Prac., 
Trundle Engineering Co., Buckley Bldg., 
Cleveland. (4) 

TRYTENN, JOHN M., Adv. Mer., Physicists 
Research Co 343 8S. Main St., Ann 
Arbor, Mich. (12) 

Trekker, A. W., Secy. & Sales Mer., The 
Henry G Thompson & Son Co 277 
Chappel St.. New Haven, Conn. (20) 

*#Tuiiy, G. W. (11) 
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#®TUNNEY, GENE. (6) 


*TURNER, FRANCIS M., Vice-Pres., Rein- 
hold Publ. Corp., 330 W. 42nd St., New 
York 18. (6) 

*TuRNER, G. G., West. Mer., Heating € 
Ventilating, 228 N. La Salle St. Chi- 
cago 1. (2) 

TURNER, Harry, Pres., Coal Service, Inc 
Harry Turner & Assoc., 700 Quincy, 
Topeka, Kans. (8) 

*TURNER, WALTER V., West. Mer. Rob- 
bins Publ. Co., 122 8S. Michigan Ave., 
Chicago 3. (2) 

TURNER, WILLIAM I., Mer., Control Ap- 
paratus Div., Railway & Power Engi- 
neering Corp., Ltd., 171 Eastern Ave., 
Toronto, Ont., Can. (14) 

TUTHILL, Gordon, Adv. Mer., Crucible 
Steel Co of America, 405 Lexington 
Ave., New York 17. (6) 

*TYLER, DONALD H., Phila. Rep., Time, 
Inc., Girard Trust Bldg., Philadelphia 
2. (7) 

TymickK, Henry W., Acct. Exec., The 
Buchen Co., 400 W. Madison St., Chi- 
cago 6 (2) 

TYNDALL, S. 8S. Mer. Pub. Rel., Propeller 
Div. Curtiss-Wright Corp., Caldwell, 
N. J. (11) 

*®TYSON, IRWIN W. (6) 

TYSON, Oscar S., Pres., O. S. Tyson and 
Company, Inc., 230 Park Ave., New 
York 117. (6) 


U 


Upeitt, C. G. The Superheater Co., 60 
FE. 42nd St., New York 17. (6) 
ULLMAN, ROLAND G. E., Pres., The Ro- 
land G. E. Ullman Organization, 1520 
Locust St., Philadelphia 2. (7) 
Uniraicn. Evw. L., Acct. Exec, Rogers- 


Gano Adv. Agency 632 First Nat'l 
Bank Bldg, Houston 2, Tex. (27) 
*LINDERWOOD, ANDREW \ Vice-Pres 


Frank P. Bennett & Co., Inc., 320 
Broadway, New York 7. (6) 

*LNDERWOOD, ARTHUR J.. West. Adv. Mer., 
S 1. FE. Journal, 3-210 General Motors 
Bldg., Detroit 2. (12) 

Unwin, B. V, Prop... Unwin Advertising 
Agency, 5144 14th Ave., Detroit 8. (12) 
UsHer, A Ady Mer., R.C.A. Victor, 
Ltd., 1001 Lenoir St., Montreal, Que., 
Can. (17) 


Vv 


VAALER, JoHN C, Adv. Mer., AsKania 
Regulator Co.. 1603 S. Michigan Ave., 
Chicago 16 (2) 

VAN ALSTYNE, G., Adv. Mer., Air Reduc- 
tion Sales Co., 60 E. 42nd St.. New York 
17 (6) 

VAN AUKEN, KENNETH L., Van Auken- 
Ragland, Inc, 326 W. Madison St., Chi- 
cago 6 (2) 

VAN CLEEF, Epwarp R., Asst. Sales Mer., 
Passonno Hutcheon Co., 9808 Meech 
Ave.. Cleveland (4) 

*VANDER Voort, V. H Serv. Mer., The 
Ben Franklin Press, 812 Huron Rd., 
Cleveland 15 (4) 

VaN De Vate, Ray L., Asst. Adv. Maer., 
Bausch & Lomb Optical Co., 635 St 
Paul St., Rochester, N. Y. (24) 

VAN Drver, VERNON H., Sr., Mer. Adv 
Div., Union Carbide & Carbon Corp., 30 
E. 42nd St.. New York 17. (6) 

VAN Eck, A. F., Asst. Pub. Mer., Grin- 
nell Co, In 260 W. Exchange St., 
Providence 1, R. I (1) 

VaN Haste. Garry J., Asst. Adv. Mer., 
Handy & Harman, 82 Fulton St... New 
York 7 (6) 

Van Hovren, I. B., Adv. Mer., Manning, 
Maxwell & Moore, Inc, 11 Elias St., 
Bridgeport, Conn (A) 

*VaAN KAMPEN. Ropert C., Pres., Hitch- 
cock Publ. Co., 542 S. Dearborn St., 
Chicago 5. (2) 

% VAN LENNEP, FRED L. (7) 

VAN Perten, H. E.. Adv. Mer., Indus 
Prod. Div., The B. F. Goodrich Co., 500 
S. Main St., Akron, O (4) 

Van Scoyoc, Harry S, Adv. Mer., Can- 
ada Cement Company, Ltd., 606 Cath- 
cart St.. Montreal, Que., Can. (17) 

*VAN STFENBERGH, GEorGE W., Adv. Rep., 
Paper Mill € Wood Pulp News, 11 Mon- 
roe Ave., East Orange, N. J. (7) 

VAN Sycke., F. T., Adv. Mer., Handy & 
Harman, 82 Fulton St., New York 7. 
(6) 

*Van Ucm, R. W., Asst. Dist. Mger., Brown 
& Bigelow, 731 Hanna Bidg., Cleveland 
15. (4) 


*VaN WINKLE, Dist. Mer, Fact« Van 
agement & Maintenance, 2-14 Ger 
Motors Bldg., Detroit 7 (12) 
VaRNuM, J. H., Adv. Megr., S& e D 
Company, 6060 Rivard St., Det t 1} 
(12) 

VasEY, R. Bruce, Adv. & §S. | Mer 
Cleveland Chain & Mfg. Co., Br wat 


and Henry Sts., Cleveland 5. (4 
*VeITH, Harotd B., Central Wosten 


Mer.. Machine Design, 1213 W ird 
St., Cleveland 13 (4) 

VICKERSTAFF, Ray, Owner, Ray ‘ cer- 
staff Advertising Co., 309 Ri son 
Bldg., Toledo (13) 

*VINTON, H. K., West. Rep., Pape ade 
Journal, 123 W. Madison St., ‘ ig 
2. (2) 

Vivian, Luoyp R., Sales Pro. Mgr itz 
ler Color Company, 8000 W. ¢ ig 
Ave., Detroit (12) 

*ViacH, Frep H., Dist. Sales Mm hr 


S. Swift Co., Ine, 1213 W. Thir St 
Cleveland 13. (4) 


*VorTMAN, CLype D., Sales Pro ler 
WGAR, Statler Hotel, Cleveland 1 1) 

*VospurGH, G. D., Mill & Factory, : E 
42nd St.. New York 17. (1) 

*Voss, A. F., Pres... American Paint Jour- 
nal Company 3713 Washington . 
St. Louis 8. (9) 


Ww 


WaGNER, CARL A., Acct. Exec., G M. Bas 
ford Co., 422 Leader Bldg., Cleve nd 

« (4) 

WALDIE, BENJAMIN D., Partner, Behe! & 
Waldie & Briggs, 221 N. La Salle St 
Chicago 1. (2) 

WaLkKer, E. S., Asst. Sales Mer., F. J 
Stokes Machine Co.. Tabor Rd. & E 
Adams Ave., Philadelphia 20. (7) 
WaLKER. Harorp C., Pres., Harold C 
Walker, Advertising, 829 Palace Bldg 
Minneapolis 1. (22) 

*\WALKER. Ropert W., Pub. Rep., Moder 
Industry, 403 W. 8th St., Los Angeles 
14. (19) 

*WaALLACE, CHARLES S., Dist. Rep., Ma 
Rae's Blue Book Co., 3218 N. Broad St 
Philadelphia $0. (7) 

WALLINGTON, G. GRANTLY. Copy Chief 
Charles L. Rumrill & Co., 364 East 
Ave., Rochester 4, N. Y. (24) 

*&WatwtsnHn, E. K. (23) 

WatTer, Georce W.. Adv. & Sales Pro 
Mer., Detrex Corp., 13005 Hillview Ave 
Detroit 27. (12) 

WaLTHER. M. G., Russell T. Gray, In 
205 W. Wacker Dr., Chicago 6. (2 

WaANEK, Ropert J., Sales Pro. Mer, Irv- 
ington Varnish & Insulator Co., 6 Argyle 
Terrace, Irvington, N. J. (11) 

WANK, MELVILLE E., Wank and Wank 
580 Market St., San Francisco. (15) 
*Warp, FREDERICK H., Clev. Mer., Nation’s 
Business, 648 Hanna Bldg., Cleveland 

15 (4) 

Warp. TAYLOR, Pres., Ward-Coleman & 
Associates, Cornell Library Bldg 
Ithaca, N. Y. (24) 

*WarDLEY, CHARLES A., Electrical Equip- 
ment, 60 E. 42nd St.. New York 17. (6) 

Ware, Ropert L., Pub. Rel. Dept, West- 
ern Electric Co., 195 Broadway, New 
York 7. (6) 

WaRING, BERNARD G., Yarnall Waring 

Co., 102 Mermaid Lane, Chestnut Hill 
Philadelphia 18. (7) 

WaRMAN, R. B., Owner, Warman & Co 
296 Delaware Ave., Buffalo 2 (26) 
*WaRREN, Dwicnut C., N. E. Mer., The 
Iron Age, P. O. Box 81, Hartford |! 

Conn (20) 

WaTERBURY, DONALD N., Vice-Pres., A. W 
Lewin Co., Inc., 11 Commerce St., New- 
ark, N. J. (11) 

Waters, JOHN P.. Adv. Mar., Light. Div 
Svivania Electric Products, Inc., 0 
Fifth Ave., New York 18. (6) 

% WATSON, ALLAN A. (20) 

*WarTson. Davip R., West. Mer., Weldit 
Engineer Publ. Co., 506 S. Wabash Av 
Chicago 5 2) 

Watson, JAMES H., Adv. Dept., 5 ) 
Warren Company, 89 Broad St., B 
ton. (1) 

Watson, THoMas J., Pres., International 
Business Machines Corp., 590 Madison 
Ave., New York. (6) 

*Watt, WILLIAM T. Vice-Pres., Industry 
€ Power, 420 Main St, St. Jose 
Mich. (2) 

*Watts, H. A., Vice-Pres., Might Dire 
tories, Ltd., of Montreal, 637 Craig > 
W., Montreal, Que., Can. (17) 
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Van ; Nickel Co., Inc., 67 Wall St.. New York *WILLIS. CHARLES F.. Pub., Mining Jour- 
- NIAA Membership Roster wens nal, 520-528 Title & Trust Bldg., Phoe- 
WHEELER, Tom L., JR. Pres., Wheeler, nix, Aris. (A) 























D War aN. J. H, Adv. Mer., L. B. Foster ote a? nat — 7 “ie *WHILLOUGHBY, LLoyp, West. Mer., Mill 4 
1 ti a ’? 1647, A eg 7 Pa., Goleubee On tts _ oS ae oe Factory, 333 N. Michian Ave., Chicago 
an eyl & Patterson, Inc., 50 Water jee 1. (12) 
} 3 ] ra aA s y me hel N . ‘ * 7e zr < 
fer St. Pitted eer oes Lad - nts beedes nus ey ae Wits, Roy, Adv Mer.. Shovel & Crane 
Va) Ww STLER, ALBERT M., Pres., Wearstle eps . ae Div., Lime socomotive Jorks, nc., 
Ac rtising, Inc., 20 Ww Suet WHIPPLE, Bruce, Wearstler Advertising, lsd wre er - 
, r esto 2 “ * 20 a vy s e 4 7s Ww 2. 4 ° . S 
ern Youngstown 3, O. (10) aaet W. Front St., Youngstown 3, O Witson, Epwarp J., Sales Pro. Mer., 
rd “Wi i1ERBY, FRED S., N. E. Mgr., Mc- ’ . —- ; Curtis Lighting, Inc., 6135 W. 65th St., 
Graw-Hill Publ. Co., Inc., 1427 Statler *WHIPPLE, GEORGE F., Educational Direc- Chicago 38. (2) 
‘as RB Boston 16. (20) : tor, Ponder Athenaenums, 50 Beacon , ; 
son , aaa = om St., Boston. (1) Wiison. Harotp B., Asst. Adv. Mer., 
son Wr R LEON H A., 145 Fiskhill Ave am i7 %e ‘ Hamm mill 
Beacon, N. Y. (A) 7 WHITBECK, GorDON E., Adv. Mer., Na- Hammermill Paper Co., a er 
ade . wea tional Mfg. Corp., 153 Fillmore Ave., Rd., Erie, Pa. (A) ae 
12 x! _ Mors. (4)— Tonawanda, N. Y. (26) Wrison, L. Barton, Adv. Mer., Colt’s 
mn ~~¥is H., ee MacRae’s *WHITE, DoNALD H., Vice-Pres., Textile Patent Fire Arms Mfg. Co., Van Dyke 
- B , Boo Company, 23 Fidelity Bldg., Age, 80 Boylston St., Boston. (1) Ave., Hartford, Conn. - ) M Pit & 
ei adr *Wuirte, G. L., Asst. Bus. Mer., Westman *Witson, W. A, East. Adv. Maer., Pit 
” Weser, Norton, Meldrum & Fewsmith, Publications, ‘Ltd, 131 ‘Wellington St. Quarry Publications, 101 Park Ave., 
:, Ir 1705 Republic Bldg., Cleveland. (4) W.. Toronto, Ont., Can. (14) New York 17. (6) 
St x Webster, Davip R. (10) WHITE, HARM, Mer., White Advertising Witt, Harotp A, Space Buyer, Batten, 
#WeEBSTER, ForREsST U. (12) Co., Union Commerce Bldg., Cleveland Barton, Durstine & Osborn, 383 Madi- 
ley *WEBSTER, H S., JR.. Vice-Pres. Gen 14. (4) son Ave., New York 17. (6) 
1) Mer., Distribution & Whsng. Publ., Inc., WHITEHILL, W. N., Adv. Megr., Fisher *& Winans, T. C. (8) 
E 100 E. 42nd St., New York 17. (6) Governor Co., 203 S. First Ave., Mar- *&Winvert, Artur. (2) 
WensTeR, (Miss) M. R., Headq. Secy., shalltown, Lowa. (A) Winstow, C. H., Personnel Mer., Cuno 
National Industrial Adv. Assn., Inc., 100 *WHITELEY, H. C., N. E. Rep., (Jndustrial ; : ~ Tine Meri- 
I > . nies , a , P “ Engineering Corp., 80 S. Vine St., Mer 
E. Ohio St., Chicago 11. (A) Equipment News), 50 Beacon St., Bos- den. Conn. (20) 
ton. (1) la Age 
WessterR, SipNEY H., Chief, Tec ate . . . TINSLOW Sale: . Mer., H. H. 
Section. Hictinse Pistons thr. of Bendix WHITMORE, WILL, Adv. Supv., Western “Foobertace fe ny 2006 Parmern Bank 
Aviation Corp., Teterboro, N. J. (11) maa Co., 195 Broadway, New York Bidg., Pittsburgh 22. (8) 
las WEDEREIT, GENE V., r. Me = : TIN , iv. & Pub. 
nt it Gee ‘WHITTINGTON, Ray N.,__ McGraw-Hill Wisnow, Rate, De, “Tes Ce. 
ville. i<s ” Publ. Co., Inc., 520 N. Michigan Ave., Nicholas Bldg., Toledo 3, O. (13) 
WEEKS, KENNETH W., Pres. & T TI ae oes SS “w “WILLIAM P Vice Pres., Metals 
& EKS, [INNE , os. & Treas. 1e eur mete > . ‘ re INSOR. ALIA} Oe - PS., J 
St Walton Company, { : ; art. WIARDA, (Miss) JOAN TRUMBOUR, Vice- ’ wr 49 S lew Yo 
Pe . aan az. 44 Allyn St., Hart Pres., Metal Finishing, 11 W. 42nd St, one Fat 330 W. 42nd St., New York 
J *WE LE GLENN H., Pr Displ: sec y =a iceneh pe 
‘ it i . es. Isplay , > . 7 -_ > : TIPPE J ‘ > Coast Rep. 
. Aree ds ; - WIBLE, ELMER T., Mer., Product Pro., *WIPPERMAN, R. C., Pac. Coas 
E oe A tt Hamilton Ave., E. E., Pittsburgh Steel Co. P. O. Box 118, Petroleum Engineer, 518 N. Sweetzer, 
‘ WEHMILLER, Pau. K.. Adv. M Pittsburgh 30. (8) Los Angeles. (19) 
ig Wehmiller’ Machinery Go., 4660 'W. WickHaM, M. C., Adv. Mer., The Foote- WiscHEeRATH, Lamnert J., Ady. Mer.. 
Florissant Ave., St. Louis. 19) Burt Co., 13000 St. Clair Ave., Cleve- Buffalo Foundrv & Machine Co., 1543 
*WEHNER. Kari ieee Wel Pr land 8. (4) Fillmore Ave., Buffalo, N. Y. (26) 
+ he Service, 800 Broad St. Ne aw 9 ering *WIGDALE, NORMAN B., Mer., Western * Wise, Lovis Epwarp. (8) 
: (11) Liam Builder Publ. Co., 407 E. Michigan St., Wirnerow, KENNETH C., Acct. Exec. 
' WEIHENMAYER, H. W., Jr., Adv. Mer. meee 65) Walker & Downing, 526 Oliver Bldg., 
St L. H. Gilmer Co., Keystone & Cottman WiceTton, PAUL, Morse Bros. Machinery Pittsburgh 22. (8) 
Sts.. Tacony, Philadelphia 35. (7) Co., P. O. Box 1708, Denver. (A) Wirt, Arno O., Mer. Sales Pro., Schramm, 
ef *WEIKH, WILLIAM, Pres., Contempo Ad- Wipe, W. H., No. Calif. Mgr., The Mc- Inc., West Chester, Pa. (7) 
ist vertising Artists. Inc., 7 W. 45th St., Carty Co., 116 ao Montgomery St., Wirt, W. LANr, Mer., Valves & hey } 
New York 19. (6) San Francisco 5. (18) Adv., Crane Co., 836 S. Michigan Ave 
WEINBERG . ; WILDER, ALMON BROOKS, Pres., Almon Chicago 5. (2) td 
ro American Vacteecse Mauss “Co. meas Brooks Wilder, Inc., 154 E. Erie St., Wrrre, P. F., Partner, Witte & Burden, 4 
re N. Clark St., Chicago 14. (A) Chicago 11. (2) 757 Cass Ave., Detroit 2. (12) 4 
‘WEIR, PRESTON D., Pub. Rep., Fortune, WiLper, T. NEAL, Acct. Exec., Ketchum, wereen. Tep, Acct. Exec, Howard Swink 
8-244 Gen. Motors Bldg., Detroit 2. (12) ggg ot Sy ee _ Koppers Adv. Agency, 372 E. Center St., Marion, 
“Weise, A. F., 2331 Brown Ave., Evan- =. Saree, SS. ts Vv. (25) 
a ston, Ill. (2) *Witps, Horace G., Sales Rep., Power WITTNER, FRED, Owner, Fred Wittner 
a Wrisenpacn, G. F., Adv. Megr., Selberling el ngineering, 121 Waverly Rd., Adv. Agency, 2 W. 45th St., New York 
Rubber Co., Akron, O. (4) - yncote, Fa ‘ 19. (6) 
oe *Weiss, Cecr. G., Editor. Canadian In- *Witey, B. G.. Mer. Res., Mining Pubins., Wore, Ratpu L., Pres., Ralph L. Wolfe 
enotrial tri. | em News, Gardenvale, i et er” aaa lli . ay ta ay” o eee me pel 
a's due an. (17 ¥ ee i ro D 
nd *Weiss, Jack, Editor, Occupational Haz- Witey, JoHn E., Chairman, Fuller & Wo.rENDEN, Rorrrt W., Adv. Mer., 
ards, 812 Huron Rd., Cleveland 15. (4) Smith & Ross, Inc., 71 Vanderbilt Ave., Liberty Planer, Hamilton, O. (3) 
& “WELLS, CHESTER L., Eastern Mer., Metal New York 17. (6) Wotrr, D. A., Sales Pro. Mer., Edwin L 
g Progress, 11 W. 42nd St., New York WILKINSON, HENRY H., Adv. Mer., The Wiegand Company, 7500 Thomas Blvd 
18. (6) Permutit Co., 330 W. 42nd St., New Pittsburgh 8. (8) 
Wer} SORGE : . ; York 18. (6) - - > 4 & 
D- EORGE, Dir. Sales Pro., Adv. & . : a a . Wotrr, Ep. Proprietor. Ed Wolff 
6) FE t ‘ae hemical Corp., 350 Fifth WILL, WwW D.. Pres., Will, Inc., 1276 W Assoc., 428 Taylor Bldg., Rochester, 
- \ve New York 1. (6) Third St., Cleveland. (4) -— ©. ¢Ad 
W Wenot, H. F., Pres., Wendt Advertising Wittcox, L. G., Dir. Mkt. Res., Evans *Wo.trr. Harvey A., Kelly-Read & Co., 
‘eency, 1062 Spitzer Bldg., Toledo 4 Associates, ees 307 N. Michigan Ave., Inc.. 598 St. Paul St., Rochester 5, N. 
- licago 1. (2 Y. (24) 
WENSLEY. Rocer L., Pres., G. M. Basford *WILLIAMS, CHAUNCEY L.. Vice-Pres. & *WoLtrr. Howarp, Sales Pro. Mer., Beaver- 
( 60 BR 49nd & Naw Vw pee Gen. Mer., Sweet's Catalog Service, 119 . 1 I 1 E. 42nd St., New 
é ,E ~~ St., ge gg (6) W. 40th St.. New York 18. (6) > nc., 
0 VV WORTH, ALTON G., Secy., ne Sey- ‘ 
r Mfg. Co., 15 Franklin St., i. *WitiiaMs, D. E., Vice-Pres. & Sales Wo.t.aston. Epwarp H., Sales Exec., 
he Conn. (20) : Mer., Teras Contractor, 807 Thomas United Advertising Corn. 354 Park 
rt, R. J.. Adv., Union Switch & a DEG, See 62 Ave. Newark %, M. J. (0?) 
nal Co., 1789-1807 Braddock Ave WiituramMs, D. K., Acct. Exec., Franke- Wo.tensak, A. A., Secy., Wollensak Op- 
V tsburgh 18. (8) : Wilkinson-Schiwetz, Inc., Cotton Ex- tical Co., 850 Hudson Ave., Rochester 
w. : H. M Ady Mer.. Toledo Steel change Bldg.. Houston, Tex. (27) 5, N. Y. (24) 
lucts Co., 720-24 Monroe St *WittiamMs, FreD S., Western Mer., Wousky, Fe.rx M., Pres., Martin Adv 
' edo. (13) ’ Thomas Publ. Company, 20 W. Jack- Agency, 171 Madison Ave., New York : 
0 v — , 3ivd., Chicago 4. (2) 16. (6) : 
‘ NGER, LEwWIs é Pres. . L- oon 2 : . } 
ssinger, Inc.. 26 we Reena St or WituiaMms, G. C., Adv. Mer.. Northwest Woop, B. H., Adv. Mer., The Terrv Steam 
ter, Pa. (16) ’ Engineering Co., 28 East Jackson Blvd., Turbine Co.. P. O. Box 1200, Hartford f 
;: Weston, R. B., Asst. Adv. Megr., Ethyl ee Se Com. <P) 
: line Corp., 405 Lexington Ave *WILLIAMS. JOHN M., District Mer., Woop. Rorert F, Adv. Mer., The Auto- 
York 17. (6) Sweet’s Catalog Service, 119 W 40th car Co Ardmore Pa (7) 
' * rLIN, DAN. Ir. (7) St e New York 18. (6) *Woopat.. Ww. P - The w.P Woodall Co.. 
s- * STEIN. R. Parn . WILLIAMS, JOSEPH H., Adv. Mgr.. San- 153 Waverly Piace, New York. (6) 
TEIN, KR. PAYNE. (2) gamo Electric Company, 11th St. at ome i sopra MaclIntvre 
: EL. R.. Vice-Pres. & Sales Mgr., Converse, Springfield, Ill. (9) Wooos, Laowanp, Adv. Reo. a Drive 
rles L. Jarvis Co., Middletown, Conn WituiaMs, LaNnepon T., Pres., Franklin ee ge” , ellie cee Mies 
1 a ~ te : Chicago 1. (2) 
Glue Co., 1157 Cleveland Ave., Colum- 
EL, Ray L.. Adv. Director, The Day- bus 3, O. (25) Woops, Merritt J.. Owner, Merrill J 
y ; Rubber Mfg. Co., Dayton 1, O. (A) WILLIAMS, RALPH E.. Secv & Adv. Mer.. Woods Co., 1105 Inland Bldg., Indian- 
ER, ALVAH B, Dir. of Adv., Mag- B. F. Gump Co., 431 S. Clinton St., apolis 4. (15) 
nes of Industry, Inc., 347 Madison Chicago 7. (2) WorpeNn. Georce L., Adv. Mer., Jenkins 
New York. (7) *WILLIAMSON, M. A., Vice-Pres. & Pub., Bros., Ltd., 617 St. Remi St., Montreal, 
ELER, R A., Mer. of Publicity, McGraw-Hill Publ. Co., Inc., 330 W Que., Can. (17) 
kel Sales Dept., The International 42nd St., New York 18. (6) WoRTHEN, CHARLES E., Adv. Mer., Gen- 
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NIAA Membership Roster Y 


- Yancey, J. R., Vice-Pres., Gray Tool Co., 


eral Radio Co., 30 State St., Cambridge, P. O. Box 1655, Houston 1, Tex. (27 
Mass. (1) Yoorrst, W. M., Sales Mgr., Bodine Elec- 
WorTHINGTON, (Mrs.) Lee S, Asst. Secy tric Company, 2254 W. Ohio St., Chi- 
& Adv. Mer., Kold-Hold Mfg Co., 424 cago 12. (2) 

N. Grand Ave., Lansing 4, Mich. (A) York. Wrirorp, Mng. Partner, Hoffman 

. & York, Century Bldg. Milwaukee 3. 
*Wray, Epwarp, Publisher. Railway Pur- (A) 


chases and Stores, 9 S. Clinton St., Chi- 


cago 6. (2) Yorks, S. H., Adv. Dept., Bethlehem 


Steel Company, Bethlehem, Pa. (6) 


WRIGHT, A. E., Adv. Mer., The Electric * Younc, Howarp L. (25) 
iw Ce, SF) Was Et, Sm, © *Younsc, J. Witson, Dir. of Adv., Com- 
pressed Air Magazine, 942 Morris St., 
WRIGHT. FRANK, Cockfield, Brown & Co., Phillipsburg, N. J. (6) 
Ltd., Canada Cement Bldg., Montreal, Younes, RaLtpu L., Asst. Adv. Mer., The 
Que., Can. (17) DeLaval Separator Co., 165 Broadway, 
Wricunt, Georce B., Adv. Mer., Nash En- New York. (6) 
gineering Company, 43 Niaal St., South Younc, TRUMAN, Asst. Adv. Mer, Pyrene 
Norwalk, Conn. (20) Mfe. Co., 10 Empire St.; Adv. Mgr., 
Wricut,. Grorce H., Harry B. Green Co, C-O-Two Fire Equipment Co., U. S 
Inc., 19 E, Fayette St., Baltimore, Md Highway No. 1, Newark, N. J. (11) 
(23) Younes, V. R., Adv. Dept., Canadian Gen- 
Wricut, Howarpn L Treas., Curtis eral Elec. Co., Ltd., 212 King St., W.., 
Lighting of Canada, Ltd., 260 Richmond Toronto, Ont., Can, (14) 
St., W., Toronto 2B, Ont., Can. (14) Younes, Eart R., Adv. Mer., The Toledo 
*Wricnt, JAMes R., Rep., Aviation Equip- Pipe Threading Machine Co., 1445 Sum- 
ment, 915 Olive St., St. Louis. (9) mit St., Toledo 4. (13) 
Wriount, Matcotm K., Adv. Mer., The 
faldwin Locomotive Works, Paschal! Z 
Post Office, Philadelphia 42. (7) 
Wricnht, Wm Montreal Mer., Norris- *ZERWECK, CARL E. Graham Paper Co., 
Patterson, Ltd 900 Dominion Square 1014 Spruce St., St. Louis. (9) 
Bidg., Montreal, Que., Can. (17) ZIEGLER, N. T (Sales Mer., Cleveland 
*Wric.iey, G. B., Gen. Mer., Wrigley Pub- Heater Co.), 3135 Huntington Rd., 
lications, Ltd., 46 Bloor St., W.. Toronto, Shaker Heights, O. (4) 
Ont., Can. (14) ZieME,. Cart H., Service Engineer, Re- 
WULFF, Cc F., Secy . The Kirk & Blum public tubber Div., Lee Rubber & Tire 
Mfx. Co., 2838-52 Spring Grove Ave., Corp., Youngstown 1, O. (10) 
Cincinnati 25. (3) ZIGRAND, Harotp W., John A. Roebling’s 
*Wrattr, CHARLES A Adv. Dept., Gulf Sons Co., Trenton, N. J. (7) 
Publ. Co., 3301 Buffalo Drive, Houston ZIMMERMAN, Eric, Adv Mer., Railway 
(27) & Industrial Engineering Co., P. O. Box 
*WrYNkKoop. N. O Vice-Pres McGraw- 98, Greensburg, Pa. (8) 
Hill Publ. Co., Inc., 330 W. 42nd St. ZisTeL, Norma E.. Adv. Mgr., The Amer- 
New York 18. (6) ican Crayon Co., 1706 Hayes Ave., 
Wrse, Francis 0O., Publicity Mer.. Sandusky, O. (A) 
Bucyrus-Erie Co, South Milwaukee, *ZoLLNer, K. A., East Rep., Steel, 110 E 
Wis. (5) 42nd St., New York 17. (7) 


NIAA Membership by Company Affiliations 


A ALUMINUM Co. oF AMERICA: F. L. Gem- 
mer. 
ABBoTT Bau. Co.: J. Howard Donahue ALI'MINUM INDUSTRIES, INC Bruce 
ACHESON COLLOIDS Cort John M. Lup- Keller. 
ton AMERICAN BANKERS ASSOCIATION: William 
ACME ENGRAVING Co.: Louis J. Huber R. Kuhns 
ACME Stee. Co V. C. Hogren AMERICAN CABINET HARDWARE Co.: Folke 


ACTON Burrows Co Aubrey A. Burrows Engstrom. ; : : ; 
. : . AMERICAN CAN Co.: E. K. Walsh 
ADAM  ELgEectri Co., FRANK Arthur . " - 

Koehler AMERICAN Car & Founpry Co.: Wilbur A 


Myers: J. M. Reibel 


ADAMS Co., J. D E. E. Christena . . 
AMERICAN CHAIN & CABLE Co., INc.: Ed- 


nesueregees AGENCY er Wn. Conen: Wil ward V. Creagh. 
m Cohe . > y 
= nen AMERICAN CHEMICAL SOcIETY Wallace 
ADVERTISING Cor! T. Wm. Merrill F. Treaendly 
ADVERTISING PUBLICATIONS, INC G. D AMERICAN Ciry MAGAZINE Corp.: George 
; ‘rain Ir Jack F. Johnson: Maurice S. Conover 
Lunn: Ralph O. MeGraw AMERICAN Coacn & Bopy Co.: Sidney F. 
ADVERTISING Service Co.: Wm. R. Martin Gale 
AERONAUTICAL Digest Pups. Corp Robt AMERICAN CRAYON Co (Miss) Norma E. 
M. Marti: James Galloway Zistel 
AHRENS Pues. Co., Inc Don Nichols AMERICAN District STEAM Co Charles 


Am Maze Corp.: Francis M. Paul EE. Murphy 


Ark Repuctrion Sates Co John F. Calla- AMERICAN ForGE Div. oF AMERICAN BRAKE 
han; G. Van Alstyne ‘ SuHor & Founpry Co H. Mulford 
. . AMERICAN FOUNDRY EQUIPMENT Co.: A. E 
AIRTHER FO ) m( Ye 
cost oles ; Richard H. Pente- Lenhard 
' —. . AMERICAN Hoist & Derrick Co _ 
AITKEN-KYNETT Co.: George 1 Davis Brown 
j - > : ry “” > > 
: Reid Avguaeeam ae Wayne AMER'CAN INSTITUTE OF MINING & METAL- 
— LURGICAL ENGINEERS Wheeler Spack- 
AKIN, WILLIAM 8S man 
ALLAN & Son, A Willlam T. Allan AMERICAN LAUNDRY MACHINERY Ce. : 
ALLBRIGH1 ADVERTISING AGENCY 2 Dp George G. Rups:; T. W. Tieman 
R. D. Allbright AMER’CAN LAWN TENNIS, INC Edwin 
ALLEGHENY LITHOGRAPH CORI R w Ss taker 
lessick AMERICAN Locomotive Co.: H. J. Downes; 
ALLEGHENY Luptum Street Cort Clark Murray O Smvytl 
W. Greet Cc. B. Templeton AMERICAN-MARIETTA Co Robert A. Orn- 
herg 
ALLEN MI c Ray W. Bidwe oe 
2 ‘ : AMERICAN METAL MARKET Co R. A 
ALLEY & RICHARDS ¢ Harry M. Biller Langer 
ef angel 
> , : , AMER'CAN MINING CONGRESS Patrick D 
ALLING & Cory ‘ fowar! Lewis McMurrer: James E. Neary, J1 
ALLis Co., Louis: Van B. Hooper AMERICAN Mono Raitt Co.: Edw. H 
ALLIS-CHALMERS Mi Co Ee. Abramsor Doerger 
Rov 8S. Bennet: George J. Callos; W. D AMER'CAN PAIntT JOURNAL Co Harry L 
Shannon Nuge \ Voss 
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AMERICAN PHOTOCOPY EQUIPMEN Co 
(Miss) Helen J. Weinberg. 


AMERICAN PULLEY Co.: H. Fred int- 
worth; Ernest C. Monigle. 

AMERICAN ROLLING MILL Co.: Char'ies & 
Brown; P. J. Butler; Bennett C le 


William E. McFee; Harry V. Mercer: 
Edgar Schellenbach 

AMERICAN ScHOOL PUBLISHING P 
Frank J. Raymond. 

AMERICAN Screw Co.: H. Mayoh 

AMERICAN SHIP BUILDING Co.: W G 
Power. 

AMERICAN SocretTy oF CIVIL ENGIN tg 
W. L. Glenzing. 

AMER'CAN SOcIEtTY FOR METALS W. H 
Eiseman:; A. P. Ford; Chester L. Wells 

AMERICAN SOCIETY OF MECHANICAL FENoI- 
NEERS: C. E. Bregenzer ; Glenn H. Eddy: 
Frederick Lask. 

AMERICAN STEEL FOUNDRIES Alan W 
Hindmarch 

AMERICAN STEEL & Wire Co.: Wilmer H 
Cordes ; Charles N. Schmidt; A. R. Tei- 
feld. 


AMERICAN TaG Co.: W. J. Brown; Fred 
A. Klenk 
AMERICAN TELE. & TELE. Co.: Wm. § 


Downey. 
AMERICAN TRADE PUBL. Co.: R. F. Shrope 
AMERICAN TYPE FOUNDERS SALES Corp 
Robt. B. Huddleston. 


AMERICAN WELDING & Mrc. Co Frank 
J. Shanaberg 
ANACONDA COPPER MINING Co Josept 


N. McDonald 
ANACONDA WIRE & CABLE Co.: E. F. Luna 
ANCHOR PACKING Co., Ltp.: W. Copping 
ANCHOR Post FENCE Co.: M. J. Donahue 
ANDREWS PuBL. Co., PHILLIP H. K 
Keeler 
ANFENGER ADVERTISING AGENCY, INc.: Wn 
J. Johnson 
ANGUS COMPANY, INc.: Charles H. Delily 
Jr. 
APPLETON ELeEctTric Co.: Carl A. Bloom 
ARCADE Mra. Co I. P. Gassman 


ARDIEL Apv. AGENCY, Ltp.: Robert E 
Ardiel 
ARMCO DRAINAGE PRODUCTS ASSN W.H 


Spindler 

APMSTRONG CoRK Co E. Cameron Haw- 
ley 

ARMY-NAVY ELECTRONIC PROD. AGENCY 
Jay J. Hunt 

ARNbDT Co., INc., JOHN FALKNER Robert 
N. D. Arndt 

ART-CRAFTS ENGRAVING Co.: J. M. Kaiser 

ART ENGRAVING & COLORTYPE Co.: Elmer 
R. Krause 

Art Sicn & Dispviay Co., INc.: Arthur C 
Skoler. 

ARTWIL COMPANY ADVERTISING, INC 
Arthur Bandman 

ASHLEE Pus. Co., INc.: James C. Munn 

ASKANiA REGULATOR Co.: John C. Vaaler 


ASPEN, ADV. SPECIALTIES, EARL G Earl 
G. Aspe 
ASSOCIATED ADVERTISING AGENCY A. F 


Larson 

ASSOCIATED BUSINESS PAPERS, INc.: Stan- 
ley A. Knisely; Rudolf R. Kopfmann 

ASSOCIATED INDUSTRIES OF MASSACHUSETTS 
Frank Prendergast 

ASSOCIATED SCREEN News, LTD. E. § 
Roberts 

ASSOCIATION OF IRON AND STEEL ENGI- 
NEERS: James D. Kelly 

ASSOCIATION OF WELL HEAD EQUIPMEN 
Mrrs.: L. D. Hilton 

ASTATIC CORP Ray T. Schottenberg 

ATKINS & Co., E. C M. W. Dallas 

ATLAS ENGRAVING C©o.: Joseph Porter 

ATLAS LITHOGRAPHING Co.: H. B. Shute 

ATLAS LUMNITE CEMENT Co Gerald T 
Haddox k 

ATLAS Powper Co.: James A, Gil! 
John Swenenhart. 

AUSTIN COMPANY: Arwood H. Meyer 


4 


AUSTIN-WESTERN ROAD MACHINERY ‘| 
H. F. Barrows; R. G. Lund. 


AUTOCAR CO tobert F. Wood. 
AUTOMATIC ALARMS, INC Wm. J. Do 
AVEY [DRILLING MACHINE Co John 


Shriver 

AYER & Son, INc., N. W R. H. Brink 
hoff 

AYER & STREB Elmer Ayer 
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sen 


Baco 

BAER 
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Co 
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- & Witcox Co.: Walter H. Andre- 


‘harles M. Neighbors; W. E. Roth 
BacoN, RALPH Ww. 

BAER we Rt Louis C. Segers. 

BAILE Merer Co.: E. B. Bossart; Wm 
Ge J nston 

BAKELITE CORP Robert J. Barbour; Allan 


Brown Don Masson. 

BAKER & Assoc., INC 
Earl E. Humphrey 
Lrp.: H. G 


BAKER & Horace 
2 Baker; 


Ashdown 


BAKER-ASHDOWN, 
BAKER-JONES-HAUSHAUER: Kenneth Scott 
BAKER RAULANG Co.: W. M. McMillan. 
BAKEWELL MFsc. Co Rupert S. Arnold 
BALDWIN BELTING Co., INC Preston de 
G. Baldwin 

BALDWIN-DUCKWORTH Dtv., CHAIN BELT 


Arnold. 
Graham Rohrer 


Co ! - 


BALDWIN-HILL Co. 


BALDWIN LocoMoriveE Works: Malcolm K. 
Vright 

BALDWIN & STRACHAN, INC Kenneth 
Strachan 

BaLL & Sons, T. H Ben E. Ball 

BALTIMORE ASSN. OF COMMERCE L. H 


Denton 


BALZARI & STAFF, R. A. R. A. Balzari 


BARBER-COLMAN Co W. C. Galloway 

BARCA Mre. Co Gerald N. Abt 

BARLOW ADVERTISING AGENCY : Hugh Good- 
hart 


BaRNEs Co., W. F. & JOHN E. V. East- 
mat 

BARNES CorP., JOHN S G. A. Markuson 

BARRY-WEHMILLER MACHINERY CoO Paul 
Wehmiller 

BARTLETT Co., OSBORN: Osborn Bartlett 

BARTON PREss, INc.: Samuel Denberg. 

BasFrorp Co., G. M. F. E 
Heiffel; Willoughby S. Leech; Lawrence 
G. Malone; W. F. Mulball; E. Scott Pat- 
tisor W. H. Schink: George Sherwin; 


Adams; Gene 


Henry C. Sildorf: Gregory H. Starbuck; 
Car A. Wagner; Roger L. Wensley 
Bassick Co talph D. Mount 
BATTEN BARTON, DURSTINE & OSBORN, 


IN Alan D. Lehmann; David E 
Robesor Harold A. Wilt 

BauscH & LomsB OPTICAL Co Rudolph 
Miller tay L. Van de Vate 

BAY CITY SHOVELS, INC A. W. Reidinger 


BAYLESs-KERR Co Neville Bayless ; Wal- 


ter Butcher; Wm. C. Diehm; Arthur W 
Muir 

BEACON Paper Co Cc. S. Lafferty 

BEAUMONT, HELLER & SPERLING, INC.: Rob- 
er F. Heller 

BEA ITE Propucts, INc Howard Wolff 


Br E;NGRAVING Co Ted Dadisman 


= Inc., WILLIAM H William H 
BE} fF ALLER-REICHERT, INC.: Ray Fall- 
BE & WaLpre & Briccs Donald H. 


I tor; Benjamin D. Waldie 
BE * Evans Co Clyde Probert 
Br & Hickox Frank E. Belden 
BE Mra. Co.: Baird Rogers 
Br ADIO Parts Co.: N. F. Derr 
B ND SysTeMs, INc.: Earl W. Hos- 
B . ELeEctric Mrc. Co Rudolf W. 


Frank P 
Andrew 


B r & Co., INc., FRANK P 
ett, IIL; H. A. Hechinger 
lerwood. 


LINZE Co Norbert Beerend 


IRE PuBL. Corp Alan S. Cole 

6 r Stupios, A. J A. J. Bernzott 

B Mrc. Co.: Jonathan J. Buzzell 
HEM STEEL Co S. H. Yorks 


Home HEATING, INC Oliver E 
Roaps A. Perrin 

GEORGE B W. I. McCord 
& DecKErR Mrc. Co J. F. Apsey, 


IER Pump Co.: J. B. Trotman 
Morrett & TOWNE R. Quennell 
NNOX Co.: D. Clinton Grove: A. E 
nan 

ADV. AGENCY. H. GEORGI H. George 


h 
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W. M. Yogerst. 
Harry H. 


BopINE ELectTric Co 
BoHME & BLINKMAN, INC 
Blinkman. 
BOHNETT Co.: 

Mason. 
BoLAN, CHARLES W. 
BONDED SCALE Co 


R. W. Bohnett; Walter R. 


Arthur Gluck. 


Boston GEAR WorKsS, INC. Carl O. Hen- 
line. 
BourRNE Apv. AGENcY, Henry T.: Henry 


T. Bourne. 
Bowser & Co., 8S. F 
BRADFORD MACHINE 

Smith. 

BRADLEY WASHFOUNTAIN Co 
enger. 
BRAGDON, INC 


Slack 
Charles 


Harry J. 


TooL Co 
Charles Ber- 
JoHN C.: H. F. Reuter. 


Bramson ; 


PusBL. Co.: Roy T 
Lesher, Jr.; 


H. Early Irving 
Orlando, 
Lawrence 
Bray. 


BRAMSON 
Dwight 
Thomas J 

BRAND STUDIOS 

Bray Co Len J 


Srand., 


BREMER ‘TYPOGRAPHIC STuUDIO Wm. F. 
Bremer 
BRENNAN ADVERTISING AGENCY J. Earl 


Brennan 
BRESKIN PUBL. CORP. : 
BRETH, INc., R. C.: R. C. 
BREWER-CHILCOTE PAPER Co. 
Brewer. 


R. C. Beggs 
Breth. 
Russell R 


BREWER-TITCHENER CorP.: W. A. Bruce. 

BRIDGEPORT FaBrRics, INC.: R. W. Nara- 
more 

Brices & STRATTON CORP Reuben C. Frei- 


tag. 
BRISTOL Co 
BRITT PRINTING & 


George P. Lonergan. 

PuBL, Co Earl Britt 

BROCKSTEINS, INC Geo. B. Forristall. 

BROEDER ADVERTISING AGENCY, CLIFFORD 

F.: Clifford F. Broeder 

BRONX HARDWARE & Swuppiy Co., INC. 
Isidore J. Biltchick 

BRONZE ALLOYS Co 
Jr 


Frederick Boeneker, 

BROOKE, SMITH & FRENCH, INC. Charles 
W. Brooke; L. Grant riamilton 

Brooks Co Barton J. Haggard. 

Bros BoiLer & Mre, Co., WILLIAM 
H. Swenson 

Brown & BIGELOW R. W. Van Uum. 

BROWN INSTRUMENT Co., Div. of MINNE- 
APOLIS-HONEYWELL REGULATOR Co.: J. 
k’. Sullivan. 

Brown & SHARPE Mra. Co 
dick. 
BROW NE 
Browne. 
Bruce Pusu. Co.: W. Ackerman; W. T 
Coulter; E. E. Murphy. 
3RUSH DEVELOPMENT Co 


Lowell 


John P. Bur- 


ADVERTISING, BURTON Burton 


Wm. H. Shelton. 

BRYANT ELgEctTrRic Co.: F. F. Herold. 

BRYANT PREss, INC Anthony W. 
shall. 

SUCHAN LOOSE LEAF RECORDS CO Edwin 
G. Hansen; R. A. Stewart; Ernest A. 
Thesieres 
SUCHANAN & Co., INC 
gar 

BUCHEN Co 


Mar- 


Frederick W Ap- 


Walther Buchen ; H. K. Butz 


W. R. Ceperly ; Howard W. Rose; Henry 
W. Tymick 

BUCKERIDGE & ASSOCIATES, J. O Archer 
L. s0gzue 

BUCKLEY, DEMENT & Co.: Homer J. Buck- 


ley 
BUCKLEY ORGANIZATION, EARLE A, 
A. Buckley 


Earle 


Bucyrus-ErRIge Co Arnold J. Andrews; 
F. O. Wyse. 

Bupa C Howard H. Cohenour. 

Bupp Mrc. Co., Epw. G H. D. Leopold 


BuFFALO Conv. & TourRIsST BUREAU: H 


Ward Stewart, Jr 


BuFFALO FouNDRY & MACHINE Co Lam- 
bert J. Wischerath. 

3UFFALO METER Co Herbert F. Barrett 

BuLL Doc ELectric Propucts Co E. R 


Dunn 
BULLARD Co » GG 
BURBANK & Co., S H 
BuRLEc, Ltp.: L. E 
BURNDY ENGINEERING Co.: E. C 
BUSINESS NEWS PuBL. Co 
Taubeneck 


sullard. 
Frank C. Goldner 

Messinger. 

Tompson, 

George F. 

INTERNATIONAL 


BUSINESS PUBLISHERS 


Corp.: John Abbink: Orme Fetterly 
Don G. Heinly 
BUSSMANN Mec. Co H. von P. Thomas 


1943 


BUTTENHEIM-D1Ix PuBL. Corp.: Donald V 
Buttenheim. 

BUTTERICK Co, INC.: 

Byer & BOWMAN ADv. 
Bowman. 

BYERS MACHINE Co. : 


Byers Co., A. M.: G. 


Cc 


Louis F. Cahn. 


Schuyler Hopper. 
AGENCY: Gus K. 


E. T. Geddes 
B. Cushing. 


CAHN-MILLER, INC. : 

CALDWELL, A. B. 

CALDWELL-BAKER Co.: 
well 

CALLAWAY ASSOCIATES: 

CAMPBELL, GORDON, 

CANADA CEMENT Co., LTp.: G. J 
Harry S. Van Scoyoc. 

CANADA CREOSOTING Co.: J. Tate. 

CANADA FANs, Ltp.: M. R. Griffiths. 

CANADA STARCH Co., Ltrp.: Harold E. 
Stephenson. 

CANADA WIRE & CABLE Co.,: 

CANADIAN CHAMBER OF COMMERCE: 
neth J. McArdle. 

CANADIAN ENGINEERING 
Ltp.: N. E. D. Sheppard. 

CANADIAN FAIRBANKS-Morse Co., Ltp.: 
John O. Pitt. 

CANADIAN GENERAL ELECTRIC CoO.,, 
L. B. Hicks; V. R. Young. 

CANADIAN INDUSTRIES, LTpD.: B. 
ley; D. W. Kelley. 

CANADIAN INGERSOLL-RAND Co., Ltp.: Mal- 
ecolm A, Byers; F. A, McLean; H. G. 
Soper 


Howard C. Cald- 


M. Susman. 


Samson ; 


Frank Steele. 
Ken- 


PUBLICATIONS, 


LTD. : 


W. Keight- 


CANADIAN INSTITUTE MINING & METAL- 
LURGY L. C. Hazelton. 

CANADIAN LINE MATERIALS, LTD. 
Clark. 

CANADIAN 


Gevrge 


Liguip AiR Co., Ltrp Ernest 


Harris; J. S. Moss 

CANADIAN MANUFACTURERS’ ASSN.: D. B. 
Gillies. 

CANADIAN MARCONI Co., LTp H. S. Put- 


Thompson 


Propucts, Lrp.: I. M. 


nam; F. B 
CANADIAN MOTOR 
Gringorten. 
CANADIAN OIL COMPANIES, LTD 

Paul. 
CANADIAN TUBE & STEEL PropvuctTs, LTD.: 
Gordon Hale. 
‘ANADIAN WESTINGHOUSE Co., LTD 
A. M. Galilee. 

CANFIELD & Tack, INc.: L. F. Tack. 
CANTON ENGRAVING & ELEcTRO. Co. : Knight 
Stemler. 
CAPITOL MFG 
CARBOLOY Co., INc.: T. D 

Howell 
CARBORUNDUM Co.: Francis D. Bowman; 
Thomas W. Hall; E. Russel) Osborn, 
CARDOX CORP James N. Krohne. 
CAREY Co., PHitip: C. D. Easton, 


Hugh C. 


John 


& Suppity Co.: H. N. Katz. 
Emerson; E. C. 


CARLTON MACHINE TOOL Co Wm. A. Der- 
mody, 

CARNEGIE-ILLINOIS STEEL CORP Bennett 
Chapple, Jr.; Francis Juraschek ; Robert 


J. Ritchey; G. Reed Schreiner. 
CARPENTER ADVERTISING Co 
Adam 
CARPENTER STEEL Co.: A 


Will Me- 


Elroy Keller. 


CARRIER CORP. Walter A. Bowe 
CARTER, JONES & TAYLOR: Paul A. Fergus 
CARTER-OWENS ADV. AGENCY, INC. Wim. 


G towe. 
CasE-Hoyt Co 
ward A. Swain 
CASE & Son, W. A.: 
CASE-SHEPPERD-MANN PuBL, Co.: W. S&S. 
Clevenger; Walter H. Fredericks; Wm. 
J. Gibson; Karl wf, Mann; L. M. Roche 


Albert D. Perry; Ed- 


Whitney G. Case, II. 


CATERPILLAR TRACTOR Co.: T. W. Fahey; 
G. W. Monfort. 

CAXTON Co.: R. E. Bandelow; Edgar 8S 
Hall. 

as hs ELECTROTYPE Co Frank P. Her- 
ert 


“ENTRAL OHIO PAPER Co.: W. P. Jennings; 
A. J. Kinnear 
CENTURY ELEcTRIC Co 
Anthony Neher 
CENTURY PAPER Co 
CHAIN BELT Co 
CHAMPION PAPER & FIBRE Co 
Gerhart; Alexander Thomson, Jr. 
CHAMPION Rivet Co T. J. Lawless, 
CHANCE Co., A. B H, A 


‘ . 


CHAPIN PUBL. Co G. L. 


Oliver S. Imes; 


Hal Shultz. 


George Herbert Pfeifer 
Frank 


Houston 


Anderson 
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CHERRY-BURRELI 


SINCINNATI Gas & 


‘INCINNATI MILLING MACHINE Co 


ADVERTISING, DARWIN 


“LEVELAND ELE 


“LEVELAND HEATER Co 


"LEVELAND TRACTOR Co 








John Spur- 


COLUMBUS DENTAL Mra. Co 
rier 


CoLuMBUS PLasTIC PRopuctTs, INc.: Bor- 
den Hively 
COMBUSTION ENGINEERING Co., INC, 


Charles McDonough; Everitt Mitchell. 
COMBUSTION PuBL. Co.: H. Stuart Acheson 
COMMERCIAL LetTrerR, INC G. J. Lehleit- 

ner 
COMMERCIAL SHEARING & STAMPING Co 

Ww. H. Alderdice ; Ward Beecher. 
COMMERCIAL SOLVENTS CoRP John N 

Cronk; Charles D. Goodale 
COMPLETE Service Pusu. Co.: D. R. Es- 

bert; James E. Montgomery; W A 

Wilson 
COMPRESSED AIR MAGAZINE Co.: J. Wilson 


Young 

CONCRETE PUBL. CORP Louis Brookman, 
Jr 

CONLAN & ASSOCIATES, ROBERT 85. Robert 
S. Conlan 

CONNECTICUT TELEPHONE & ELEc. CORP. 


Cc. H. Gillette 

CONOVER-MAsT CORP Harvey Conover: 
T. P. Dwyer: H. E. Gaillard; Richard 
C. Grove; A. J. Kaiser: B. P. Mast; 
Joseph Mehr: A. M Morse, Jr Richard 
T. Roney ; Stanley J. Smith: Edward M 
Stanley G. D. Vosburgh: Lloyd Wil- 
loughby 

CONSOLIDATED Gas, ELectric LIGHt & Pow- 
ER Co. OF BALTIMORE B. S. Bowerman 

CONSOLIDATED PREss, LTD Gordon C 
Keith, Hiram McCann 

CONSOLIDATED VULTEE AIRCRAFT: J. Brewer 
Avery 

CONSTRUCTION DIGEST 
more; Fred G. Johnston; 
Stewart 

CONSTRUCTION NEWS: Ray Metzger 

CONTAINER CORP. OF AMERICA M 
erud; E. A. Throckmorton 

CONTEMPO ADVERTISING ARTISTS, INC.: Wil- 
liam Weikh 

CONTINENTAL-DIAMOND FIBRE Co. 
W. Sieber. 

CONTINENTAL ELEcTRIC Co K. W. Bailey 

CONTINENTAL STEEL Corp.: J. A. DeLo. 

Richard C. Mertz. 

Bax- 


Kenneth O Dins- 
George C 


Gauk- 


Nelson 


CONTRACTOR PuBL. Co 

Co-OPERATIVE DispLays, INc.: J. E. 
ter 

CooPpeR-BESSEMER CorP.: E. R. 
S. M. Gillen 

Corre & Assoc., Wm. C 

COPPERWELD STEEL Co 
ner, Edmund D. Kennedy ; 
Ridley ; George Sowash. 

CorBETT, JOHN. 

CORNELL-DUBLIER CORP 


Bonnist ; 
Wm. C. Copp 


Walter B. Con- 
Robert C 


William G. Many. 


CORNELL UNIVERSITY Harry J. Loberg 

C-O-Two Fire EQUIPMENT Co Truman 
Young 

CoxHEAD Corp., RALPH C.: C. L. Stil- 
will 

CRAFTSMAN PRINTING Co O. J. Dossman 

CRAIG, ADVERTISING, JOHN GILBERT é. G 
Craig 

CRAMER-KRASSELT Co M. R. Crossman; 
G. O. Fossler: George R. Holt 

CRANE Co.: H. H. Simmons; W. Lane Witt 

CRANE, LTp A. P. Darcel 

CREAMERY PACKAGE MFc. Co. Fred G 


Osweiler. 
George Seidenstick- 


Jones; E. L 
CRESCENT PAPER Co 

er, Jr 
CrocKER-McELWAIN Co 

bar 
CROCKER-WHEELER ELEc. MFc. Co 

E. Jump; R. G. Spilsbury 
CROSLEY CORP Ellis Travers 
CROSSETT, SIDNEY M 


Edson S. Dun- 


James 


CrouskE-H'nps Co F. Ware Clary; Sam- 
uel S. Mellor 

Crown CorK & SEAL Co N. D. Grasty 

CRUCIBLE STEEL Co. OF AMERICA Gordon 
Tuthill 

CRUTTENDEN & EGER Edmond L. Eger 

CRYSTAL TISSUE Co Richard E. King 


‘ULVER HERALD ENGRAVING CoO Francis 


Schifferli, Jr 
BRAND & 


‘UM MINGS, McPHERSON ADV 


AGENCY ,. B. Brand 

‘UMMINS ENGINE Co R. E. Huthsteiner 

CUNNINGHAM Co., M. E Franklin Speich- 
er 

‘UNO ENGINEERING CorRP G. K. Thorn- 
ton: C. H. Winslow 

Curtis LIGHTING Co. OF CANADA, Ltp 


H. L. Wright 
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CurTis LIGHTING, INC.: Edward . lson 

CURTIS PNEUMATIC MACHINERY C Lec 
Blake. 

Curtiss, INc., SPENCER W.: Spe r W 
Curtiss ; William Grimm; H. A nlan 

CURTISS-WRIGHT CorP.: 5S. S. Ty? 


CUTLER-HAMMER, INc.: L. P. Nies 


D 


DAILY COMMERCIAL NEws, LTp Lg 
Gagnier: E. J. L. Stinson. 

DALTON & Assoc., RALPH: Ralph VW Da). 
ton. 

DANCYGER Mra. Co.: Charles A. B ans 

DANLY MACHINE SPECIALTIES, INC Ken 
neth Barber. 

DARLING Bros., Ltp.: E. Darling 

Davies & McKINNEY: A. J. Davies 

Davis-DyKe Apv. AGENCY: Frank [Dyke 

Davis-Lisson, LTD Leonard Davis 

Davis Press, INc.: Rae M. Spencer 

Davis REGULATOR Co.: R. A. Peter 

Davis & WarpDgE, INc.: W. Marshall Hami 
ton; Thomas C. Pears, III. 

DAVISON, ADVERTISING ART: George Davi 
son. 

DAYTON RuBBER Mrc. Co Ray L. Wetzel 

DEERE & Co H. M. Railsback. 

DELAVAL SEPARATOR Co.: Ralph L. Young 

DELTA Mre. Co Walter E. Schutz 

DEMING Co. L. H. Taylor 

DENHAM & Co.: A. F. Denham 

DENISON ENGINEERING Co.: W. T. Burgess 

DENTAL SPECIALTY Mrc. Co Wm. 0. Mus 
sey 

DENVER 
Schump 

De SANNO, INc., A. P. N. A. Conwa 

DETREX CORP George W. Walter 

De ViILBiss Co Emil Frey ; 

DeVorN DispLay Corp.: Arthur C. DeVorn 

DIAMOND CHAIN & Merc. Co.: H. L. Martin 


EQUIPMENT Co Walter L 


Ben Gardner 


DIAMOND IRON WorkKs, INC D. D 
Knowles. 
DIAMOND STATE FIBRE Co. OF CANADA 


A. G. Ballard. 

Dick & Co., A. B.: R. J. Rountree. 

DIEHL Mre. Co.: Harold W. Kloth 

DIESEL PUBLICATIONS, INc.: M. D. Pugh 

Ditt & CoLtumns Co.: W. R. Kort Kamp 
Malcolm B. McQuade. 

Dirt Mre. Co.: A. A. Sump. 

Direct MAIL RESEARCH INSTITUTE 
D. Gaw. 

Drrect MaIL SERVICE Co 
I. H. Bloom 

DisPLay Stuprios, INC.: 

Disston & Sons, INc., 
Slacke 

DISTRIBUTION & WAREHOUSING 
INc H. S. Webster, Jr 

DiTzLerR CoLor Co Lloyd R. Vivian 

Drxre ConTRACTOR, INc.: Roy L. Kerr 


George 
Harry I. Berle 


Glenn H. Weegele 
HENRY: George A 


PUBLN 


DoBECKMUN Co.: J. M. Cowan 

DOCUMENTARY FILM PRODUCTIONS, IN 
Herbert Kerkow 

Dopce Corp., F. W.: Leslie G. Anderson 
Homer Andrews; A. D. Becker; Carlyle 
J. Coash; E. T. Eyler; Roy J. Hard 
John C Jackson; Moses King: Judd 
Payne: Claude B. Riemersma H. fF 
Thomas ; Thomas A. Tredwell ; Chauncey} 
L. Williams; John M. Williams 

Dopce Mra. Corp W. W. French 

DOLE VALVE Co Stuart G. Phillips 

Do.tpH Co., JOHN C.: G. Clifford Ge 

DoMESTIC ENGINEERING Co QO. T. Cars 
J. U. Farlev; J. B. McCabe; Alfred T 
Papineau: R. V. Sawhill 

DOMINION ENGINEERING Co., LTD eS 2 
Davis: Hugh M. Frankel. 

DOMINION OXYGEN Co., LTD 
Griffiths 

DOMINION RuBBER Co., Ltp.: R. H. Smythe 

DOMINION STEBL & CoaL Corp., LTD A 
H. Pepper 

DONAHUE & Cork, INC 

DONNELLEY Co., LEE: Lee E 

Dorr Co., INc. A. L. Morris. 

Doster & JOHNSON Co Elmer L. Stei 

Down, INc., CHARLES F.: R. T. Carrithers 

DOWNINGTON IRON WorKs: Ashmore C 
Johnson 

DoYLE, KITCHEN & McCormick, IN 
Harry B. Doyle; Ted Gravenson 

DozIeER-GRAHAM-EASTMAN Samuel 
Eastman 


Donald N 


Rufus Choate 
Donnelle 

































= Patere Cc a » os {.eoNee P Ac ns. INc.: C iely 
NIAA Membership Roster y ALSTROM Oo Clifford F. Lindholm. Gapoune Fr — ie 8. po c. >. ie ly. 
lson ca a FANSTEEL METALLURGICAL Corp.: Allan L r.;. Granville 4. sunore, Lon 
A — Percy. Gardner; Jesse R. Harlan; John M. 
prackert Co.: Arthur H. Boylan FARREL-BIRMINGHAM Co. INnc.: T. V. Krings; George H. Meyers. 
W DRAI CORP William H. Chase Busk. GARLOCK PACKING Co Ralph J. Hinkle 
_ DRAV orP.: F, C. Cole FARRELL-CHEEK STEEL Co Charles C GARRISON MACHINE Works, INc.: R. P 
DRAY & HANSON, INC.: Scott M. Hauser Hottman Garrison 
DRES Mra. Co.: (Miss) Katheryn H. Farson & Hurr: W. N. McKamy. — ADVERTISING SERVICE: W. Laurence 
I Sica seal : Se . ' ee ; unnagar 
Pp FaTE-Root-HEATH Co P. W. Thomas 
DRES Mre. Co., Ltp.: D. B. McWilliams FEATHER Co., WM Norman Feather. GATES RuBBER Co.: Henry A. Page 
L, DrivE-ALL Mre. Co J. Ralph Griffith FEDERAL FOUNDRY SUPPLY Co.: George E ee a Co.: (Mrs.) 
: , T's ‘rancis P annedy 
Driv! farris Co.: (Miss) G. V. Corbett. ate — see “9 2g . 
Dal- DuFF-NoRTON MrFe. Co.: W. I, Floyd FEDERAL Propucts Corp.: I. A. Hunt Grare-MAksTON, Inc.: John E Rooney. 
meet Co.: R. L. Hamilton: James Tate FEDERAL PUBLICATIONS, LTD N. MacKin- GEBHARDT & BROCKSON, INc W. |. Brock- 
uns ’ . non son; E. A. Gebhardt. 
. Dux & BRADSTREET, INC H. C. Daych; . . . _ . " " ‘ : 
Ker Pane B. Smith FELLOWS GEAR SHAPER CO Douglas ‘7 GENERAL ELEcTRIC Co Cc. A. Binns; Rob- 
ioe | Co. Lap.. C. A: Donald McCrim- Hamilton ert Bissette; John A. Carbett; John 8S. 
— ot an es viens FENN COLLEGE: (Dr.) C. J. Crobaugh Goebel; W. V. Merrihue; H. E. Merrill; 
5 FENSHOLT ¢ Fe. D. Ewir Gordon F. Price; P. C. Sowersby 
DP > “> "pe x ‘ "\ > ‘*ENSHOLT oO LWing . . > - , 
Dul De Nemours & Co., E. I ; R. L ; : GENERAL ELeEcTRIC X-Ray Corp Ww. D 
Ke Bail i’. L. Dewey ; Edward J. Pechin ; FERGUSON PUBLISHING Co Irving E Crelley 
George T. Street. Hand : " . . 
Mpletasiein ae yn ; : , GENERAL EXHIBITS & DISPLAYS, INC. : Stan- 
DuRI PLastTics & CHEMICALS, IN‘ H FERRANTI EvLectric, Lrp.: G. A. Brace; H ley J. Fairweather. 
S. Spencer , G. Dighton. PRESSE: . " _— 
ia ie Inc Dp mm Jac Mesa og 4 se = GENERAL FIREPROOFING CO W. 8S. Miller ; 
D »., INe ». Jack FERRES Apv. Services: E. Ferres W.H. Schafer. 
Dyer & Co., R. ¢ R. C. Dyer FERRO ENAMEL CORP CC. B. Clawson GENERAL PRINTING INK Co.: Herbert Kauf- 
avi E FIRTH-STERLING STEEL Co Charles F man 
Hoffman. GENERAL Rapio Co.: Charles E. Worthen. 
tzel EAGLE-PICHER SALES Co.: E. L. Gouedy deagumen SO. Ltp., J ov Albert Jar Is Guseans Rarw at Srna Co.: Albert G 
Sees Mivo. Co.: Mergen Penile: FISHER-GOVERNOR Co W. N. Whitehill 4 oore; A m. Taff. 
ing Esco Mi Co L. C. Love FISHER SCIENTIFIC Co Howard Draving GEREKE-ALLEN CARTON Co.: J. R. Davis. 
ie his ial . ' . ; FITZGERALD ADVERTISING AGENCY, INC.: GIBBONS, LTp., J. J R. A. Barford; D. N 
EcLipsE AIR BrRusH Co (Miss) Henrietta Joseph H. Epstein Morris 
\ Ster . apn : spstel “ -~ 
mecipen ELucraoryps & Eyonay. Co Ea- FLACK ADVERTISING AGENCY John B GIBSON & PERIN Co.: Paul R. Stewart. 
sia ward A. Muench Flack GILCHRIST-WRIGHT, LTD Alex. Gilchrist 
ne E se PIONEER DIv. oF BENDIX AVIATION FLEXROCK CO (Miss) Eleanor M Sauer GILLESPIE Co., J. L. J. Laird Gillespie. 
Cori John E. Maczko; Sidney H. Web- FLINTKOTE Co Kenneth E. Moore GILLETTE PusB.L. Co.: J. M. Angell, Jr. ; Ed- 
ste FLUOR CorRP John H. Kunkel ward 8S. Gillette ; Lee B. McMahon ; Har- 
EcoNoMICS LABORATORY, IN« S. A. Os- FoLey Apv. AGENCY, RICHARD A Charles old McKeever 
ors H. Eyles GILMAN, INc., A. S Harold E. Thompsen 
E + P “yy Corp Homer B. Kline; Julius FoLTz-WESSINGER, INC Lewis H. Wess- Gi.uae Co.. L. H H. W. Weihenmayer, 
Ss inger. JI 
ner . ~— 2 . ; 7 . . : , 
ors E Be ct - . suas é a me r FootTe-Burt Co.: M. C. Wickham GISHOLT MACHINE Co.: John C. Sammis 
i OV es JO! ‘ JAK y Jar 7] 4 . —_— ‘ - —_ > . . . 
rtin Stanford . es ee Foorr, Cone & Bevpine, INc.: Don Beld- GITHENS-SoHL Corp Frank B. Sohl 
in ing : > : _K 
DY ' _s -m oe 7 Pp Gits Bros. Mre. Co I’, Kovarik 
»D "— <n : : ve & re. Co. In Ww. I FORBES PuBL. Co., B. C Frank H, Burns; sommes . : 
Crawford: Wm. A. Marsteller: Roland : . GITTINS ADVERTISING, Bert S.: James M 
: Bruce ¢ Forbes 
A G. Roberts : . Costello 
, : : . , “ORGING & CAST ; CoRP i ticks . ‘ 
Epwarps & Co Cc. W. Bostrom, Jt ro GIN( “ , so orp. : David M. Ri ks GLoBe Hoist Co Argus Leidy 
EHLINGER ADVERTISING, INC., STANLEY J “ar SUES LN: ee GLOBE-UNION, INC J. O. Ferch. 
Stanley J. Ehlinger. Pein SE ° ai a el GooDALL Ruspper Co.: J, Mack Nevergole 
Ere Inc Walter F. B ' Fort Pirt STEEL CASTING Co  F. Dor E . . : 
sh _ alter . Beck sey GOODRICH RUBBER Co., B. F. H. E. Van 
am ELDRIDGE-NORTHROP, INC Glenn H. Cox FospicK MACHINE Toot Co Cari Linden Petten 
~ Et RI AuTo-LITE Co Alan A B P 7 . 5 : ‘ : GoOoDYEAR T 3 r tu » ‘ r Cc J 
I o-LITE Al 3a llan- paige : ; }OODYEAR TIRE & RUBBER Co. OF CANADA 
tyne: Herbert D. Bissell FOSTER Co... L. B J.H Waxman Ltp.: S. R._ Skelton 
_ Eu ‘ CONTROLLER & Mrc. Co.: H. K FosTER & Davies, Inc.: W. K. Cochrane GouLps Pumps, INc.: G. W. Cramer. 
Sonciotes chapanacen Me ee ee Frank Page GRAHAM PAPER Co,: Carl E. Zerweck 
rle - Ric FURNACE Co.: A. E. Wright FosTeR WHEELER, LTp.: H. C. Hood. GRAPHIC ARTS ENGRAVING Co.: William L 
Eu Ic GLass Co Norman E. MeKin- FOULKE AGENCY Robert W. Foulke Sharp 
le Ps Four WHEEL Drive AUTO VO Francis GRAVER TANK & Me, Co., INC Harvey 
, EL ric MACHINERY Mrc. Co s Pp M. Higzins W. Blankenship, Jr. 
‘ bordeau Fox & MACKENZIE: W. A. Fox Gray & ASSOCIATES, CHARLES M.: Charles 
UN - uc Propucts Co.: G. J. Berry Foxporo Co.: Edward S. Lawson M. Gray; Charles J. Shower. 
E c Service Suppiires Co Y = FRAN KE-WILKINSON-SCHIWETZ, INc.: P. C Gray Co.: Sewall A. Fletcher 
Gawthrop ww - » > + st , T . 2 . 
E tes & E : a oes a W. H. Tip- Gray, INc., JAMES: Howard F. Robinson 
5 T : & ENGRAVING Co "he - on, Jr.; < illiams. . > 1 , 2 ¢ 
So fesse meaiieaee Charles , Wisi ; ca Gray, INc., RUSSELL T.: Waldo G. Schnell ; 
7 “a x FRANKLIN ADv. Service: Melvin B. Sum- Harvey A. Scribner: M. G. Walther 
, r Co C. W. Kalbfus merfield. 
. ‘ . J - , S = GRAY-MILLS COMPANY, INC Lloyd Lang- 
E r COMPANY, Roy: Roy D. Elliott FRANKLIN GLUE Co.: Langdon T. Williams don Mills. ; 
ie E L-PARKER ELEC. Co Cc. B. Cook Paguaam Press, BEN: V. H. Vander Gray & Rocers: Jerome B. Gray 
' , ' “pT " . . . - oort,. . hl ‘ , 
yie - ADVERTISING Co., IN« Herbert ¢ . . Gray Too. Co.: J. R. Yancey 
nd ; ickle FRASER’S TRADE DIRECTORIES, LTD. Mel- Grarear ELEcTRIC C K. B. Hopk 
dd E Puoro Exenavymea Co a woe ville J. Andrews; George E. Frase1 a t LEC pons oO .* be opkins ; 
F itch ‘ ‘ . eiaiee FRASSE & Co. INc.. PETER A Bernard GREAT LAKES THREAD Co Thomas W 
e) I ISH ELeEctTRIc Co. of CANADA, LT! oan a 
Nortl FREIGHTWAYS, INC Grant Gordon "Wright. ” Inc., Harry B George H 
f HT, FRANK J FRENCH & ASSOCIATES, OAKLEIGH KR a. J GREEN _ ze Brick C 4 Pp Braxton 
r ‘ . > . th ‘ : P , ‘ OP) * IRE Cc U., 2 srax 
| Mra Ca Jon Hall Bayer; O. R. French; C. S. Pangman. . —ellard. , 
MENT Digest Pusi. Co.: Bradley R : ry ¢ es et GREEN FIRE Brick Co., Ltp., A. P.: E. M 
T et Wm. T. McCall; F. O. Rice; P a Sesuer Sitiatnels Glebe. 
| tobis “ricK Co.: Terry Mitchell. . _ . 
. bahendeeataten A eeahoiomge bake sr : GREENFIELD TaP & Dig Corp.: Raymond 
; X ENGRAVING Co.: Frank Milbauer. FRITZ PUBLICATIONS, INC.: A. S. Dowd C. Helbig 
GASOLINE CorP.: R. B. Weston. FULLER BRUSH Co Avard E. Fuller GREENLEE Bros. & Co Roscoe E. Bright- 
- I ID Roap MACHINERY Co A We tom. FULLER & SmituH & Ross, INc.: Robert E up 
: Allen; Allen L Billingsley ; H. P. For- Grecory & Co., WILLARD G.: Willard G 
4 I s ASSOCIATES, INc.: Everett Addoms; + ne ol Rae * = sar may . pe ooo Gregory. 
H. Evans; L. G. Willcox. Kam ce a oe 1ss1ns s recern GRINNELL Co., INc.: Frederick L. Jackson; 
4 ; on Sinan te : ® ammann; Archie H. Knapp: Ralph Harry A. Keene: A. F. Van Eck 
‘G NEWS PuBL. Co.: Harold Pierson Leavenworth; C. E. Meermans; Glenn ‘ ae ab <i  wekoan r 
L-O Corp H. L. Joseph Hum- A. Perrine; Wm. J. Staab; John E GRISWOLD-ESHLEMAN | Co. Kenneth W 
Wiley. Akers ; Lee Canfield; Allan D, Converse, 
. ’ Jr.; John C, Dunn; Charles Farran; 
FULTON SYLPHON Co.: Edwar ». Rogers 4 > . , - are heme 
F HO o.: Edward D. Rogers. James D. Kysor; Lee Merkel; Walter 
G Morrison; Earl R. Preble; James W 
“- Robertson; Kenyon Stevenson; Stewart 
. ‘ BEARING Co.: P. F. Bannister; Sain Du . . N. Strona. —— “ 
ld M. Davidson #AGE PuBL. Co.: L. C. Bassett; L. C. Mee: ig 3 _ : 
( " son. Fletcher; Louis J. Perrottet: Al Rose. Gross Apv. AGENCY, JULIAN: Julian Gross 
be DV. AGENCY, O. K O. K, Fagan GARDNER ADVERTISING (Co.: E. A. W Gross, ADVERTISING: Ralph Gross 
m KS, Morse & Co Harry Neal Schulenburg GUARDIAN ELectric Mro. Co Clifford 
i - . . GARDNER DispLays Co.: William M. Gard- Bowman ; John J. Rowell. 
ORP ¢ 1g > > Sry ‘ , 
: RI Charles Petri ner. GuLF OIL Corp W. B. Backman; J. A 
. ry 
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Burgess W R. Huber W Cc 
han 

GULF Pus! Co Robert N. Caird 

Jay W Curts R L.. Dudley H. G 
patrick ; Tom W. Nelson; Dick 
(Charles A W vatt 

GumMop Co., B. 1 Williams 


RBER I 


Ralph E 
"'AINT & R 


\ LABASTINE, 


HIAASE ¢ I \V BEI W Sidne 
sect tz 

HAGA CORI H. A. Bergquist 

HAGSTROM ¢ \. G. Hagstr 


HAHN AGI MARVID Mary H 
HARE Put (Gieorge FP. Grant 
r H j \ \ Lederle 


HALL A AGI Y. MELV Melvin 


Hat Sry ne I’ ! cs Louis 
Beck Het A. be 


HARSHAW CHEMICA c G 


\. | M nar 


Hays ( Fred I. Lacke 


Hry & Ba LH. W 

HikY MA M ( ! ice W Heyvn 

Hict l NI ] M Hlicke 

H H \ ‘ kK. Bragle 

Hi ( \W | \ t 
Mc ‘ \ She 

Hy & | La i nm. € 


Hy ‘ A ba ‘ Paul Mee 


H « \\ | ‘ Ss 
‘ \\ | ‘ 

HoOrrMa \ \ W W 
HH 

Hort ‘ & ¥ i G. Hoff 
WW | 


Hiomt EA VA M ( | iott 
Jolnsor 
Hom Mi! f 0 ‘ \. Stewar 
HOPKIN cm 
- HORAN I ‘ ( Art Mar 


Hi | ‘ R rd J. Fert 


Kerna 


Jr 


Fitz- 
Swinsky 


TD 


CANADA, 


HAMMERS PAP! Co \. Ellis Framp 
tor iar | \WV 

HAMM MaAcH Y BUILDERS l 
Wr I I tzke 

HAMM‘ Pu Hers’ Reps I H 
I Hla 


HEA Ma ‘ Lewis A. H 
Herm ¢ Ke A. ( k 
mieve 


» HousTOoN 


HORTON-NoOYEsS Co Raymond C 
Frederick C. Noyes; C. H. Rickard. 
HOUGHTON Co., E. F Miner. 


Houston LIGHTING & Carl F. 
Murray 


Douglas C 
POWER Co 
NATURAL Gas Corp Kenneth 
Fellows 
Robert L. Dab- 
HOWARD-WESSON Co Milton L. Fitch 


Howes Put! Co A. P. Howes 


Hoy’ ‘o., Ine CHARLES W Douglas 
Coutlee Edward Nettleton 

Husparp & Co Norman E. Sharp 

HUBBEI ApV. AGENCY D. H. Theobald 

HiUBERT-ADVERTISING COUNSEL, F. B F. B 
Hubert 

H : & ASSOCIATES, RAYMOND C Ray 

d C. Hudso 

Hivenes To ( I A. Clarke Lewis 
\. Thomps 

Hr bk é J ES Ralp ( Jones 


HUMBLE OIL & REFINING Co A. B. Penny 

H ( Roperr W Robert N. Mac- 
ilister 

Hurs ry »-K RAVINE co Ralpl I 
Hiurs 


John D 
Benson 


IMP? \ Brass Me Co = i 
Todd 


Osgood Murdock 
“a NT PNEUMATIC TooL Co . 


KK ‘ 

I \ \ ' AGI Y, Lip G 
M. 3S t 

I S AL. Dart 7 W. W. An 


Jt 
I AL. PREss Dwight Cook; Edward 
kK Ha ‘ Louis Pelletier W E 
R nse G. G l ner 
A PUBLICATIONS I Harold 
m= 3 enbe ht. G. Smit 
] | i) \ DeCelle 
EI M I MACHINE Co ee 
Howar 
I RA ( ef. & 


ash; 
Hacken 
Morrison 


) rren M 
\ \\ Loomis G. W 


AND STE! Co Keith J. Evans; War- 
re \\ Hut 
I (FAS { Henr I Belcher 
INTI HEM AL CORI George Welp 
I I ATI \L BUSIN ; MACHINES CorP 
rele hk W \ ol R Rumwell 
I i ] Wat 


I i \ \ N Co IN« i. @ 
! r M. J. Phil- 


L, ‘ Robert L. Lloyd 

ips; W. C. Pinkertor Rn. A. Wheele 
| . Th 4 Nr Co OF CANADA, 

I J). Totter 
IN \ INAL-STACY Cor! Cc. R. Athy 
| Ciry Pu I tAV ( Am- 

rose Eves, Jr 

VA SH & INSULATOR ¢ Rob- 


2 Ce BREAKER Co D. W 


IAAP-O) ‘ Har Cc. Jaap: L. P. Orr 
Jacoss Co., FRANK D Edw. C. Magee 
JACOBS Mra. Co M. P. Christensen 
JAI MACHINE Co.: O. G. Mandt 
JAPHA, FRANK G 

JAQUA Co Chester A. Jaqua 

Jarvis Co., CHARLES I R. Wetze 


JEFFREY Mroc. Co J. X. Farrar L. H 
McReynolds \ LD. Mahoney 


JEFFREY Mra. Co., LTp David Graham 


R. Noren; 


JENCICK 
dock 
JENKINS I 


JENKINS Bros., Ltp 
JEWETT ART 


JOHNS-MA 
nix 

JOHNSON, 

JOHNSON . 


ENGINEERING, 


iInc.: W 


sROS Alfred W. Street 
George L. W 
Mort P. kh 


Edward 


SERVICE 
NVILLE CORP 


Robert Lee Jchns 
AGENCY, GROVER J 


Inc 
ADV 


J. Johnson 


JOHNSON 
JOHNSTON 
mn. HH. 
JOHNSTON 
dow; D 
per; Ro 
JOHNSTON 
Jol 
JOHNSTON 


nstor 


JONES & | 


JONES ADV 
D. McP) 
JONES MEI 


M Hille 
JONES St 


Hiller 


JORDAN, IN« 


Kalb 


JORGENSEN 


RGICAI 


BRONZE Co Eugene S 

Co., WILLIAM G Antor 
‘affee; Edward H. Sutt 
EXPORT PUBL. Co R. ¢ 


uncan Forbes: V. Geor; 
bert H. Johnston 
& JOHNSTON, IN« 


} 
LETTER Co Albert 8S. J 
[AW LEY F. R 


Jones 


AGENCY, RALPH H M 
erson 
NICAL LABORATORIES, IN 


r 
SUPPLY Co I 


ALFRED J Raly 


STEEL Co., EARLE M 


Lindberg 


JOSAM 


KAISER C 
KALETZKI, 
KANE Co 


KATZ COMPANY 


KEARNEY ({ 


Mra 


. CHARLES 8S 


Leo N. Newmar 


K 


° ‘if Reinhar 
(‘HARLES H 
Charles S. K 
Joseph Katz 
Harry 

{ 


‘orP., JAMES R 


James R Kearney, Jr I 
Kistenma er 

KEARNEY CorP. OF CANADA, L1 Mi 
R N. F. Fisher 

KEELING & ¢ Walter Craiglk 

KEELOR & STITES Co Phil Hume 

KEENEY Puen. Co Robert S. Jack; Wa 
lace J. Osborn 

KELLOW-BROWNE C Leslie E. C 

KELLY-READ & Co., IN« Harvey A Wolff 

KENNAMETAI IN« Fred W Penning 

KENNY Press, IN« J. F. Barry 

KENWORTHY PRINTING Co Arthur T. K 
wort \ 

KETCHUM. MacLeop & Grove, In‘ I 
ert L. Forsythe, J1 Ernest T. Gils 


Neal Wi 


Kippe & Co 


KIGHT ADV 


KIMBERLY-C 


KIMBLE G 
KIN¢ PI 
Ralph Db 
Ho lges 
KING TYPpo 

R. Book! 
KIRCHER, I 

Ri ard 


Kirk & BLI 


KLINGENSM 


Kling 
KNABI \l 
Knabb 


KOEHRING © 


KoLp-Hol 
Wort 
KOLLSMAN 
Co a. € 


KREHBIEL C 
: & MELOAN R. H 


KREI E 
man Ly 


KREMER, IN¢ 


Kris-Kay | 


KUDNI IN¢ 


lider 

INc., WALTER: C. E. G 
ERTISING Co W. H. Kig 
ARK CORP Joon D. R 
Kenneth R. Rol 


LICATIONS Harry Buc 


orland Don Forster: J 
Arthur F. King: A. C. Pete 
RAPHIC SERVICE CORP I 
inder 

sYTLE, HILTON & COLLETT. |! 


L. Odiorne 
M Mre. Co.: C. F. Wulff 
ITH Co., H. M Hent 


ensmith 


VERTISING cu. 


) E. J 
MFG Co 


(7;0es 


(Mrs.) Le 


hington 


INSTR Div., SQUA 
lifton 


MENT 
Cart 
W. Shi: 


O.iver 


oO W H. Meloan 
MERRILI Merrill Kre 
IN« Orie M. |! 


RODUCTS 


John H. Mor 
JAMES G 


ARTHUR 
\SSOCIAT 


L 


L & R Mra. Co Martin Steinhardt 
LAMB Co., JAMES G Melville H. & 
LAMSON & SESSIONS, INC G. Rider 
LAMSON CORP Chester S. Jennings 
LANDIS Too. Co Frank W. Pensing 
I Apv. AGENCY: Wm. A. I 


AGENCY, Horace: Hora 
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LANS MONOTYPE MACHINE Co.: Frank 
M. sherman 

ta PLANT CHOATE MFc. Co., INc.: How- 

~ al Kenyon; Charles E. Parks. 

LAPP INSULATOR Co., INC.: grent Mills. 

LARS Gc a 

LASKY COMPANY: Jacob S. Lasky. 

LeB 7D MACHINE TooLu Co., R. K.: Wal- 
ter | Rybolt 


Leeps & NorTHRUP Co.: L. R. Garretson; 
j Ay 


James J Plummer 
Bradner 
Fricker. 


George C. 


John A 
Donald E 


LEES-LRADNER CoO. : 
Le R COMPANY 
RNEAU, INc., R. G 


Le To 
McNutt 

Lewin Co., INc., A. W.: Donald N. Water- 
oury 

Lewis & ASSOCIATES, ADDISON Addison 
Lewis 

Lewis Nut & Bott Co.: A. H. Ames. 

Lezivs-Hi1Ltes Co.: William J. Fintze 


LippEY GLASS COMPANY: Sam K. Beetham ; 


Car! U. Fauster. 
LIBBEY-OWENS-ForRD GLass Co talph 
Winslow. 

LIBERTY ENGRAVING Co.: James A. Carey 
LIBERTY PLANER Co tobert W. Wolfen- 
der 

Lic r ADVERTISING AGENCY, CARR: Cart 


Liggett; Eugene C. Sheeler 


LIGNUM-VITAE PRopuUcTS CORP Samuel 


E. Gold 

Lima LocoMoTive Works, INc.: Roy Wills. 

LINCOLN Evectric Co.: A. F. Davis; John 
R. Morrill. 

LIN‘ N ENCINEERING Co.: William Gor- 

LIN N PHOTO-ENGRAVING Co George 
T. Becton 

LINDBERG ENGINEERING Co Douglas 
Rader; E. R. Schorr. 

LINK-BELT Co A. H. Boike; Walter 
Haraburda; Julius S. Holl; John F. 


Kelly; R. B. Kern. 


LINK-BELT, LTp.: J. G. Beare 


LirpE-ROLLWAY CorRP.: Paul Spittle. 
LiguID CARBONIC CORP Lester E. Stybr 
LITTLEFORD BROTHERS: R. C. Hext. 


Ross Llewellyn 


LLEWELLYN, INC., Ross 
Lockn INSULATOR Co.: H. Kay Lynn 


LocK WOOD - SHACKELFORD ADV AGENCY: 
David R. Fenwick. 
LocKWOoD TRADE JOURNAL Co., INc.: H. K 


Vinton 
Lopce & SHIPLEY MACHINE TooL Co.: J. H 
Meyers 
LOGAN Co.: W. Hume Logan, Jr 
LONERGAN Co., J. E.: A. L. Diederich. 
I Co., W. E.: L. A. Rumsey. 
I Es, J. S. 
Lo N, ADVERTISING: Henry A. Loudon 
J Lovekin 
I Gillen. 
I George 


AVEKIN CorpP., R. E.: R. E 
Ns STEEL Co.: George M 
ENHEIMER Co.: Fred Berling; 
Mathews. 


Ly METAL PrRopucts, INc.: Leonard B 
Rhodes 
Lyons Apy, Service: Walter F. Lyons 


M 


M INTYRE & SIMPSON, INC Leonard 
1 Woods 
MacLEAN PUBLICATIONS, Ltp., HucH C.: 


W. Jacklin; S. S. Moore; E. J. Sher- 
PuBL. Co., Lrp. J. L. Craig; 
B. Hart; Hugh Kennedy: Glen 
Kay; J. H. Moore; B. G. Newton. 
M ‘AE’S BLUE Book Co.: Frank J. Cana- 
W. P. Dent; James I. Ford: 
L Goepel . Wallace; 
i H. Weber. 


Charles §S 


” dg Co.: Wentworth W. Mann: W. H. 

M NNELL EASTMAN Co., Ltp.: R. G. 
pin-Brown 

M » AGENCY, INc.: Richard H. Bur- 

M MICK Co., INc.: (Miss) Ida §S 
iman. 

M AW-HILL Pus. Co., INC a" 
mn; T. E Alcorn; S. J. Alling: Bob 
erson: Stephen A. Babcock: R. F 


rd; Edgar H. Bedell; Robert F. 
r: Nelson L. Bond; Clark Bough- 


Mason Britton; William Buxman: 


Leonard Canty; Arthur Carwardine; 
James S. Cawley; Willard Chevalier ; 
Ralph L. Chisholm; H. W. Clarke, Ed- 
ward F. Coffey; Win Conley; Francis 
P. Coyle; L. E. Crist; Leslie Cunning- 
ham; Ray Deen; Albert C. Del Gado; 
Edward E. Duff, Jr.; Edwin D. Fowle; 
Richard Y. Fuller; Frank B. Godley; 
Fred Grant; E. N. Grantvedt; Ralph C. 
Greiner; Harry M. Grinton; Albert 
Hauptli, Jr.; William B. Heaps; H, E. 
Hilty; B. F. Horn; Fred G. Hudson; 
W. E. Kennedy; John H. Koch; Charles 
R. Lippold ; Edward J. McOsker; Anson 
2 Meanor; Harold Metzendorf; Paul 
Montgomery; A, M. Morris; Clarence L. 
Morton; J. P. Newman; Alf T. Ofstie; 
John P. Ora; John W. Otterson; A. E. 
Paxton; James O. Peck: Roy N. Phelan; 
George E. Pomroy; Edwin W. Potter; 
P. F. Pritchard: S. H. Quarles; J. M. 
todger;: T. A. Rogers: Allan Rood: O. 
Fred Rost: J. H. Rudd; Phillip Rup- 
recht; G. J. Seaman: George G. Sears; 
Frank J. Seiler; S. D. R. Smith; John 
Cc. Spurr; Alfred M. Staehle; Andrew G. 
Sutherland : Tom Taylor; H. E. Thayer; 
Ray M. Thierer; T. W. Van Winkle; 
Fred S. Weatherby: Rav N. Whitting- 
ton; Blaine G. Wiley: M. A. William- 
son; N. O. Wynkoop 
McGRAW-PHILLIPSs, INc.: Julius C. 
McKay Co Roy J. Nelson, 
McKeown Co., Ropert: Charles V. Allen 
McKim, Ltp., A.: A. L. MacLachlan 
McKINNEY, Harris D Harris D. Mc- 
Kinney. 
McLAIN ORGANIZATIONS 
Lain 
McLAUGHLIN PRESENTATIONS W. J. Me- 
Laughlin 
McMurtry Mere. Co 
MCNALLY-PITTSBURG MFG 
T. McNally 
McPHt 
lips 
McQuay, INc.: E. M. Fox 
McQvuay-Norris Mre. Co 
scott 
MACWHYTE Co 
Macy, PHILLIP J 
MADSEN IRON WoRKS D. M. Ebberts 
MAGAZINES OF INDUSTRY, INC Willard 
Haring; Eldridge Haynes: A. Maxwell 
Palmer; John H. Phillips; Robert W 
Walker; Alvah B. Wheeler 
MAGNUS CHEMICAL Co., INC.: 
Kreie Herb Mercready 
MALL Toot Co.: Melvin Rehnquist 
MALLORY Co., P. R.: P. Newton Cook 
RUBBER Mrc. Div. or Ray- 
James J. De 


Kress. 


William R. Me- 


Marlow 
Edward 


Merle D 
Corp 


AGENCY-ADVERTISING: A. M. Phil- 


Charles Tap- 


Forest J. Nelson 


Russell D 


MANHATTAN 
RESTOS-MANHATTAN, INC.: 
Mario. 

MANNING, MAXWELL & Moore, INc.: I. B 
Van Houten 

MANNION, EUGENE A 
nion. 

MANTERNACH, INc.: Arthur H. Patterson 

MANUFACTURERS ASSN. OF CONNECTICUT 
L. M. Bingham. 

MANUFACTURING CONFECTIONER PuBL. Co.: 
(Mrs.) Prudence Allured. 

MARBRIDGE PRINTING Co.: H. O 

MARQUETTE METAL PrROpUcTS Co.: 
W. Pforr. 


Eugene A. Man- 


Thielitz. 
Stanley 


MARSCHALK & Pratt Co.: S. L. Meulen- 
dyke; James M. Tonsmeire. 

MARTIN, GEORGE H. 

MARTIN Apbv. AGENCY Felix M. Wolsky. 

MARTIN ADV. AGENCY, WILLIS: WwW. 8 


Martin. 
MARTIN Co., GLENN L.: 
MARTIN-PERRY CorP.: H. J. 
MARTIN PRINTING Co.: James F. 


Avery McBee. 
Mc Devitt. 
Knipe. 


MARTINDALE ELectrric Co.: E. H. Martin- 
dale. 
MASON-NEILAN KeGULATOR Co.: L. B 


Battin 
MASSACHUSETTS INSTITUTE OF 
oGY: Ross M. Cunningham. 
MASTER ELeEctric Co.: Charles F. Bruner. 
MASTER RULE MFc.-Co., INc.: ~~ <. 
Nicholson. 

MATHEWS CONVEYOR Co.: 
ing, Jr. 
MATHIESON 
Schmertz. 
MATTHEWS & Co., 

Donald. 
MATTISON MACHINE WorKs: W. Hagstrom. 
MAUJER PUBLISHING Co.: W. W Brown: 

R. B. Rogers; C. Lester Seaman: Wil- 

liam T. Watt. 
May Or Burner Co.: Charles Collins. 


TECHNOL- 


Henry E. Hell- 


ALKALI WorKs, INc.: J. R 


JAMES H.: H. E. Mc- 
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Mays & BENNETT ADV. AGENCY: Roderick 
A. Mays. 

MECHANIZATION, INC.: (Mrs.) E R. 
Coombes; R. S. Houts. 

MEEHANITE RESEARCH INSTITUTE OF 
AMERICA, INc.: C. E. Herington 

MEEK & THOMAS, INc.: F. D, Jones; 8S. P. 
Ker; Tony F. Skingel:; Ira A. Thomas 

MEERMANS, INc.: Howard J. Meermans 

MELDRUM & FEWSMITH, INc.: James C 
Clawson; J. Fewsmith; Ray G,. Sim- 
mons; Norton Weber 

MENGEL Co.: A. L. Entwistle. 

MENKE PRINTING CO Oscar Menke 

Mercorp Corp.: L. J. Schanz, 

MESTA MACHINE Co.: Daniel Reebel 

METAL INDUSTRY PUBL. Co.: (Miss) Joan 
Trumbour Wiarda. 

METAL & THERMIT CorP.: Merritt L. Smith 

METCALF Co., George T. Metcalf 

METHODIST HousE Henry 
Luessen 

MEXxiIco REFRACTORIES CO.: 
Groff 

MICHEL & CATHER, INC 
Nicholas Gassaway 

Micro SwitcH Corp.: W. B. Schulte. 

MicromatTic Hone Corp.: L. 8. Martz 

Mip-West Apv. AGENCY: W. A, Pitschke 

Micut Drrecroriges, Lrp.: H. A. Watts 

MILcor STEEL Co.: T. Clayton Cheney. 

MILLCRAFT PapeR Co.: C. A. Fahey. 

MILLER, INc., Harry M.: Jack Miller. 

MILLER FREEMAN PUBLICATIONS: Lawrence 
K. Smith. 


GEORGE ° 
PUBLISHING 


Samuel D 


W. A. Cather ; 


MILLER PRINTING MACHINERY Co.: E 
Terry Gaylord. 
MINE SAFETY APPLIANCES CO.: N R 


Chillingworth. 

MINNEAPOLIS-HONEYWELL REGULATOR CoO., 
Lrp.: W. H. Evans 

MINNEAPOLIS - MOLINE POWER IMPLEMENT 
Co.: B. Grussing 

MINNESOTA MINING & MFo. Co.: G. 8 
Bond. 

Misson Dry CorpP.: 

MopERN PLastics, INc.: M. A. 

MopINE Mrec. Co.: M, J. Druse. 

Moace, INc., ARTHUR R.: E. E. 
nacker; Arthur R. Mogge 

MONETARY TIMES PRINTING Co. OF CAN- 
ADA, Ltp.: A. E. Jennings; Eric C 
Salmond. 

Monk & Associates, Howarp: George L. 
Kane: Earl H. Kruse; Howard H 
Monk 

MONSANTO CHEMICAL CoO. : 
ner 

MORRISON ADVERTISING 
. a Morrison. 

MACHINERY Co.: 


Frank W. Gray 
Olsen. 


Krom 


R. Allen Gard- 
AGENCY, INC. : 
Morse Bros Paul Wig- 
ton, 
Morse CHAIN Co.: R. J. Koch. 
Morton & Mason: Jay Morton. 
MoTION PictTuRE AbDv. SERVICE Co.: 
ert E. Harper. 
MUELLER COMPANY: 
MULLER, CHARLES G. 
MuLTI-MaIL, INc.: Leslie J. Eggers 
MuMM, Romer, Ropins & PEARSON, INC.: 
M. L. Mullay. 
MussENs, CANADA, Lrp.: E. H. Nevin. 
Myers Co., H. D.: H. D. Myers. 
Myers Apv. AGENCY, WILLARD G.: 
lard G. Myers. 


Rob- 


Herman E,. Jackson. 


Wil- 


N 


NASH ENGINEERING Co.: D. R. Fournier ; 
George B. Wright. 
NATIONAL ACME Co.: 
NATIONAL AUTOMATIC TOOL Co.: 
Holcomb. 
NATIONAL BaTTERY Co.: Ken Dawkins. 
NATIONAL BUSINESS PUBLICATIONS, LTD 
M. J. Gladney; W. H. Hewitt; R. C 
Rowe: Ivan C. Steven; Cecil Weiss 
NATIONAL CARBON Co., INc.: A. Brogginit 
NATIONAL CYLINDER Gas Co.: L. W. Smith. 
NATIONAL ELEC WHOLESALERS ASSN. 
Charles G. Pyle. 
NATIONAL FIREPROOFING 
Cullison. 

NATIONAL INDUSTRIAL ADVERTISERS ASSN.,, 
INC (Miss) M. R. Webster. 
NATIONAL Lock Co.: Lee Anderson ; 
Johnson, 
NATIONAL MFG 

beck. 


Lloyd Honeywell. 
Fred B 


Corp.: Jesse A 
H. M 


Corp.: Gordon E. Whit- 
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NATIONAL MeTaAL Epcos Box Co M. P 
Junkin 

NATIONAL Orn Propucts Co Lewis M 
Carter 


NATIONAL PETROLEUM PUBL. Co Y. A 
Koskinet 
NATIONAI PNEU MATI Co 


Schendorf 


Arthur P 


NATIONAL PosTaGE Meter Co., INc.: James 
D>. Hendryx 

NATIONAL Process Co IN« James C 
Nicoll, Jr 

NATIONAL REFRACTORIES LTD W. Cop- 
ping 

N IONAL SuPPLyY ¢ Ray E. Bowland 


AT 
Allen P. Colby 


NATIONAI YPESETTING Co Schell L 
Furry 

NATIONAL Vt ANIZED FIBRE Co G. Mil 
lard Lan 


NEEDHAM & GROHMANN, IN‘ 


Phillips 


NELSON CoR!I HERMAN Robert W. Nel 
son 

NEPTUNE MeTEeR Co Robert W Ballan 
tine 

NETHERLAND PLAZA HOTEI Clifford J 
Ryan 


NETTLETON & AssOcIATES, W. O Walker 


oO. Nettleton 
NEw LD EPARTURE 


DIVISION OF GENERAI 


Morors Sales Corp Carleton B. Beck 
with 

New Jersey Zinc Co R. Davison; Ed- 
win I. Oppel 

NEWARK PRINTING Co Ferd A. Laile 


NEWELL-EMMeETT Co Cuyler Stevens. 


NEWELL & Assoc ROBERT Robert B 
Newell 

NICHOLSON FILE Co George Ashbey. 

Norpera Mra. Co Delbert Kay 

Norris-PaTTerson, Lrp William Wright 


NorRTH AMERICAN Meo. Co 
Grimm 
NorTu A MERICAN 
Harry E. Fry 
NortTuH JERSEY 
J. Flamm 
NortTH WESTERN 
Steele 
NORTHERN ELeEctrric Co., Lrp J. J. Me- 
Govern 


Charles W 
PHILLIPS Co Int 


BROADCASTING Co Sidney 


FuvuEL Co Oliver E 


NORTHERN 
rin 

NORTH West C 
Stebbins 


Pacific RAILWAY L. L. Per- 


INTRACTOR & ENGINEER: Bob 

NORTHWEST ENGINEERING Co.: G. C. Wil 
llams 

NORTON (Co A B. Fritts 

Norton Co. or Canapba, Lrp 

Chisholm 


Donald M 


o 


OCCUPATIONAL HAZARDS, IN¢ Jack W 
Welss 

ODLIN COMPANY, INC., JoHN W John 
W. Odlin 

OFFICE OF PRICE ADMINISTRATION Mal! 
colm Lund 

Onto BELL TELEPHONE Co lL. F. Hard 
man 

On1 Brass Co E. S. Denham: Louis 
J. Ott 

ON10 CARBON Co I. W. Brandel 

OHIO CHEMICAL & Mra. Co EE. H. Cook 


Onro Cra’ 


M. E 


OILGERAR (Co 


KSHAFT ('o 

Hackstedde 
Martin E. Engebretson 

ALLENDER CABLE Co Richard 


Seward A. Covert 


COKONITE-( 
S. Haves 


OKONITE C Richard 8S. Hayes 

OLIAN Apv. C Irwin A. Olian 

OLIVER IRON & Sree Corp George R 
Beecher 

OLMSTED-Hewrrr, IN« Ward H. Olmsted 

ONONDAGA PRINTING Co Edward Hitch 
cock 

OPPENHEIM PUBLICATIONS, RAMSEY Roy 
M. McDonald 

OSBORN Mr Co G. O. Rowland 

Oster Mra. C lL. S. Newman 

OSWALD ADVERTISING AGENCY, IN« w.bD 
Lindsey 

OSWAL A DVERTISIN« AGENCY CHARLES 
Charles Oswald 

OWENS-CORNING FIRERGLAS Co Philip 


Wm. D. Thackeray 


Linne 
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OwENS-ILLINOIS GLass Co T. K. Alm- 
roth. 
O. Z. ELectricaL Mre. Co 


Morris 


(Miss) Betty 


P 


PaciFic BUILDER AND ENGINEER INC 
Walter A. Averill 

PACIFIC MANIFOLDING Book Co., INC Vir- 
gil L. Rankin 

PacIFIC NATIONAL ADV. AGENCY Wm. H 
Horsley 

PAISLEY PrRopucTs, IN« Earl C. Lenz. 

PALMER PUBLICATIONS Walter S. John- 
son 


PANGBORN CORI A. Lesley Gardner 

PAPER SeERVicE, INC Fred W. Hansen 

PARAMOUNT ENGRAVING CoO L. F Heit- 
kamp 


PARKER ADVERTISING Co James D. Parker 


PARKER APPLIANCE CoO Frank R. Helf- 
rich; J. J. Thompson. 

PARKER-KALON CORP Charles S. Trott 

PARKERSBURG Ric & REEL Co.: — 


eller 
PARSONS ENGINEERING CORP 
Holzman 


Lawrence J 


PASSONNO HUTCHEON Co Edward R. Van 
Cleef 

PATTERSON FounpRY & MACHINE Co 
(Miss) Helene Manypenny. 


PAXSON ADVERTISING: Howard Paxson 

Peacock Bros., Lrp.: F. R. McDonald 

Peck & Co., W. T.: William G. Draucker 

Peprick Too. & MACHINE Co Ralph M 
Shaw, Jr 

PEERLESS CEMENT CORP 

PENN ELectric Switcu Co.: 
Netedu 

PENNSYLVANIA FLEXIBLE METALLIC TUBING 
Co S. H. Collom, Jr 

PENN METAL CorP. OF PA F. E. 
dorph, 2nd 

PENNSYLVANIA SALT Mere. Co.: H. 
worth 

PENNSYLVANIA 
R. Isaacs 

PENTON Press Div. oF PENTON PUBL. Co 
Clyde J. Geraty 

PENTON PUBLISHING Co.: J. F 
Clyde H. Bailey; Howard H. 
F. J. Fuller; George O. Hays; 
Cc. Jaenke: D. C. Kiefer; A. L. Klinge- 
man; Emil W. Kreutzberg; J. M. Lath- 
rop: L. C. Pelott; George A. Pope; B 
C. Snell: Russell H. Smith; Harold B 
Veith; Karl A. Zollner. 

PERFECT CIRCLE Co Martin Davis 

PERMUTIT Co Henry H. Wilkinson 

PERRY-BRowN, INC Theodore Brown 

PETERMAN, INc., WM Robert H. Selzer 

PETERS PuBL. Co Clarence R. Over. 


Charles A. Luck. 
John R 


Sagen- 
M. Ells- 
TRANSFORMER CoO Irving 


Ahrens; 
Dreyer ; 
Russell 


PETERS PuBL. Co. oF TExasS: D. E. Wil- 
liams 

PETERSON TRACTOR & EQUIPMENT Co.: Gor- 
don Harris 

PETREQUIN PAPER Co Robert E. Petre- 
quin 

PETROLEUM ENGINEER PuBL. Co = oe 


Roger Motheral : 
Wipperman. 
PuBL. Co., 


Crowley: W. L. Love; 
E. V. Perkins; R. C. 
PETROLEUM EQUIPMENT 
George H. Eichler. 
PETROLEUM PUBL. Co 
net! Langley 
Wayne Rives 
PFAUDLER Co 
PHILADELPHIA 
Ball 
PHILADELPHIA QUARTZ Co 
M. Suarez 


INC. : 


Cc. R Farmer ; Ken- 
Howard Markt: 


Hanson. 
Russell C 


Herbert R 
GEAR WoRKS 


(Miss) Frances 


PHOTOTYPE ENGRAVING Co., INC Edgar 
S. Benedict 

PHYSIcISTS RESEARCH Co.: John W. Tryt- 
ten 

PIcKETT, H. N 

PICKRELL, R. H 

PIONEER ENGINEERING WorRKS, INC Oo. J 


Ellertson 
Pitt Stupios: Wm. L. McQuillan 
PITTSBURGH-Des MOINES STEEL Co R. H 
Beck 
PITTSBURGH 
Re ed Jt 
PITTSBURGH 
Thomas C tarr 
PITTSBURGH PLATE GLass Co A H 
Gladmon; Earl W. Sood 
PITTSBURGH REFLECTOR Co 
ren 


a 
“2 


EQUITABLE METER C< 


PHOTO-ENGRAVING Co 


Earl B. Hold- 


PITTSBURGH STEEL Co. L. W 
Elmer T. Wible. 


PLESSISVILLE FOUNDRY: 


LuUpp; 
Paul M. |} ind 


PLYMOUTH CoRDAGE Co.: Julian S. Brad- 
ford; Edwin G. Roos. 

PNEUMATIC SCALE CorpP., LTp. Lester J 
Hodgdon. 

POCAHONTAS Fuet Co., INC ( A 
Brinkman. 

PoLK & Co., R. L Paul G. Hobar 

PONDER ATHENAENUMS: George F hip- 
ple. 

Poor, Rocer A 

Post, Inc., L. D.: John Cornell; ¢ rge 
W. Van Steenbergh. 

POWERS REGULATOR Co.: Horace Fe 

PRINTERS’ INK PUBLISHING CoO., 
Charles L. Haskins 

PRINTING PLATE CRAFTSMEN Cla rR 
Lapham; Paul K. Smith. 

PRIOR MOTION PICTURE Co Frar H 


Hargrove 
PROSPERITY Co., INC 
PUBLIC WORKS JOURNAL 

Morris. 

PURCHASING AGENTS’ ASSN 

Inc.: E. B. Stapleford. 
PURCHASING AGENTS’ ASSN, OF NORTHERN 

CALIFORNIA: E. G. Chambers. 
PURCHASING AGENTS’ ASSN. OF PHILADEL- 

PHIA, INC Frank C. Brodhead. 
Purse Co.: H. O. Henricksen. 
PUTMAN PUBL. Co William E. 


Mac C. Ritte: 
CorP.: Croxton 


OF CLEVELAND, 


Coates; 


L. R. Cook; Ewing W. Graham; kK. & 
Kaull: A. W. B. Laffey 
PYRENE Mra. Co. Truman Young, 


R 


RAILWAY EQUIPMENT & 
Harold A. Brown. 
RAILWAY & INDUSTRIAL ENGINEERING Co 
Ralph M. Jones; Eric Zimmerman 


PUBLICATION Co.: 


RAILWAY & POWER ENGINEERING CORP., 
Lrp.: G. G. Baguley; D. Bruce; William 


Turner 
RAILWAY PURCHASES 
ward Wray. 
tALSTON PURINA Co.: Bill Bauer. 
RALSTON STEEL CAR Co L. C. Roy 
RAMSEY Co., L. W.: W. J. Henderson 
RANDALL Co., FRED M.: J. W. Sweet 
RANSOME MACHINERY CORP. Gerald F 
Monaghan. 
RAWSTHORNE Co., Ropert: Leo P. Kremer 
RAYBESTOS Div., RAYBESTOS-MANHATTAN 
INc S. E. Shepard. 


AND STORES Ed- 


RCA MANUFACTURING Co,.: D. J. Fin 

RCA Victor, Ltp.: A. Usher. 

ReEacH Co., CHARLES DALLAS Charles 
Dallas Reach 

REAST ADVERTISING, FRED M Fred M 
teast. 

RECORDER PrREssS: Wilson E. Haver. 

ReEEceE INpvs. Pwsuiciry, C. A.: ©. A 
Reece. 

Reep Router Bir Co.: H. O. Heller 

REEvEs Sounp LABORATORIES: Fred H 
Pinkerton. 


REINCKE, ELuis, YOUNGGREEN & [FINN 
Charles A. Reincke. 

REINER ADVERTISING 
Reiner 

REINHOLD PUBLISHING CORP. : 
cher; Edward J. Boyer, Jr. ; 
Buck; G E. Cochran; A. E. Fountain 
Donald Hoagland; Philip H. Hubbard ; 

S. Kearney: H. Burton Lowe; D. G 

Pilkington; Leslie E. Rees; Kellogg 
Sprague ;: . A. Stonhouse; Joseph 
Towne; Francis M. Turner; William P 
Winsor 

Rerrer, O. A 
RELIANCE ELectric & 
Cc. V. Putnam. 

RELIANCE ENGRAVERS, 
Gilchrist 

RELIANCE GAUGE COLUMN Co.: G. 

REMINGTON, INc., WILLIAM B 
F. King; Willlam B. Remington 

REMINGTON RaNpb, INC S. H. Ensineer 


AGENCY George 


John G. Bel- 
Edward M 


ENGINEERING CO 
LTD R. S. Mac 


E. Sams 


Herbert 


RENNER ADVERTISERS: Otto W. Renner. Jr 
RePpuBLic BANK Nore Co.: Louis D. Rei!!y 
REPUBLIC FLow Meters Co.: H. W. Stoet 


zel. 

RepusLic RuspsBer Div., Lee RUBBER & RE 
Corp.,: “H. P. Schultz; Carl H. Zien 
Repusiic STEEL Corp Paul J. Betz 
Richard M. Gerber: George O. Gould; 
L. S. Hamaker; H. H. Oldham; Chester 

W. Ruth; George E. Stenger. 
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NIAA Membership Roster 


Ruoapes METALINE Co., INc., R. W.: B 
Richard Rhoades. 

RHOA « SONS, J E.: J. Edgar Rhoads 

RICHARDSON Co.: J. M. Richardson, Jr. 

RICHARDSON, JAMES E 

RICKA & Co., INC (Miss) Mary Beck- 
man; H. L. Fisher; Julian Gran; E. C 
Mayer; Burton Schellenbach. 

RIDGE oL Co Wm. L. Parcell 


Rweway Co., INC A. Maescher 


RIORDAN Co., JOHN H J. C. Spruance 

RITTER PRODUCTIONS CORP Edward Hurl- 
burt 

Ross & Co., JOSEPH: W. Copping. 

RoBBINS PUBL. Co., INC C. Lloyd Cain 
Alfred E. Lindquist; Walter V. Turner 


RoperTsoON Co., H. H.: H. B. Winslow 
Ropins CONVEYoRS INC Alfred S. Otton ; 


Edwin M. Perrin 


ROBINSON Co., D. E. D. E. Robinson 
RopINSON & Son Co., Wm. C E. R 
Ewell 


RopoTHAM & Co., EpwarRp W Edward 


W. Robotham. 


ROCHESTER Mra. Co., INc Clark L. Has 











tings 
RocKBESTOS PRODUCTS CORP Edward A 
Heery 

t0CKFORD MACHINE TOOL Co C. A, Corri- 
gan 


Rock Woop SPRINKLER Co James J. Ryan 
RopLuM, Troy M 

RoEBLING’s Sons Co., JOHN A F. J 
Maple; Edward H. Peplow, Jr.; Harold 
W. Zigrand. 

Rocers DIESEL & AIRCRAFT CORP 
J. Hendershot 

Rocers-GANO ApDv. AGENCY: T. Page Rog- 
ers; Edw. L. Ullrich 

RONALDS ADVERTISING AGENCY, LTD R. J 
Avery; W. E. Stone. 

Root Co., B. M.: J. William Stair 

RooTs-CONNERSVILLE BLOWER CORP B.C 
O’Brien 

Roper Corp., GEorGE D Cy Edwards. 

Roror Too. Co H. P. Bailey. 

ROWAN CONTROLLER Co.: William D. Bark 


Norman 


ley 
ROXALIN FLEXIBLE LACQUER Co Charles 
W. Scott 


RorLe & Sons, JOHN Richard L. Cook 

RUBBERSET Co Robert H. Selzer 

Rvupt MACHINERY Co., LTD B. McK 
da 


LL & Co., CHARLEs L.: J. Erwin 
*orter; Earl A Rogers; Charles L 
Rumrill; G. Grantly Wallington. 

RustLess Iron & STEEL Corp Ww. B 
Pie ree 


Rut I MFG Co 
Rrerson & Son, INc., JosePu T 
Ev 


Malcolm M. Scott 
Keith J 


ins 


Ss 


SALEM ENGINEERING Co Don Guiley 
John Loux 
SANGAMO ELgectric Co 


ns 


Joseph H Wil- 


SANGAMO ELeEctTrRIc Co., Lrp P. Greig 

SANGER, ALAN B Walter L. Funnel; Alan 
B. Sanger 

SANN & ASSOCIATES, E. W. E. W. Sann 


Sal Co., INc.: G. A. Binz. 

SAUEREISEN CEMENTS Co.: C. Sauereisen. 

SAUERMAN Bros., Inc Louis McLouth 

Sa ERS VALVE Div., GRINNELL Co. OF 

( ADA, LTp R, Jack Hall 

Sa r & Co., E. W. A. T. Gholson 

Sc ER MACHINE Co A. J. Kohn 

s Apv. AGENCY, INC Melvin E 

S ADVERTISING AGENCY Carl! Scheel 

S r Co., E. F.: H. A. Fuhry. 

S ER, ADVERTISING, S. E Ss. E 
eider 

“ PUBLISHING Co., IN¢ w. S 
ncloss 

> R Bros., INc Fred C. Scholler 

S Apv. Service: Wm. G. Scholtz 

s SHop: Lawrence W. Prakken 

S M, INC A. O. Witt 

x 


t Co., CHARLES: Charles Schweim 


Bros James W. Newhall. 
AGENCY, INC.: 


George L. Stingel 


Scotr & Co.,, 
Pearson ; 
Scott Paper Co.: G. A. Duff 


DUNCAN A, Forrest C. 
Duncan A. Scott. 


Scott PUBLISHING Ca., 
Duysters. 

SCREW MACHINE PuBL. Co., INc J. How- 
ard Spaulding 

SEIBERLING RuBBER Co.: G. F. Weisenbach 


SELAS COMPANY John L. Crothers; Harry 
W. Smith, Jr 


SERVEL, INc.: R. J. Canniff 

SERVICE TYPESETTING Co.: Frank W. Snook 

SEYMOUR Mrc. Co.: A. G. Wentworth. 

SHALLCROSS Mra. Co.: D. H. Shallcross 

SHARP & DOHME: raul B. Robinson. 

SHAUGHNESSY-KNIEP-HAWE 
James B. McNamee. 

SHAW COMPANY: M. R, Klitten. 

SHELDON, Morse, HuTcHINS & EASTON 
William H. Easton; D. B. Foresman: 
Delbert Johnson 

SHEPARD NILES CRANE & Horst Corp 
Frank J. Crouch 

SHERWIN-WILLIAMS Co.: E. T. Deasy. 

SHURON OPTICAL Co., INc.: James G. Huff: 
C. H. mallery. 


E. A.: Ralph F. 


PAPER Co 


SIGNODE STEEL STRAPPING Co. E. C, 
Hamm. 
SIGNS OF THE TIMES PuBL. Co D. R 


Swormstedt. 


SIMMONS-BOARDMAN PusBL. Corp.: Harold 
B. Bolander ; Fred A. Clark; Frederick 
J. Fischer; Roy Gurley; S. W. Hickey ; 
Frederick C. Koch; Warner Lumbard: 
Harry H. Melville; H. A. Morrison: 
Glenn Royer; Robert E. Thayer; Fred- 
erick H. Thompson, 

SIMONS-SISLER Co., INc.: Paul H. Goess- 
ling. 

SIMONDS Saw & STEEL Co.: 
Parker; Harry G. Tobin. 
SIMPLEX WIRE & CABLE Co.: 
Lewis; E. J. MacKenzie. 

SINGER Mrc. Co.: J. E. Painter. 

SKALA Co., R. J.: Rudolph J. Skala 

SKF Inpustrigs, INc.: R. C. Byler. 

SKINNER & KENNEDY STATIONERY Co.: Al 
J. Rose. 

SLATER Co., Lrp., N. W. N. Elliott 

SLOAN VALVE Co.: Charles C. Allen 

SMEAD & SMALL, INC F. H. W. Ducros 

SMITH Co., INc., H. B.: J. E. Reed. 

SMITH Mrc. Co., INc., F. A.: B. Hugh 
Harper 

SMITH & MILLS Co David Mills. 

SMITH PAPER MILLs, Ltp., Howarp: N. B 
Powter. 

SMITH PuBL. Co., B. L.: Edward J. Mc- 
Carthy; B. L. Smith. 

SMITH PuBL. Co., W. R. C.: Maynard L 
Durham; P. O. E. Johnson; E. A. Robin- 
son ; E L. Rogers ; Arthur C. Shaw; 
A. E, C. Smith; Richard P. Smith. 


SMITH, TAYLOR & JENKINS, INC.: Robert 
M. Jenkins 


SMITH WELDING & EQuIPMENT CorpP.: Nor 
wood N. Canfield. 


SNAP-ON Toots Corp.: George A Smith. 

SNIPS MAGAZINE: Edward C. Carter. 

SNow & CAHALIN, INc.: J. Harold Cahalin 

Snow & Srarr, Inc., Walter B Harold 
Bugbee. 


Verne C. 


Arthur F 


SOCIETY OF AUTOMOTIVE ENGINEERS, INC 
E. L. Carroll; Arthur J. Underwood. 

SOMMERS-Davis Apv. AGENcy: H. S. Som- 
mers. 

SONNEBORN Sons, Inc., L.: J. F. Koellisch 

SOULE Sree. Co.: E. Soulé 

SPANG CHALFANT, INC R. M. Sylvis. 

SPARTAN Saw Works: Fred Emerson 

SPIRAL BINDING Co., INc. Edward M 
Nemeth 

SPOONER & KRIEGEL: W. B. Spooner, Jr 

SPRAGUE Stvupios, B. D jerwick D 
Sprague. 

SQUARE D Co Bruce Morse; H. L. Hunt- 
Singer; J. H. Varnum. 

STANDARD ELECTRICAL Too. Co Ray E 
Huhn. 

STANDARD Too. Co Ernest B. Cole 

STANLEY WorKs: D. E. Buckwell: G. M. 
Flete! er 

STAR ELEctTrRIC Moror Co 
son; I. C. Peterson. 

STARBUCK ART SERVICE: Joe Starbuck 


Samuel C. Pier- 


STATE Mro. & Constr. Co.: L. H. Thom- 


Son. 


STEARNS MAGNETIC MFc. Co.: Hugh Sharp 
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STECHER-TRAUNG LITHOGRAPH CorP.: John 


Burke. 

Steet Co. or CANADA, Lrp.: William A. 
Bates. 

STEEL IMPROVEMENT & ForGE Co 
mar Naujoks. 

STEEL PUBLICATIONS, INC.: T. B. Little ; 
N. R. Moll; Henry Milton Reich 

STEEL SALEs Corp.: G. A. Hansen, 

STEPHAN-NATIONAL INDUSTRIAL ADVERTIS- 
ING: John C. Stephan. 

STEPHENSON-ScoTT, LTp A. W. 
ton; Claude Nash; A. R. Poyntz. 

STEUBING AUTOMATIC MACHINE’ Co.; John 
L. Parker 


Walde- 


Hough- 


STEWART, HANFoRD & CASLER, INC.: L. A. 
Casler. 

Stokes MacHINE Co., F. J.: John A. 
Silver ; Edward S. Walker. 

STONEHOUSE SIGNs, INc.: Walter DuBree. 


Stover Co., JoHN: John Stover. 

STOWEL Screw Co., LTp Gordon E. Pal- 
lant. 

STRATHMORE PAPER CO H. E. Riggs. 

Stuart, INc., Epwin H.: T. G. Bixler; 
Edwin H. Stuart. 

Stup1o Press, Inc.: R. W. Garrison, 

STURTEVANT Co., B. F.: Evert W. Andros. 

SULLIVAN MACHINERY Co.: Roy E, Camp- 
bell. 

Sun O1 Co.: Albert E. Aldridge, Jr. 

SuN PRINTING House: H. E. Fricke 

SUNDSTRAND MACHINE Too. Co.: J. M. 
Kjellstrom. 

SUPERHEATER Co.: C. G. Udell. 

SuRFACE CoMBUSTION Co.: A. C. Eversole. 

SUTHERLAND-ABBOTT: Joel Squier; K. R. 
Sutherland. 

SuTTON PusBL. Co.: Glenn Sutton; 
Db Thompson; Dick Tope; 
Wardley. 

SWALLOW’s STuDIOos: W. F. Swallow 

SwartTwout Co.: H. C. Miller. 

SWARTZBAUGH MFc. Co.: Walter Gibson. 

Swirt Co., Inc., JoHN S.: Fred H. Viach. 

SWINDELL Bros.: John J. Jeffries. 

SwINK ADVERTISING AGENCY, HOWARD: 
Howard Swink; Ted Witter. 

Swinston Co.: George Swinston. 

Swiss ELectrric Co. or CaNnapba, Lrp.: R. 
S. Griffith. 

SYKES ADVERTISING AGENCY 
Sykes. 

SYLVANIA ELEcTRIC Propucts, INC. : 
R. Duffy; B. K. Wickstrum. 

Harold J. Albers. 

Merril! 


Frank 
Charles 


Edward H. 
James 


SYMES AND OLDs Co. : 
SYMONDS ADVERTISING, MERRILL: 
Symonds. 


TAYLOR, GEORGE C. 

TAYLOR & ASSOCIATES, RAY 
lor. 

TAYLOR INSTRUMENT COMPANIES: Wm, H. 
Corwin; Wallace W. Lockwood; Ken- 
neth D. Rockwell. 

Teas, INc., PAUL: Paul Teas. 

TECHNICAL Pusu. Co.: John A. Kershaw ; 
Walter Painter; Kingsley L. Rice; Hor- 
ace G. Wilds. 

TEMPLE Press, INc.: Lou T. Rubin. 

TERRY STEAM TURBINE Co.: B. H. Wood. 

Texas Co.: A. R. Dunphy; F. C. Kerns. 

TEXAS ELEcTRIC STEEL CasTING Co.: C. W. 
Shartle. 

TEXTILE AGE, INc.: A. P. Gumaer, W. K. 
Hoffman; Donald H. White. 

THERMOID Co.: Russell W. Case, Jr. 

THEW SuHoveEL Co.: J. L. Beltz. 

THOMA & GILL: Charles G. Thoma 


Ray L. Tay- 


THOMAS PuBL, Co.: Charles A. Burton; 
William Cain; Walter W. Eickhorn; 
Howard Ely; B. J. Goldman; Oliver G. 
Hendricks; Edwin W. Hoffman; C. H. 
Holden; G. C. Hooker; W. E. Irish; 
R. H. Irvine; J. A. Norman; MacDonald 
H. Pierce; Don L. Prouty; Harry M 
Schell: G H. Scoltock, Jr.;: G. Park 
Singer, Jr.: F. Morse Smith; R. D. 
Smith; H. C. Whiteley; Fred 8S. Wil- 
liams 

THOMAS & SKINNER STEEL PrRopucts Co.: 
James R. Thomas. 

THOMPSON & Son Co., 
Tucker. 

TIDE PUBLISHING Co Edwin F. Thayer. 

TIMBERMAN, THE: E. P. Hoener. 

TIME, INc.: Jack R. Aldrich; C. G. As- 
chenbach; John Beard; Herbert Bip- 


Henry G A. W. 
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Hamann; D'Orsey Hurst; 
Richard W. Jones; John A. Keppelman, 
Jr: R. G. Lawrence; Fanshawe Lind- 
sley; Wm. E. McDonald; Sartell Pren- 
tice: George P. Shutt; Donald H. Tyler; 
Preston Db. Weir 
TIMKEN ROLLER 
James Brady ; 
Stone. 
TITeFLEX METAL Hose Co E. W 
Jr 
Topp Co., INC 
D. Scandling 
ToLepo Pree THREADING MACHINE Co 
Earl R. Youngs 
To.Lepo ScaLe Co Liovd Ellingwood 
To.tepo Street Propucts Co.: H. M. Wertz 
TOMASCHKE-ELLIOTT, INC Bruce Ww 
Elliott 
Toot & Dre JOURNAL 
TORRINGTON Mra. Co 
Lyman 
Towmoror Co Edward Southworth 
TOWNE ADVERTISING, W. L.: R. D. Towne; 
W. L. Towne 
TRACKSON Co Raymond B. Thomas. 
Tracy-Locke-Dawson, INC Erle Racey 
TrRaADE JOURNAL PusBL. Co Charles F 
Willis 
TRADEPRESS PUBL. Co., INC 
Hoefer, Jr.; William B 
Archie H Knapp; Louis G 
John R. Thompson 
TRAFFIC Service Corp.: Emil G 
TRANE Co L. A. Trumble 
TRANE Co. oF CANADA, Lrp.: T. H. Dow- 
sett 
Tri-Art Strupios: E. L. Ford 
Trico Fuse Mra. Co.: M. G. Andrietsch. 
TRIMMER PRINTING Co.: John E. Groome. 
TRUMBULL ELECTRIC MANUFACTURING Co 
L. L. Brastow 
TRUNDLE ENGINEERING Co 
Trundle 
TRUSCON 
' Doering 
rRUSCON STEEL Co Paul L. Callahan 
TuBEe-TvurRns, INc Gene V. Wedereit 
TunG-Sot Lamp Works, InNc.: H. F. Cook 
TURNER & Assoc., Harry: Harry Turner. 
Twin Disc CLutcn Co.: Gordon M. Guil- 
bert 
['YPOGRAPHIC 
LaWall 
r'¥8ON AND Co., INc., O. 8 Charles F 
Fuller, Jr J. Lioyd Handy; F. Key- 


ler Richard V. Morrison; Oscar §S 





part; W P 























































BEARING Co Arthur 
Roland P. Kelley; W. H 


Allen, 


A. N. Hartshorn; Fredric 


George J. Huebner 
Alexis Doster; R. T 


Charles W 
Hannum, Jr 
Thaon ; 


Stanley 


Robert C. 


LABORATORIES, INC Henry G 


Service, Inc Frederick C 









mn rm 












Tyson 
ULLMAN ORGANIZATION, ROLAND G. E 
Roland G. E. Lilman 
UNDER WOoD ELLiorr FisuHer Co Carl 
: H. W. Ruprecht 
’ 






UNDERWRITERS’ 
Bowles King 


LABORATORIES, INC ~ 







UNION CARBIDE AND CARBON CorRP 
Ww Bartram; F. E. Loeffler: George 
Sykes; Vernon H. Van Diver 

UNION METAL Merc. Co.: Albert S. Fromm 


John 













UNIon O1r~ Co. or Car T. L. Strom 
berger 

UNION Paper & Twine Co.: Carl E. Ler 
mer 

UNION SPECIAL MACHINE Co Arthur J 





Feige! 





UNION STEEL Propucts Co.: C. D. Daven- 
port 

UNION Switcnu & SiIGNaL Co K. E 
Kellenbe rger; A. B. Ledwith, Jr — 2 
Wernert 

UNIQUE Services: Deac Martin 

UNITED ADVERTISING AGENCY 

UNITED ADVERTISING CorRP 
Wollaston 

UNITED ENGINEERS & CoNstrRuUcTOoRS, INC 
EF. N. Floyd 

UNrrep STates CHAMBER oF COMMERCE 
Donald Grimason; Frederick H. Ward 

UNITED STATES HOFFMAN MACHINERY 
Corp Douglas Holyoke 

UNrrep States MacuHINe Corp 
J. Gill 

UNrtTep States News Pvew.. Corp.: Walter 
V. Bennett: B. C. Brumm: Marvin D 
Hicks; Philip Kobbe; Norman O. Mick 

UNITED STATES PIPE AND FouNnpry Co 
J. B. MeFarland 











Max Green 
Edward H 





















Norman 


















180 








Unitep States RusppBer Co.: Ralph N. 
Hanes 

UNITED STATES STEEL CorP. OF DELAWARE: 
Cc. R. Moffatt. 

UNIVERSAL ATLAS CEMENT COoO.: 
Cc. Rider 

'NIVERSAL CONCRETE PIPE Co H. X. 
Eschenbrenner 

'NWIN ADVERTISING AGENCY: B. V Un- 


win 
V 


VAN AUKEN RAGLAND Co.: 
Van Auken. 

"an SANT, DuGpALe & Co., INC 
G. Erck. 

rapon Recovery System Co.: 
Koch. 

Vars, INC., 
Cullen ; 
Morton 


Sumner 


_ 


Kenneth L. 


Henry 


< 


Robert L. 


a 


(Miss) Beatrice M 
Duffes; John B 


ADDISION 
Kenneth 8S 


VEEDER-Roor, INC E. Barrie Smith. 
VESTAL CHEMICAL LABORATORIES, INC.: 


Carl E. Richards. 
"icKeRS, INC (Mrs.) Ferne P. Dwelley ; 
B. L. Readman. 


A 


VICKERSTAFF Apv. Co.: Ray Vickerstaff. 
Vicror CHEMICAL WorKs: Harley B. 
Hobbs. 


"rctToR E.Lectric Propucts, Inc.: Thomas 


R. Harris 


a 


Victor E@uUIPMENT Co.: E. L. Mathy. 

VICTORIA ADVERTISING Co M. A. Shick- 
man 

Vocuve-WriIGuHT Stupios, INc Robert L 


Hoover 
WaADMAN PUBLICATIONS, REX W. R. Cot- 
ton 


We ER EvLectTric Corp Carl B. Diet- 
rich. 

WALKER ADVERTISING, HAROLD C Harold 
Cc. Walker 

WALKER & DOWNING Charles J. Allen; 


Harold S. Downing; C. P. Richardson ; 
Lester Shea; John F. Sweeny; Ken- 
neth C. Witherow 
WALKER-TURNER Co., INc.: W. J. Antener. 
WALL Street JouRNAL: Stephen T. Crosby 
WALTHER LEAGUE: Leo E. Buehring 
WaLTon Co.: Kenneth W. Weeks 
WALWORTH Co., INC Gilbert R. Thom- 
son 
WANK & WaNK: Melville E 
WaR MANPOWER COMMISSION 
Shuttenberg 


Wank. 
Elmer H 


WaR PRODUCTION BOARD Fred w. La- 
Croix 
WaARD-COLEMAN & ASSOCIATES Taylor 


Ward 

WARMAN & Co R. B. Warman. 

WARNER & Swasey Co.: J. E. Craig; E W 
Falcon; John A. Gibb; Carl H. Larsen; 
Wm. A. Mayborn: W. J. Pelich. 

WARREN Co., S. D.: Philander Bates; Mer- 
vyn G. Dunnagan; James H. Watson. 

WARTIME BUREAU OF TECHNICAL PERSON- 
NEL (CANADA) T. S. Glover. 

WARWICK TYPOGRAPHERS, INC.: Hubert J 
Echele 

WATERBURY-FARREL FouNDRY Co. Fred 
R. Daniels 

WaTLow ELeEctTric Mrs. Co 
Greene 

WATSON-STILLMAN Co 

WAUKESHA Moror Co. 
Ritchie 

WEARSTLER ADVERTISING, INC.: Dudley 
Hawkins; R. J. McCallister; Albert M 
Wearstler; Bruce Whipple 

WEATHERHEAD Co.: Gene P 

WEAVER, LEON H. A 

WEBER SHOWCASE & FIXTURE Co Don 
Mack. 

WEEKLY PUBLICATIONS, INC Homer An- 
drews; L. A. J. Dillon; Howard Dodge: 
Ray Guy; E. J. Hughes; Arthur Hurd: 

Hal Hursh: N. F. Loundagin; Curtis 

Fe. Mess; Malcolm Muir; Robert P. 
Stewart 

WEHNER PRINTING SERVICE 

Weise, A. F 

WELDING ENGINEER 
David R. Watson 

WELLMAN Co., S. K Ww 
Cc. D. Heiser 

WENDT ADVERTISING AGENCY: H F. Wendt. 

West-Marquis, INc.: Harold H. Marquis 
West PENN Power Co.: H. S. Metcalfe. 


Nelson A 


W. Gilbert. 
Prescott C 


Rye ybers 


Karl Wehner 


PUBLISHING Co 


_— 


©. Canfield ; 





WESTERN BUILDER PUBL. Co.: Norman RB. 
Wigdale. 

WESTERN ELgEcTRIC Co.: J. Vance Hilliard 
R. G. Sutherin; Robert L. Ware: Wij 


Whitmore. 
WESTERN FELT Works: Edward J. Healy 
WESTERN PRECIPITATION CORP. R. Cal. 
vert Haws; Richard O'Mara. 
WESTINGHOUSE ELEc. & MFa. Co Ray- 
mond F. Gomber; Hugh H. Graham 
Don E. Jenkins; Edward Laing For- 
rest C. Lydic; J. M. McKibbin; W. B 


Montague; Herbert E. Plishker ; George 
A. Sawin, Jr.; H. S. Schuler. 


WESTMAN PUBLICATIONS, L@tTD.: . & 
White. 
WESTON ELECTRICAL INSTRUMENT RP 


Sidney Cassey. 
WEYERHAEUSER SALES CoO E. M. Rooney 
WGAR BROADCASTING Co.: Clyde D. Vort- 
man. 
WHEELER, KIGHT & GAINEY, INC Tom 
L. Wheeler, Jr 
WHEELER REFLECTOR Co.: John 8S. Sessler 
WHITAKER PAPER Co.: Alvin A. Aquadro 
WHITAKER-RUEHL ENGRAVING Co.: CC. D 
Hanyon 


WHITE ADVERTISING COMPANY Harm 
White 

WHITE Moror Co.: George H. Scragg 

Wurrte-Ropcers ELectric Co. :. | 
Broesel 

WHITIN MACHINE WORKS George F. Me- 
Roberts 


WHITING CorpP.: A. De Young. 

WHITNEY CHAIN & MFc. Co 
well. 

Wuuitney Metat Toot Co 
ling. 

WICKWIRE SPENCER STEEL Co.: 
B. Randall. 

WIEGAND Co., 
D. A. Wolff. 

WILDER, INc., ALMON 
Brooks Wilder. 

WiLL, INc.: W. D. Will 

WILLAMETTE HYSTER Co.: 
Pate. 

WILuiaAMsS & Co., 

WILLSON Propvucts Co., INc.: 8S. ¢ 
bine. 

Witty, INc., JoHN: James E. Neary, Jr 

Witson & Haicar., Inc.: Jessie J. Haight 

WILSON-SNYDER Mra. Div. O1L WELL Svp- 
PLY Co.: B. D Erickson 

WINCHELL & Co., INc., T. A. F. H 
Gloeckner 

Witte & BURDEN Ww. 
P. F. Witte 

WITTNER ADV. AGENCY, FRED: 
ner. 

W-K-M Co., INc.: J. D. Rice. 

Wore & Assoc., INc., RALPH L.: 
L. Wolfe 

Wotrr & Assoc., Ep.: Alfred G. Scheible; 
Larry Sterling; Ed Wolff. 

WOLLENSAK OPTICAL Co. A. A. Wollen- 
sa 

WOLVERINE TUBE Co.: John A. Marshall. 

Woop CoNvEerRSsION Co.: E. T. Holmgren. 

WoopaLL Co., W. P.: W. P. Woodall 

Woops Co., MERRILL J.: Merrill J. Woods. 

WRENN Paper Co.: J. J. Hallowell. 

WRIGHT AERONAUTICAL CorP.: Ward E. 
Moore. 

WRIGLEY PUBLICATIONS, Lrp.: G. B. Wri8g- 
ley. 

WROUGHT WASHER MFc. Co. 
Crabb. 

WYANDOTTE CHEMICALS CORP T. S. Blair 


Y 


E. N. Bid- 
Lloyd Mech- 
George Le 
Epwin L.: E. N. Calhoun 


BRooKsS Almon 


Manford R 


J. H.: Howard M. Robins 
’. Her- 


Wilson Burden; 


Fred Witt- 


Ralph 


Charles G 


YALE & TOWNE Mec. Co.: J. S. McCul- 
lough. 

YARNALL WarRING Co.: B. G. Waring 

Y.M.C A. Motion Picture Bureau: A. L 


Fredrick 
Yoper CoMPANY: Arthur F. Greene 
YorK IcE MACHINERY Corp.: J. L. Rosen- 
miller: J. Donald Smith. 
YouNGSTOWN Arc ENGRAVING Co.: W. J 
Gutknecht; Karl M. Midney. 
YOUNGSTOWN PRINTING Co.: John A. Car- 
son. 


Yusa Mrc. Co.: Herbert A. Swain. 


Z 


ZIEGLER Co., INc., WM. H.: Roy H. Small- 
wood, 


ZirF-Davis Pusi Co.: George Berner 
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